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APEX GIVES YOU 
4 BIG CLEANERS <4 


for more profitable step-up selling! ** 


iS 


THAN CLEANERS VALUE CUSTOMERS CLEANER VALUE ——_ 
$ R } 

PRICED AT $69.95 NORMALLY AT A POPULAR 

VET SELLS WOULD EXPECT 


PRICE 
FOR ONLY FOR ONLY 


1 ) ff 


APEX | APEX ee APEX mn 
DYNO-CLEANER SUPER DYNO-CLEANER AERO- CLEANER 


@ Attractive two-tone finish «© Super-size disposable @ Smart chrome and copper @ Free-wheeling coasters @ Chrome, silver and copper @ De luxe coaster set 
dust bag color styling © Super-size disposable color styling @ Super -size disposable 


@ Super-suction /%-HP dust bags © 360-degree swivel top dust bag 
» Fullsize, alse + Washable dust fie erase » o Washable dust (iter ag Eo lg | meen 
construction © De luxe tool set @ Full-size, all-steel construction © Complete tool set struction pi set , 


APEX STRATO-CLEANER 


WORLD’S MOST POWERFUL, EFFICIENT, 
QUIET, COMPLETE HOME CLEANING SYSTEM! 


© Distinctive chrome and gold color styling © Super-size disposable dust bag 
@1'4-HP. high-speed, heavy-duty motor © Washable dust filter 


@ “4 -UWP. high-speed motor 


@ Twice the cleaning power of ordinary © Complete set of matched cleaning tools 
cleaners 





@ Convenient Power Selector located on THE NOZZLE ROLLS! 


handle 
. ay. Provides faster, easier cleaning 
@ Handy toe-tap switch eliminates bend- of tufted carpet and rug surfaces. 


ing, stooping 











. APEX ELECTRICAL MANUFACTURING CO. 
1070 E. 152nd Street, Cleveland 10, Ohio 


Contact your APEX distributor or mail 
coupon for details of how you can get 
your share of the estimated four million 

cleaner sales to be made in 1956! 


A ae HOUR-SAVING 
APPLIANCES 


\ 
8, Please rush details of the 1956 Apex Cleaner Program. 
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New Westinghouse display § t 


This one Compact Selling 7™ ( 








See how the new Color Showplace can go to work for you—to enhance your store 


—to stop traffic—to help you sell more major appliances, both color and white! 


APRIL, 
































1956—ELECTRICAL MERCHANDISING 


7 


the 
twe 
col 
for 


te 2 


- - - bea 


S| 















ft makes COLOR PAY OFF! 


@ Center lets you... 


SELL WHITE with COLOR 








SELL COLOR with COLOR 





Most women who shop appliances today still end up 
buying white. But first, they go where they can see 
what the new color appliances look like. 


That’s how the new Westinghouse Color Showplace 





pays off for you! By making your store “color head- 
quarters’, it builds prospect traffic— brings ’em in to 
look at color so you can sell ’em either white or color. 


Keeps inventory down...saves valuable floor space 


With the Color Showplace, you can show customers 
the complete range of Westinghouse colors with just 
two colored products. With just a turn of the built-in 
color drum, it lets you show the five Confection Colors 
for cabinet finishes. It lets you show the 10 Choose-N- 


A COMPACT COLOR 


\ 


\ 
\ 


| + ygSbweinters | 


vet 





Color Swatch Book shows 
samples of vinyl panels in 10 


Kitchen idea Booklets show 
exciting room color schemes 
and valuable decorating ideas 
by Melanie Kahane. 


colors, plus 5 Confection 
Colors. 





Set of Range Platform Fea- 
ture Stickers show 5 key fea- 
tures of the models to which 
they are attached. 


Sets of Color Swatches. 
Actual samples of vinyl in all 
10 colors and cabinet metal 
in 5 colors. 


SEE YOUR WESTINGHOUSE DISTRIBUTOR 
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FOR DETAILS TODAY! 


Change vinyl plastic colors for refrigerator top panels. 
It lets you show all 50 combinations that these colors 
make possible. No big color appliance inventory! No 
big tie-up of floor space! 


SELLING PACKAGE THAT INCLUDES ALL THESE SALES-MAKING HELPS 


! i 


& 





Full Line Folders with color 
illustrations of the entire 1956 
Westinghouse major appli- 
ance line. 


Color Selling Guide contains 
valuable tips on how to sell 
white with color and color 
with color. 


you CAN BE SURE...iF iTs 


Westinghouse 


The smartest line 


in the business! 





Versatile Sell-A-Prompter 
Set. It's a salesman’s pocket 
reference on all Westinghouse 
refrigerators. 
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REPLAGEMENT 
GLASS PROBLEM ! 


Brand new Cory “Perc” plan gives dealer ‘2% replacement bowl 
plus TWO 25¢ safety grids free with every 3 “Percs” purchased! 



















Now—every time you buy 3 fast-selling Cory Glass “Percs”’ 
(Model DGP) you automatically get one replacement bowl and 
two safety grids free! You can sell the extra bowl and grids to + 
make your plus profits! You can give the bowl away as an im- 
mediate replacement and solve questionable breakage com- 
plaints and gain good will and future sales! And, you can give 
the grids away, too, as a good will gesture! Any way you handle 
it, you profit! 

This new Cory selling program is tailor-made to every dealer's 
need. It gives you the finest glass percolator on the market, plus 
the replacement bowls you need and other bonus goods FREE! 
Never before have you had an opportunity like this to benefit 
on any coffee maker! 


ORDER CORY'S DEALER BONUS “PERC” PACK NOW 


' 
4 CORY CORPORATION, 221 N. LaSalle Street, Chicago 1, !MMinois 


| PLEASE SHIP ME quantity of Cory No, 1921 Perc Deals . . . (Each Deal Includes 
: wag Bre saad dealer cost plus | FREE $2.95 Replacement Bow! and 2 FREE 25¢ 
atety rids) 





DEALER 


ADDRESS ponmiantinnenitinnmesensemeiinmeite . 
(please print) 


city 








ee OT, OU eee 
SHIP THROUGH my reguler distributor. 















Two 25¢ VALUE << 

SAFETY GRIDS FREE Distributor oddress__. — 
Oe State_ 

CORY CORPORATION 








bee weee eee eee eeeeeenseses 





Petree ee eee eSeeee one === 


(author: zed deoler signature) 


221 WN. Le Salle St., Chicago 1, illinois 
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‘GORY SOLVES 











Business Quick-Check icon =| ee veeean 


SALES, factory, appl.-radio-TV index (1947-49 = 100) 178 196 181 21.5% UP 

































DEBT consumers owe to appl.-radio-TV dirs. ($millions) 288 | 297 291 1.0% SMALLER 
_ a FAILURES of appl.-radio-TV dealers “« <* 34 10.8% FEWER 
RETAIL SALES total ($billions) 15.7 15.8 14.9 5.4% UP 
DEPT. STORE sales index (1947-'49 = 100) 119 124 112 5.2% UP 
DISPOSABLE INCOME annual rate ($billions) 276.6 271.7 257.8 5.6% UP 
LIVING COST index (1947-'49 = 100) 114.6 114,7 114.3 0.3% UP 
SAVINGS of consumers, annual rate ($billions) 19.4 16.0 16.8 8.1% DOWN 
HOUSING starts (thousands) 74.0 75.0 88.0 15.9% DOWN 
AUTO output (thousands) 554.7 611.2 675.8 12.6% DOWN 


UNEMPLOYMENT (thousands) 2,914 2,885 3,383 13.8% BETTER 
< ET MRE Be ET BENE tare Ce ARE oo a 


ee 
aes 





(Sources, in order: FRB, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, Dept. of Com- 


merce, Bur, Labor Statistics, Council Econ, Advisors, BLS, Ward's Auto Reports, Census 
R E N D - 















































here will be continued pressure for easier credit terms in the “the majority of farmers are not as badly off as the figures seem to 
months ahead. indicate.” What's more, this group is “an inviting market for the 
It happens any time sales begin to get sticky. Right now auto appliance dealer.” 

# sales are lagging and competition is fierce in other consumer goods The article shows that per capita income has not dipped as much 
lines. In similar situations in years past a liberalization of terms has as figures on net farm income would indicate. It also points out 
acted to hypo sales. that regional variations must be considered. In addition, the over 

But today a number of factors are working against such a move. all financial position of the farmer is relatively good. The difficulties 
For one thing, the Federal Reserve Board has adopted a tight credit being experienced by the group of 1.5 million farmers at the bottom 
policy aimed at holding down consumer loans. ‘Then too, many of the income scale tends to distort the over-all picture 
lending institutions are reluctant to take the risk of easier terms The obvious conclusion for an appliance dealer: don't write-off 
than now prevail. the farm market without a second look at the situation as it exists 

Over-generous terms in prosperous times build up a danger for in your own market area. Low saturation rates make the farm market 
any future period when business slides. ‘I'hat’s why financial authori one well worth going after. 
ties would like to see banks and credit companies follow a policy of The distributor seems destined to become more important than 
some moderation in credit terms now, keeping in reserve the possi ever in the appliance radio- T'V industry 
bility of casing them if consumer income takes a temporary dip live years ago there was considerable talk of “doing away with the 
later. middleman.” But it has become clearer and clearer since that time 

Thus there’s a reluctance to ease terms right now. But some eas that the distributor's traditional functions must be performed at 
ing may be in store for the second half of the year if credit authori some stage in the marketing process, 
ties decide that business needs a lift. hus, even though ownership chances have occurred at the dis 





tributing level, and factory branches have replaced some independ 


ents, the fact remains that the basic functions of the distributor are 











» 
being maintained. 
Don’t be misled by all this talk about the farm problem. (There are, of course, some exceptions, Certain manufacturers 
It’s true that a major readjustment is taking place among farmers have for years successfully by-passed wholesale distributors. But they 
and that a number of individuals have been hurt. But, as the Mc continue to be the exceptions which prove the rule. Even those 
Graw-Hill Dept. of Economics points out on page 42 of this issue, 3 (Continued on page 6) 
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General Superintendent 


Says KLIXON Protectors 
Do a Good Job 


NASHVILLE, TENN.: Tennessee Electric Motor Service Company, 
one of the most modern and up-to-date motor repair shops, are 
boosters of Klixon Motor Protectors for motor protection, Mr. 


H. H. Nichols, General Superintendent, says: 


“We repair thousands of motors every year and we find that those 
that are equipped with Klixon Motor Protectors rarely burnout. 


This indicates to us that Klixon Protectors do a good job."’ 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with KLIXON 
Protectors. 





WRITE FOR THE NEW FREE INFORMATIVE BOOKLET, 
“THE STORY OF THE SPENCER DISC.” 
METALS & CONTROLS CORPORATION 


SPENCER THERMOSTAT DIVISION 
2504 FOREST STREET, ATTLEBORO, MASS. 





KLixoN 





TR EN DS continued 


manufacturers who do sell direct don’t argue that this pattern is 
right for the remainder of the industry. ) 
‘Today, it appears that the distributor's functions, instead of di- 


minishing, are actually multiplying. Take two recent developments: 








(1) Growing volume in the kitchen business has accentuated 





the role played by the distributor in developing such business. 











Manufacturers point out that getting into kitchens can be a vastly 
more complicated and expensive problem for the dealer if he doesn’t 
choose a good distributor who has the facilities and know-how for 
handling kitchen problems. 


(2) Much the same may eventually hold true in the residential 





air conditioning field. At least one manufacturer of year-round units 





wants to market his products through appliance dealers. The prob 
lem of arranging for installations is the big stumbling block to his 
plans. He’s counting on distributors, however, to help him out by 
arranging installation facilities for appliance dealers. It’s much the 
same approach dishwasher manufacturers took some years ago when 
appliance dealers complained that it was difficult to get a plumber 
to handle their installation work. The distributor stepped in and 


acted as a clearing-house for installation problems. End 


MANUFACTURERS’ SALES 





Jan. Jan. % 
1956 1955 Change 
(Units) (Units) 
DEHUMIDIFIERS 4,705 4,477 + 5.09 
DISHWASHERS. 31,574 19,064 +65.62 
DRYERS, CLOTHES, Electric 123,779 92,474 +33.85 
Gas 42,464 22,909 +85.36 
FOOD WASTE DISPOSERS 48,188 40,088 +20.21 
FREEZERS 51,017 56,672 - 9.98 
IRONERS.... 6,220 8,648 28.08 


RADIOS (Home, Clock and Portable) 558,976 494,309 +13.08 


RADIOS, Automobile 519,648 573,837 9.44 
RANGES, Standard 110,140 136663 -—19.41 
Built-in... 17,737 5,464 +224.62 
REFRIGERATORS.... 292,098 379,995 23.13 
Two-Door Models (included in 
“Refrigerator” figures) 55,062 41,609 +-32.33 
TELEVISION... 588,347 654,582 10.12 
VACUUM CLEANERS 302,203 248,941 +21.40 
WASHING MACHINES: 
Automatic & Semi-Automatic 295,064 272,997 + 8.08 
Wringer & Spinner. 97,396 84,357 +15.46 
WATER HEATERS, Storage 53,662 48 322 +11.05 


WASHERS, IRONERS, DRYERS — Membership of American Home Laundry Mis. Assn, VACUUM 
CLEANERS Industry Estimate by Vecuum Cleaner Mfrs, Assn., RADIO AND TELEVISION 
industry Production Estimate by Redio-Electronics-Television Mirs. Assn., All Others-NEMA 
Members, Not Industry. 
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in the biggest magazines— 
newspaper supplements. 
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PROMOTION PACKAGE 


Big promotion te help bring ‘em 
in—sell 'em in the store. Display 
material. Newspaper mats. Radio 
spots. Have yours yet? If not, 
call your Hoover mon now. 
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plus a special 
promotion deal on 
Model 63 


April. House cleaning. Hoover, Put ‘em all 
together and they spell a new opportunity for 
profit. 





April brings you Hoover's new Citation— 
the world’s finest cleaner...now with 
Hoover's exclusive double-stretch hose. 
Bright new Forecast Colors and an all-new 
fadeproof viny! jacket will help you sell the 
cleaner that beats, as it sweeps, as it cleans, 

And you get Hoover's DeLuxe 63... at a 
new low price that makes it an exceptional 
promotional cleaner—at $89.95. 

Either one will start your cash register sing- 
ing a happy tune. You with us? 


HOOVER. 


FINE APPLIANCES 
... around the house, around the world 


_ 
2 a 











Set up to build quick, extra 






The Chicago Tribune Rf} (} My 7 





IF you want to sell more room air conditioners 
in Chicago this Spring, here is your big oppor- 
tunity to get off to a fast, early start. 

Beginning Sunday, May 13, the Chicago 
Tribune will offer you a tailormade package 
powered to push consumer interest in your 
product to new heights. This market-wide 
promotion will carry the exciting story of 
modern room air conditioners to Chicago’s 
largest audience of major appliance prospects. 

It will be built on a plan tested last year 
and proved effective from every merchandis- 
ing angle. 

Reader reaction to the 1955 Tribune Room 
Air Conditioner promotion was the talk of the 
industry. A reader participation event run- 
ning through a four-week campaign attracted 
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CONDITIONER 





entries by the tens of thousands. 

Manufacturers, distributors and dealers 
alike praised the Tribune for an outstanding 
job of consumer education. Reports of in- 
creased store traffic, faster buying decisions 
and extra sales came in throughout the cam- 
paign: 

No other medium can equal the Tribune’s 
exceptional ability to move merchandise in 
the Chicago market. 


Chicane 


The World's 


Chicago New York City Detroit 

W. H. Hattendorf E. P. Struhsacker W. E. Bates 

1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg 
SUperior 7-0100 MUrray Hill 2-3033. WOodward 2-8422 


MEMBER: FIRST 3 MARKETS GROUP AND 
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AR 


volume and profits for you! 






PROMOTION! 


Starting Sunday, May 13 


That’s why in 1955 general advertisers of 
air conditioners placed in the Tribune 73.7% 
of their Chicago newspaper advertising funds. 

This massive sales power will be working 
for you under the best possible conditions 
beginning Sunday, May 13. Plan to take ad- 
vantage of it. Schedule your participation in 
the 1956 Tribune Room Air Conditioner pro- 
motion. Get the full details from your Tribune 
representative. 


Cribune 


Greatest Newspaper 


San Francisco los Angeles 
Fitzpatrick Associates Fitzpatrick Associates 
155 Montgomery St. 3460 Wilshire Bivd. 
GArfield 1-7946 DUnkirk 5-3557 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Percentage of expenditures of general 
advertisers of housing equipment & sup- 
plies and radio & television sets placed in 
each Chicago newspaper, year 1955 


TRIBUNE NEWS 
63.4% 17.3% 


SUN-TIMES AMERICAN 
11.3% 8.0% 


Because it sells more for them, general advertisers of housing equipment 
and supplies, radio and television sets place more advertising dollars 
in the Chicago Tribune than in all other Chicago newspapers combined. 
















HEADLINES LIKE THESE... 


LETTERS LIKE THESE... 
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First proof of the pudding! 


General Electric Housewares retailers, large 
and small, are already learning the benefits of 
stepped-up sales volume. 

Since January 3, when General Electric 
Housewares announced its new dynamic price 
structure, G-E Housewares have increased in 
retail sales all across the country. 


These increased sales and increased dollar 
profits are the logical result of the General 
Electric policy of producing and selling more 
and better housewares at lower cost 


Most Preferred Housewares... General! Elec- 
trie Housewares are preferred by your cus- 
tomers over all other brands. 
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Greatest Advertising Support... backed by the 
biggest and most effective campaigns in the 
industry — magazines, newspapers, television. 
Dynamic Pricing . . . improved products at 
new, low prices result in stepped-up consumer 
demand— you increase your volume and your 
dollar profits. 


Fair Trade. . . backed by a full-scale, vigorous 


Fair Trade campaign to protect your profits. 

This policy is making General Electric 
Housewares the easiest to sell in America 
today. Its soundness is being demonstrated in 
retail stores across the country. It will mean 
more dollars for you. 

General Electric Company, Housewares and 
Radio Receiver Division, Bridgeport 2, Conn. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


APRIL, 
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~ TRENDS 


By Robert W. Armstrong 9 


Seasonal slump hurts eastern dealers’ 
sales, but there is no general pattern 
. .. Inventories get a little heavy, but 
nothing holds down retail optimism 


4 ASTER time, as the saying goes, is the time 
for eggs. It’s not the time for any boom in 
the appliance business. Statistically and tradition- 
ally, according to this magazine’s seasonal sales 
charts (EM, Jan '56, p 88), TV, washers and 
dryers slow down a bit during the month of 
March; refrigerators, air conditioners and ranges 
are supposed to make some increases 


Business in the East was off during the last 
two weeks in February and the first two weeks in 
March, but it didn’t necessarily follow the tradi- 
tional pattern. For example, a Boston distributor 
says sales have been quite spotty and adds that 
it “seems almost a seasonal letdown, beginning 
ibout February 15 and extending until Faster,” 
but he finds that T'V, refrigerators and ranges 
have been moving spasmodically while laundry 
has been much steadier. 

A Boston dealer also reported sales contrary to 
the pattern. For him TV (which was supposed 
to decline) was good and refrigerators (ordinarily 
on the upgrade in March) were just about hold 
ing their own. 

Ranges, which historically make a sharp upward 
swing in March, were turning in a poor perform- 
ance in some sections of the Fast 

For example, a Philadelphia wholesaler who 
found that March sales of refrigerators were up 
1 bit, freezers and laundry equipment off, said 
that range sales were ‘way off.” A Buffalo 
merchant with one of the best reports of the 
month—an overall gain from February with 
washers and dryers active and_ refrigeration 
moving up a little—says that ranges are only 


SO 


TV’s health varies with the locality. In Wash 
ington, for example, a firm which reports business 
off around 25 percent says that while there is 
it least a little life in refrigerators and ranges 
I'V has dropped dead. But up in Buffalo dealers 
vere happy that television was holding up so 


One Buffalo firm said, “Television still is selling 
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REGION BY REGION 


well and refrigeration is picking up.” It’s just 
possible, of course, that one of the reasons was 
a smart, seasonal promotion in which the store 
offered a $50 clothing certificate (good at a 
local department store) with every major appli 
ance purchase, Another Buffalo dealer said, “IV 
is holding up well, especially on low-priced table 
models.” A third was even more optimistic. Not 
only was TV holding up but he said, “We expect 
TV action until the end of May.” 

Even a Boston firm which reported “a definite 
slackoff during the past month” said that “there 
is enough business to keep going with better sales 
in popular priced TV sets and records which 
attract younger crowd.” This company, inciden- 
tally, specializes in electronic merchandise and 
plans a promotion on hi-fi that may reveal a 
new buying trend. It’s simply this: hi-fi for 
graduation presents. 

Up to the end of February, at least, a Phila 
delphia wholesaler with a reputation for pushing 
color T'V was still selling some—about one-twelfth 
of his unit volume—and a “spring trade-in” 
promotion wa#® helping: dealers move black and 
white sets. 


Inventories seem to be worrying some eastern 
retailers for the first time in many months. 
A Washington distributor believes that an in- 
ventory situation was created when dealers 
stocked up heavily in anticipation of a higher 
level of sales that didn’t materialize—so retailers 
find themselves overstocked on some items they 
don’t need and undersupplied with cash to buy 
items they do. At least one Washington firm has 
been advertising heavily in order to move enough 
merchandise to get some cash and a Washington 
department store finds itself with big inventories 
because they've been buying larger quantities 
in order to get better discounts. 

A Philadelphia distributor says both his own 
and dealer inventories are heavy as a result of a 
late January and early February slump. However, 
he expects a remedial pickup in late March and 


early April 


Air conditioners are already in the public eye 
and dealers are making the usual optimistic 
comments with the usual ifs about the weather 
One Philadelphia merchant has already sold as 
many as 18 units in a week and claims that sales 
have been good since February. But he and 
several other dealers are wary of price footballing 

That's not the only gripe dealers have. One 
merchant complained loudly about a widely ad 
vertised TV manufacturer's offer of a $100 trade 
in allowance. ‘This dealer says he’s never offered 
more than $40 or $50 on a trade and that “the 
$100 offer gave us a black eye with some long 
time customers who wanted to know why thes 
didn’t get the $100 trade.” 

Another dealer complaint, reported by a di 
tributor, concerns confusion over no-list prices 
“When there was a list price,” said the whole 
sale, “‘it gave dealers a chance to vie for each 
other's business with substantial trade-in dis- 
counts, etc. Now they have to shop the competi 
tion to see who 1s charging what.” 
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That may bother some retailers, but there's 
one in New York's plush Westchester County 
who's taking advantage of the no-list trend 
Every major in his store bears a sale tag marked 
with two prices, the supposed list and his selling 
price, He's been doing it for weeks and. finds 
that it completely eliminates haggling over trade 
ins and even reduces the bargaining necessary 
to make a sale, 

Despite dealer complaints and the February 
March slide in volume, retailers are still optimistic 
about spring business, For example, a Massachu 
setts dealer says that he’s now getting a few 
more credit rejections than usual, Te adds that 
“a little warm weather should make everybody 
feel more expansive.” As far as he's concerned, 
a slowdown in automobile sales will help his 
appliance business over the year, And in Wash 
ington dealers add politics to business with the 
comment, “Business will pick up and stay high 
during the coming campaign.” 





By Jack Lane 


First quarter volume is high, but profits 
don’t keep pace .. . TV slumps worst 
.. . Refrigerators and ranges decline. 


“IRST quarter sales in the Midwest have been 
disappointing. Although volume, in most 
cases, was up, profits rose only op oon from 

the same period last year. Reason, say distributors 
and dealers alike, is that higher volumes are 
needed to offset falling price margins. 

Taken item-by-item the picture isn’t any 
brighter. Air conditioners appear to have saved 
the day in many cases, Distributors report that 
dealers now carry substantially higher inventories 
than last year—apparently betting on a_ hot 
summer. Dealers say they've started merchandis 
ing and selling room coolers earlier this year with 
pretty good results, But profits are discouraging 


Television sales have been the hardest hit. 
In the vernacular, they're “shot to hell”. Sales 
are off and dealers accept far less profit in order 
to move any sets at all. Distributors admit they’ re 
offering spiffs out of their own funds plus all 
sorts of incentives made available by manufac 
turers. It's hard to tell if color T'V is responsible 
for falling sales of black and white receivers 

(Continued on page 13) 
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TRENDS ReécIoN BY 


Certainly, color sets are selling a little better than 
they were only a few months ago. Part of this 
is definitely to the credit of dealers. It’s still 
true that the dealer who merchandises color is 
rare but he’s increasing in numbers slowly. 
Perhaps the best success has been shown by 
Chicago dealers who've concentrated on the 
wealthy North Shore area and other suburban 
sections. ‘That “cream” market we've heard so 


much about will buy color TV if it’s sold hard 
by astute salesmen 


I'reezer sales have been good, refrigerator sales 
bad. ‘The better food-freezer plan operators claim 
they've got all the business they can handle. 
Those freeze-food plans in department stores 
have done exceptionally well. A Chicago store 
says it would do still more business if it had 
trained men to sell plans and a store in Indian 
apolis says it’s “constantly on the alert” for men 
to train in selling food-freezer plans. 

In Overbrook, Kansas, an alert dealer placed 
i display ad in his local newspaper offering $17.50 
for a hog taken in trade on a new freezer. ‘This 
is higher than the going rate for hogs in his 
area and he got lots of takers. He also sold 
some freezers through the ad without taking 
in anv hogs 

One big Chicago dealer says the appliance 
market today is a “middle aged” market because 
of the volume of sales lost to young people (in 
their twenties and thirties) because they're over- 
loaded with credit payments. His promotions 
and merchandising efforts now are directed to 
ittract people in the older groups who are less 
burdened with notes, mortgages, babies and the 


like 


Laundry equipment, most everywhere, leads 
the sales parade. ‘Ihe automatic washer and 
dryer—particularly the dryer—account for rising 
sales and profits all through this territory. Kansas 
City Power & Light Co. reports encouraging 
results from its dryer sales campaign that started 
in January, Other dryer promotions conducted by 
utilities or by aggressive dealers are going equally 
well. Minnesota Power & Light Co., while 
reporting no particular promotion, says dryer 
sales in its area are up some 11 per cent over the 
same period last year. 

Kansas Gas & Electric Co. reports television 
sales down and recommends to dealers that they 
push second set sales and (perhaps, they say) 
color TV. They show a gain in freezer sales of 
about 19 percent but sav this isn’t nearly what 
the market potential holds. Advice to dealers: 
Talk more about features of the new equipment 
and the advantages of freezer living, less about 
low prices. This, thinks the utility, is pretty 
generally a fault among dealers in its territory. 


Electric range sales flopped. Just why, no one 
really knows, although everybody in the business 
has some idea. Some say promotions and mer- 
chandising fell down on the job and point to 
successful dealers who punched hard on range 
promotions Milwaukee, for example, offers 
several success stories of dealers who had good 
luck with range sales. They are the ones that 
merchandised heavily, displayed better than ever 
and, as vou might have guessed, sold at “new 
low prices.” 


Second quarter sales will be critical in terms 
of what we may expect for the rest of the year, 
according to dealers, utilities and distributors. 
Most agree that we may “run into trouble” late 
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in the year if sales in the late spring-early sum 
mer don’t hold up. They forecast harder selling, 
more promotions and lower profit margins if the 
market is to hold up in the second half of the 
year. One big retailer thinks this year may “get 
rid of the weak sisters.” These he defines as 
dealers who don’t actively merchandise and 
promote; who stay in the business now by 
depending on their limit in credit to keep goods 
on their sales floors. 





. . .» IN THE SOUTH, the column 
which normally appears in this space, 
has been suspended temporarily be- 
cause of the sudden death of ELEC- 
TRICAL MERCHANDISING’s south- 
ern editor, Amasa B. Windham. For 
an obituary of Mr. Windham please 
turn to page 220. 





...in the 
SOUTH- 
WEST 


By Fred A. Greene 





Windy weather lends hand to boost 
washer, dryer sales . . . Business gen- 
erally steady but mixed . . . Credit 
problems get worse 


INDY weather, dust storms and promo- 

tional efforts combined forces in late 
Kebruary and early March to help boom sales 
of washers and dryers. 


Business, generally, throughout the Southwest 
was steady, though a few dealers and distributors 
reported slight declines, 

After five or six years of experiencing dust 
storms, Southwesterners are beginning to believe 
in the electric washer and dryer. Electric utilities 
are taking advantage of this change in thinking 
and are promoting them in a big way. 

With Southwest weather in most sections 
normally mild, housewives had been hesitant 
to dry indoors. But the extended drought ha: 
meant that the slightest wind stirs up dust—not 
exactly creating an outdoor drying condition 


Now that washers and dryers are taking hold, 
more and more dealers are pushing them. ‘The 
success is evident as a result of a survey which 
shows that in the past month, most dealers’ 
best selling items were washers and dryers. 


Although most dealers reported February and 
early March sales ahead of January, the com- 
parison with the 1955 i is not favorable. 
One distributor said February 1956 was off 55 






percent from the same period a year ago Lhe 
firm, located in deep south Texas, believes busi 
ness is holding back for some unexplained 
Factors are present, the distributor 
official remarked, for good business, but the 
market seems to be marking time 

\ dealer over in an east ‘Texas industrial and 
oil processing center experienced an increase over 
February of 1955. He attributes this to the fact 
that wages are up and factory and construction 
activity are booming. But, he notes sadly, busi- 
ness should be even better. He fears that the 
auto industry is getting a large share of the 
pendable dollar—more than it should 

A Dallas distributor, whose business showed 
a slight improvement over January and who is 
only 4 percent behind 1955 figures, said that 
business has not shown since October of last 
year the strength it experienced in the preceding 
months. However, sales in recent weeks, he 
added, have firmed up a bit, While not entirely 
satisfied with sales in all lines, greatest disappoint 
ments have been experienced in television and 


reason, 


air conditioners. 

But all is not forlorn. A good many dealers 
and distributors are of the opinion that business 
is generally good and holding up to expectations. 
One distributor added that steady growth de 
pends on being very competitive, Another even 
believes, on the basis of his 1956 record so far, 
that this year will exceed 1955 in sales 


It is evident, however, that nobody is happy 
about profit. ‘The very fact that they underline 
the competitive nature of business makes this 
obvious. Competition in the Southwest has 
grown by leaps and bounds and the consumer 
has become more price conscious as a result. 
Newspaper advertising and the stress on prices 
and discounts shows this clearly. Talks with 
individual dealers underline it. 


Oklahoma sales reports are mixed, A_ large 
Oklahoma City distributor said his February 
volume was 21 percent below January and 29 
percent under February 1955, Laundry equip 
ment in particular and white goods in general 
have sold well. However, his big decline is 
traced in part to a bad drop in television, The 
firm is reconciled to a 15 to 20 percent lower 
volume this year on television sales, Still, the 
firm is looking for a substantial though com 
petitive year—if air conditioning sales are good 

While observing that February volume de- 
clined from January, a ‘Tulsa distributor reports 
that 1956 figures are better than Vebruary a 
year ago. Air conditioners paced his sales, thanks 
to a pre-season deal for dealers. Business is going 
along at a “good rate’ for the firm though 
freezers and dryers are dull, Dryer sales have been 
affected by gas dryer competition 


Laundry equipment and television paced the 
New Mexico market. l’cbruary sales for the most 
part were below January, though one firm re 
ported a 15 per cent increase in Albuquerque 
In the same city, the comparison with February 
a year ago shows sales pretty much the same and 
about as expected, 


Electric housewares are taking a beating price- 
wise and many dealers and distributors are 
dropping their lines. A Fort Worth distributor 
who used to sell a good volume no longer handles 
electrics because of what he termed “cut-throat 
competition.” Two Dallas dealers also dropped 

(Continued on page 16) 
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in your window! 


Millions of Tide boxes will invite women 


to visit stores displaying this banner! 


Here’s why Tide’s Mystery Mrs. Contest 














CONTEST PRIZES Mail this coupon to Tide, P.O. Box 599, Cincinnati 1, Ohio 

Each contestant must identify the Mystery Mrs. and complete a sen- 

tence on the entry blank contained in the Tide box. (Complete contest Please send me a free Mystery Mrs. Contest Kit 

rules in the package.) Winning contestants receive the following prizes: 

- , ai ; Name. nae jnviniatitsiinindasabesiiie = 
Seb Pelee «éisdwae $10,000 in cash plus an’ 150 additional prizes of automatic washers 
automatic washer of the winner’s choice. of each winner's choice. ERR SE 
2nd Prize...... $5,000 in cash plus an Bonus Prizes .. . deluxe automatic dryers 
automatic washer of the winner’s choice. wit] be awarded to each of the 153 winners Addrese 
eee $2,500 in cash plus an whose winning entry blank is endorsed by C; : 
automatic washer of the winner’s choice. her automatic washer dealer. “ity Zone 
State 


will build traffic and sales in your store! 


1. Millions of entry blanks in Tide boxes will invite women to visit their local 
appliance dealers . . . to get help in identifying the Mystery Mrs. and to win bonus 
prizes (deluxe automatic dryers) if their winning entries carry dealers’ endorsements. 


2. Tide advertising, reaching 80% of U.S. homes ten times a month, will also 
invite women to enter the Contest. Millions will see her silhouette on Tide’s 
top-rated TV shows and hear her give clues on Tide’s popular radio programs. 


3. Free contest-display kits will point out your store as the place to get all- 
important clues plus entry-blank endorsements that mean big bonus prizes. 


4, It’s a “proven-effective” contest! Last year, over 400,000 prospects visited 
appliance stores as a result of Tide’s Automatic Washer Contest . . . and the bonus 
prize was only $100 compared to this year’s bonus of a deluxe automatic dryer! 


Manufacturers and distributors 


help you cash in on Tide’s Mystery Mrs. 


There’s a free Mystery Mrs. Contest Display Kit waiting for you right now! Contact 
your distributor or manufacturer, or send in the coupon below. Get all of the follow- 
ing materials to help you get all of the potential sales: 


clue record of the Mystery Mrs. voice . . . gives clues to her identity . . . explains 
how contest works, its prize structure . . . invites contestants (your prospects) to 


see demonstrations of automatics they wish to win. 
big banner sign (shown at left) identifies you as local head- 


quarters for extra clues, plus entry-blank endorsements, to help Rey 
contestants win bonus prizes. Cite EMBep 
clue cards give additional hints as to the identity of the Mystery in , 


Mrs. and may be given to contestants to take home and study. 


proofs of advertising mats you can use to tie in with Tide’s 
Mystery Mrs. Contest in your own local newspaper ads. 
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by the wayside and others ar inrying the item 
but doing nothing to sell them—too much troubl 
for too litth profit. An east Texas dealer observed 
that two grocery chains and a local jewelr 
concern have nearly forced him out 

The situation is pretty much identical in 
Oklahoma and New Mexico, though a General 
Electric distributor in one of the larger Sooner 
State cities replied to a questionnaire that hi 
sales of clectrics are going along well and at ; 
normal profit 


An old bugaboo—credit—appears to be coming 
back to haunt many concerns at both the dealer 
and distributor levels. ‘There are indications that 
delinquen es are mereasing but the situation i: 
not confined to any one area. The reports ar 
Southwest-wide 

A south ‘Vexas distributor says collections ar 
still rough and delinquencies high. Another say 
he Ss more caretul in extending credit In WW Ico 
a dealer reports a larger percentage of his credit 
applications are bad and collections slow. In 
tne a chain store group sa\ repossession 
are higher than normal. A Dallas dealer observed 
that rejections on credit are up 20 per cent 
while in Fort Worth, payments to a distributor 
are slow but improving 


Oklahoma is fairly normal. One firm is ap 
prehensive, but nothing like a major change i 
noted. In Roswell, New Mexico, February collec 
tions improved over January, while in Albuquer 
que, one firm said his were getting slower 


...in the 
GREAT 
LAKES 


By William A, Troy 


Market takes a breather . . . Sales slow 
down but underlying tone is still strong 
... TV takes worst slide 


EALERS in the Great Lakes region found 
little to cheer about in the last half of 
February and the early part of March. On the 
other hand, no one seems ready to throw up his 
hands over 1956 spring prospects 
Sales volume over the previous 30 day period 
shows little substantial increase or decrease, with 
most dealers reporting sales “even” or “off a few 
percentage points 
Perhaps more pointed in this rather gray 
marketing period is the report that most dealer 
are finding no measurable increases in their sak 
from the year-ago period. And one dealer in 
Huntington, W. Va., says his year-to-year com 
arison for the last weeks in February and the 
Est part of March is down around 10% in 1956 


“We're in the middle of a very quict market,” 
says one Cleveland dealer, “and yet by the 
intensity of ads and promotions you can tell that 
the underlying market is strong. Our early March 
sales haven't moved much over February. But 


REGION 


we think things will be humming along by April.” 

It's easy to blame slow business on the 
weather,” says one Akron dealer,” and to some 
extent it’s true. But I’m inclined to think that 
the stampede which some manufacturers saw for 
their new lines just isn’t going to come off. ‘Too 
many people are becoming ‘complete-kitchen 
conscious.’ In the long run, that means plenty 
of business. But for the present, it means buyers 
will keep their money out of the market for 
individual appliances until they can plan and 
pay for the whole works.” 

Another dealer in the Detroit area says he 
is getting plenty of traffic through his store, but 
relatively few sales Ihe intent is there,” he 
" but the money isn’t.” He's referring, of 
course, to the recent cutbacks in automotive 
production and resultant loss of overtime pay 
But im the same breath this dealer says the 
situation is ‘‘very temporary,”’ that sales may well 
5 levels by the middle of April 


when the spring push begins 


be up above | 


I'V sales have had a bad late winter. Onc 
dealer, asked what moved best in television over 
the past 50 days, said: “What moved in television 

period!”” Among more cheerful TV dealers, 21 
inch sets are still by all odds the best sellers. but 
portable “second-sets” for bedroom, playroom or 
kitchen are coming up fast. “Very few” 24-inch 
ets are being sold, One dealer says that one per 
cent of his total sales on ‘TV to date have been 
24-inch models. A Columbus man lays the blame 
on the manufacturers: “21-inch ‘TV is out front all 
by itself. 24-inch could be sold, but there aren’t 
enough models. We think one third of out 
television sales could be on 24-inch. Right now, 
they hardly figure in our sales plans.” 


No one, but no one, is reporting any move- 
ment in color TV. The stock reasons run “too 
much money,” “too small margin,” “too few 
programs,” “too little selling experience.” Some 
dealers feel that price would not be a deterrent 
factor if more promotional push was put behind 
color ‘TV on the manufacturer and distributor 
level 

While independent dealers haven’t yet felt 
the impact of color ‘TV, large department stores 
are getting substantial interest, if few sales. One 
department store buyer says that “inquiries 
about color TV are up 500% from a few months 
igo.” He reports that most of his prospects are 
on a higher income level, aren’t fussing about 
price so long as they feel that the set will give 
good reception and color programming will be 
adequate 

A Pittsburgh man, who says he has sold one 
color set since they came out, views it as “‘still 
He thinks the only way to break 
the color barrier is to make extremely close deals 
with little or no profit to the dealer to get a 
few sets established in each neighborhood 

Then,” he says, “that competitive, keep-up 
with-the-Joneses attitude, which really broke the 
line on black-and-white will do the same for 
color.” Once this line is penetrated, he believes, 
the manufacturers will be able to cut prices and 
swell the volume further. 


a curiosity.” 


Big movers in white goods are about evenly 
split between washers and dryers and refrigerators 
and ranges. Most dealers report that dryers 
moved at slower pace this winter than they did 
last winter, but refrigerators are taking up the 
slack. The sales emphasis is definitely on larger 
units—11 cubic feet and over, with big freezer 


ompartments, preferably on the bottom. Color, 
or course, is spurring interest, but color, several 
dealers have found, generates more “complete 
kitchen” interest than it does in the individual 
unit. Apartment sized refrigerators and ranges 
ire selling very slowly. 


...in the 
FAR 
WEST 


By Howard J. Emerson 


Spring looks bright, but sales are off 
in Northwest and refrigerators slump 


in Southern California . Dealers 


growl about mat service 


GOOD spring season is predicted for appli 

ance-I'V dealers in most sections of the 
Far West. The area seems to have held up some 
what better than the rest of the country during 
the first quarter, and where business has been 
down most industry leaders feel that it is a 
case of delayed-orders that will show up in spring 

While volume of appliance-TV dealers in 
Southern California got off to a good start in 
January and February, troubles began to brew 
in early March. With dealer inventories at an 
annual minimum, distributors began to hit hard 
to get the business that would restock the dealers 
after the March 5 inventory tax. Deal has fol- 
lowed deal, until the average dealer doesn’t know 
what to expect when the next salesman comes in 
the door—so he asks for an extra 5 and a promo 
tional allowance before he hears the salesman’s 
price. Taking the beating are the independent 
distributors. Factory branches are hitting so hard 
that their deals remind one of the Cortlandt 
Street merchant who lost money on every sale 
but made his profit in volume. One large in- 
dependent says that this year he has to move 
two units to make the profit he made on one 
unit in March ’55. 

In Southern California—laundry equipment 1is 
holding up better than other appliances—refriger- 
ation is down from March 1955 in spite of hopes 
that this area could pull out of the doldrums of 
several years and get up to a level with refriger 
ation business elsewhere in the nation—air con 
ditioning is getting underway as expected, with 
the best pre-season activity of any year so far, 
but not without problems—there have been both 
the dumping of 1955 models and free flooring 
of 1956 models so far, and when this comes 
can consignment be far away? 


Business for appliance-T'V dealers in the North- 
west was definitely down during March—about 
20 percent according to most dealers there. How- 
ever, except for paying current bills, no one is 
too worried. One of the most severe winters in 
history gripped the big market areas of Seattle, 
Portland, Tacoma, etc., with a much more serious 

(Continued on page 31) 
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aa : | = 2 Roll-Out Baskets give extra convenience in 

a upright freezers. They roll out easily on nylon 
bearings. Each basket holds 58 pounds in Model 
YV-15 and 74 pounds in Model YV-19. 


Convenient Baskets in chest-type freezers 
make food easy to find, especially smaller pack- 
ages. Each wire basket holds 17 pounds of food 


and is easy to lift and move around. 





chest and upright FREEZERS 


give you the features that make selling 
easier. . . more profitable! 


The new freezer that “seals-in” 
the delicious flavor of all foods! 


Now .. . Whirlpool-Seeger, famous for quality products, brings 
you a line of RCA WHIRLPOOL freezers that combine top per- 
formance features with smart styling to give lasting satisfaction 
and beauty. Each freezer, chest or upright, does exactly what 
your customer wants it to do... . protects and keeps the delicious 
flavor of stored frozen food. 


There are no wide up-and-down temperature variations to 
endanger the flavor, goodness and color of stored foods. The 
food temperature is pre-set at the factory and does not vary 
more than 2 degrees. There are no dials to fuss with . . . food 
temperature stays constant automatically. 


And, the reasons an RCA WHIRLPOOL can hold food temperature \ ; 
constant, and do it so efficiently, are three-fold . . . scientifically- 

spaced freezing coils; high-density type of glass fiber insulation; 

and sturdy tite-seal door. 

: Freezing Coils in chest-type freezers are scientifi- 
cally spaced around all 7 inside surfaces. Thus, all 
surfaces fast-freeze. In upright models, coils are 
spaced on 4 fast-freezing surfaces including 3 large 
shelves. Constant cold is all over... top to bottom, 
front to back, and side to side. 




















Glass Fiber Insulation is of the laminated, high- 
density type in both chest and upright freezers. It 
is the most efficient kind of insulation to keep cold 
in and heat out even though outside temperatures 
surrounding the RCA WHIRLPOOL freezer vary as 
much as 80°F. 

Tite-Seal Door, when closed on both chest and up- 
right freezers, compresses a multi-ribbed, super-size 
gasket to form an airtight seal. Smartly-designed 
stirrup handle opens door at a finger-tip touch. Built- 
in lock safeguards contents of freezer when desired. 





chest and upright FREEZERS 


give you the features that make selling 
easier. . . more profitable! 


The new freezer that “seals-in” 
the delicious flavor of all foods! 





ee reer 
Now ... Whirlpool-Seeger, famous for quality products, brings 
you a line of RCA WHIRLPOOL freezers that combine top per- 
formance features with smart styling to give lasting satisfaction 
and beauty. Each freezer, chest or upright, does exactly what 
your customer wants it to do .. . protects and keeps the delicious 
flavor of stored frozen food. 





There are no wide up-and-down temperature variations to 
endanger the flavor, goodness and color of stored foods. The 
food temperature is pre-set at the factory and does not vary 
more than 2 degrees. There are no dials to fuss with . . . food 
temperature stays constant automatically. 


And, the reasons an RCA WHIRLPOOL can hold food temperature 
constant, and do it so efficiently, are three-fold . . . scientifically- 
spaced freezing coils; high-density type of glass fiber insulation; 
and sturdy tite-seal door. ’ 

Freezing Coils in chest-type freezers are scientifi- 
cally spaced around all 7 inside surfaces. Thus, all 
surfaces fast-freeze. In upright models, coils are 
spaced on 4 fast-freezing surfaces including 3 large 
shelves. Constant cold is all over . . . top to bottom, 
front to back, and side to side. 





Glass Fiber Insulation is of the laminated, high- 
density type in both chest and upright freezers. It 
is the most efficient kind of insulation to keep cold 
in and heat out even though outside temperatures 
surrounding the RCA WHIRLPOOL freezer vary as 
much as 80°F. 








Tite-Seal Door, when closed on both chest and up- 
right freezers, compresses a multi-ribbed, super-size 
gasket to form an airtight seal. Smartly-designed 
stirrup handle opens door at a finger-tip touch. Built- 
in lock safeguards contents of freezer when desired. 





NEW RCA WHIRLPOOL 


give you the features that make 
selling easier. . . more profitable! 




















Slow Speed action for safely washing, rinsing and spin Normal Speed action, entirely separate and independent, 
drying sheerest of synthetics is 44 slower than normal is for gently washing grimiest blue jeans and all regular 
. speed. Washing time is selective from 1 to 4 minutes. fabrics. Washing time is selective from 1 to 14 minutes. 
ll 
" 2 DIFFERENT AGITATOR SPEEDS, 2 ADJUSTABLE TIME CYCLES 
e 
; to wash all sheer and regular fabrics automatically! 
The greatest sales feature in automatic washing is yours fabrics and synthetics are washed gently and safely with 
with an RCA WHIRLPOOL. With the 2 different agitator the exclusive Delicate Fabric cycle. Now, all the dainty 
speeds and 2 adjustable time cycles, you can give a woman things she washes by hand can be washed automatically 
complete freedom from washing . . . and that’s what she in an RCA WHIRLPOOL, It’s a powerful sales-clincher because 
wants. Yes, you can demonstrate how nylons, sheerest of it satisfies a powerful ‘‘want.”’ Use it to sell and make more. 





Pm 
Oo Fas 
_ 
== - 
Suds-Miser® saves money every washday! It’s exclu- Seven Rinses, 6 pressure-spray rinses plus agitated 
sive, built-in and fully automatic. After first load, deep rinse, give the most thorough rinsing known yet 
Suds-Miser automatically pumps hot sudsy water into less water is used than with ordinary washers. No other 
a tub for storage. Then, for next load, the hot sudsy rinsing method is better. And, rinsing often is the dif- 
water is pumped, back automatically for re-use. It cuts ference between partially-clean and truly-clean clothes. 


soap and hot water costs more than half. 
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CHEST-TYPE FREEZERS 


Here are the freezers that provide extra “up-at-top,” 
easy-to-reach storage area plus extra, usable counter space 
at normal height. Each of these three RCA WHIRLPOOL 
freezers fast-freeze on all 7 inside surfaces. Then, there’s 
an extra-convenient fast-freeze compartment for proc- 


essing foods. And, in an RCA WHIRLPOOL, temperature 
automatically stays at the proper level to protect stored 
foods. It is zero-cold all over from top to bottom, front 
to back, and side to side. Additional features include: 
removable wire baskets and dividers; sturdy X-girder 
counter-balanced door; key-lock handle; copper and spice 
finish; and many others. 
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2 Package Dispensers, each one holds 24 
food packages on Model Y V-15 and 32 packages 
in the Model YV-19. When one frozen food 
package is removed, another drops into its place. 


Juice Can Dispenser conveniently serves one 


van of juice at a time . . . take one and another 
drops into its place. Dispenser holds 12 cans in 
Model YV-15 and 20 cans in Model YV-19. 
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UPRIGHT-TYPE FREEZERS 


For your customers who want a large-capacity freezer but have limited 
floor space available, one of these two RCA WHIRLPOOL upright models is 
just the answer. Each of these beautiful freezers has 4 fast-freezing surfaces 
including 3 large open, grid-type shelves for better air circulation (each 
fast-freeze surface has 8 rows of coils); 2 full-width roll-out baskets; 
convenient Super Storage Door with roomy juice can dispenser, 2 large 
dispensers for packages, plus an extra odd-package shelf; exclusive mois- 
ture disposal with “‘self-winding’’ tube for convenient removal of defrost 
water; beautiful copper and spice finish; and many more features. 


*¢ Dry Cabinet Construction: Moisture never forms on door and 








Model YV-19 is 19 cu. ft. and stores 
665 Ibs. of food. It combines the ad- 
vantages of big capacity with small 
floor space requirements. 


Model YV-15 is a 15 cu. ft. freezer 
and holds 518 Ibs. of frozen food yet 
occupies a floor area of less than 30 
square inches. 


5-YEAR WARRANTY 


Jach RCA WHIRLPOOL freezer carries 
a 5-year warranty on hermetically- 
sealed refrigerating system. 


FOOD SPOILAGE 
WARRANTY 


Here’s another extra sales feature 
for you. Each RCA WHIRLPOOL 
freezer carries a free 3-year food 
spoilage warranty with coverage 
up to $200.00. 


* Automatic Control: Temperature pre-set at factory to main- 


cabinet. Sweating, dripping outside walls are eliminated. tain zero-cold throughout for greater protection of food 


° Vapor-Sealed Cabinet: One-piece, welded, Bonderite proc- and flavor. 


essed steel with two coats of baked Dulux enamel for lasting * Safety Signal Light: Soft, steady glow in RCA WHIRLPOOL 


beauty and durability. 


emblem on front indicates freezer is operating properly. 


* Interior Light: Built-in, the light turns on automatically when * Quiet, Fanless Operation: Eliminates noise and vibration... 


the door is opened. 


gives silent, dependable, economical operation year after year. 





chest and upright FREEZERS 


give you the features that make selling 


easier. . . more profitable’ 


The new freezer that "seals-in” 
the delicious flavor of all foods! 


Now ... Whirlpool-Seeger, famous for quality products, brings 
you a line of RCA WHIRLPOOL freezers that combine top per- 
formance features with smart styling to give lasting satisfaction 
and beauty. Each freezer, chest or upright, does exactly what 
your customer wants it to do... protects and keeps the delicious 
flavor of stored frozen food. 


There are no wide up-and-down temperature variations to 
endanger the flavor, goodness and color of stored foods. The 
food temperature is pre-set at the factory and does not vary 
more than 2 degrees. There are no dials to fuss with . . . food 
temperature stays constant automatically. 


And, the reasons an RCA WHIRLPOOL can hold food temperature 
constant, and do it so efficiently, are three-fold . . . scientifically- 
spaced freezing coils; high-density type of glass fiber insulation; 
and sturdy tite-seal door. 

; Freezing Coils in chest-type freezers are scientifi- 
cally spaced around all 7 inside surfaces. Thus, all 
surfaces fast-freeze. In upright models, coils are 
spaced on 4 fast-freezing surfaces including 3 large 
shelves. Constant cold is all over . . . top to bottom, 
front to back, and side to side. 





Glass Fiber Insulation is of the laminated, high- 
density type in both chest and upright freezers. It 
is the most efficient kind of insulation to keep cold 
in and heat out even though outside temperatures 
surrounding the RCA WHIRLPOOL freezer vary as 
much as 80°F. 








Tite-Seal Door, when closed on both chest and up- 
right freezers, compresses a multi-ribbed, super-size 
gasket to form an airtight seal. Smartly-designed 
stirrup handle opens door at a finger-tip touch. Built- 
in lock safeguards contents of freezer when desired. 








A MODEL FOR EVERY 


In the RCA WHIRLPOOL line, there 
is a beautiful washer (with match- 


ing dryer) to meet every need and 
purse. There are 4 models...) 
Imperial (illustrated), Supreme; ) 
Custom and Deluxe. Each has the’ 
top performance and quality feas 7 
tures in its price class. i’ 


Washing Action in an RCA WHIRLPOOL circulates 
clothes freely and fleres them thousands of times as 
sudsy water is gently forced through the fabrics to 
loosen and remove soil. “‘No washing areas”’ are elimi- 
nated ... clothes can’t tangle or tear. With an 
RCA WHIRLPOOL you sell “‘cleanest clothes ever.”’ 


3 Water Levels give extra saving of hot water. Any 
size partial load can be washed in the proper amount 
of water. And, it’s all automatic . . . just set indicator 
at level desired. “‘High”’ is for full 9-lb. load; ““Med,”’ 
for 7-lb. load; and “Low,” for 5-lb. load. For even 
smaller loads, water level can be controlled as desired. 








Ultra-Violet Lamp floods clothes with fresh-air fra- 
grance throughout the entire drying cycle in an 
RCA WHIRLPOOL. Yes, there’s a special kind of clean 
freshness about RCA WHIRLPOOL-dried clothes that your 
nose can tell better than any words. Use this demon- 
stration . . . it will help sell for you. 





Controlled Air Flow circulates heated, tempered air 
through tumbling clothes in a scientifically-correct pat- 
tern for highest drying efficiency. In an RCA WHIRLPOOL, 
clothes are never exposed to direct radiation of high 


temperatures there is no chance for scorching. 
Tempered heat is absolutely safe for all fabrics. 




















Gas and Electric 






DRYERS 


give you the features that make selling 
easier... more protitable! 





SUPER-SPEED HAS 5 AUTOMATIC TEMPERATURE SELECTIONS 


For Regular Fabrics: 3 settings automatically assure the For Delicate Fabrics: 2 settings provide absolute safety in 


correct and safe drying heat. Fabric guide on each drying the sheerest of materials. 


“Air” setting can be 


temperature setting eliminates guesswork. used for fluffing and airing out clothes. 


In both gas and electric models, RCA WHIRLPOOL dryers give 
new, faster drying! In the electric dryers, wattage is increased 
to 5,600, while gas dryers are rated at 37,000 B.T.U.’s... 
yet, they cost no more to operate. 

For example, no other dryer can compare with the 
RCA WHIRLPOOL Super-Speed gas dryer for quality, safety 










Sheer Fabrics, like this nylon negligee, can be dried 
quickly and safely in an RCA WHIRLPOOL dryer. A 
choice of drying temperatures automatically provides 
the safe drying heat for any material. And, there’s no 
more sun-fading . . . no more wind-lashing nor freezing 
to reduce normal life of clothes. 





34Y, Fluffier than outdoor drying. The matted towel 
was dried on the line. The fluffy one was dried in an 
RCA WHIRLPOOL dryer. You can see the difference .. . 
it’s at least \4 fluffier, much softer and more absorbent. 
Give your prospects this kind of drying with an 
RCA WHIRLPOOL and you'll sell more, make more. 











NEW RCA WHIRLPOOL 


give you the features that make 
selling easier... more profitable! 









- 





FIRST with ELECTRONIC FILTER | 


Eliminates dust, soot and pollen 300% 
more efficiently than any ordinary filter 


FILTERED AIR 


UNFILTERED 


UNFILTERED FILTERED AIR 





See the difference! The ordinary mechan- 
ical filter (top) screens only the average-size 
particles Electronic Filter (bottom) 
“pulls” impurities even tiny as 1/25,000 of an 
inch from the air. And, there’s more filtering 
surface with the special “pleated’’ design. 


Here’s a terrific new sales advantage for you in room air conditioning. 
Introduced first in RCA WHIRLPOOL room air conditioners, electronic 
filter screens out even the most minute particles of soot, dust and pol- 
len. The result is purer, cleaner cool air that gives customers more 
comfortable breathing, easier house cleaning and better health. 





Here's dramatic demonstration proof! A glass tube containing an elec- 
tronic screen is filled with smoke-saturated air. The screen is activated by 
a transformer and electronic rectifier tube (such as in the charging unit 
in an RCA WHIRLPOOL). In a matter of seconds the electronic screen 
“‘pulls’”’ even the most minute smoke particles out of the air leaving it 


crystal clear and cleaner than possible with any ordinary mechanical filter. 
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Infinite selection of alr speeds 


Not one or two speeds . . . but unlimited 
selection from off to high. No more an- 
noying drafts or “dead air” pockets... 
you select the right air flow for the tem- 
perature and room size. Full 360° air 
direction control assures proper circulation 
throughout room. 


Heat and cool with the same unit 


Whatever the need . . . cooling in the 
summer, heat for fall or winter ... just push 
the button and RCA WHIRLPOOL conditions 
the air exactly as desired . . . even the 
humidity. A built-in thermostat automati- 
cally maintains the temperature selected. 


Flush-to-wall styling fits any room decor 


Nothing has been overlooked to make 
RCA WHIRLPOOL the finest air conditioner 
available. Smooth, unbroken design .. . 
beautiful shades of mocha and ivory ...and 
modern styling are at home in any room. It 
is the star attention getter in any display. 
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see CUSTOM 50 
Terrific new low-priced traffic builder 


Beat your competition with this feature-packed, 2 H.P. budget 
model! Has built-in thermostat, pushbutton controls, adjustable grill, 
permanent filter plus plug-in operation on 115 V. outlet. 


New...exclusive...the ‘cold-weather’ gamble is taken for you 
on air conditioner sales. Here’s how! If temperatures are below 
average during your prime selling season (May and June) you 
will be given an extra promotional allowance on all units re- 
ceived through April 30. You can’t lose... if it’s hot customers 
will flock for feature-packed RCA WHIRLPOOL air conditioners 

. if it’s cold you get an extra allowance on all units whether 
sold or not. Only RCA WHIRLPOOL air conditioners give you this 
extra profit protection. 


A model to suit every need and 
price: Custom, Deluxe and 
Casement Window units plus 
Central Units ...medels from 
Ya HP. to 2 H.P. 





NEW RCA ESTATE Gas 


give you the features that make 
selling easier. . . more profitable! 


Extra 50% cooking capacity on top! Griddle is ‘“keep- 
warm” area for two pans, or it can be removed and then the 
thermostatically-controlled unit beneath becomes a fifth cooking 
unit for utensils up to 25-qt. capacity. And, its location at rear 
of top is extra safe from children’s exploring hands. 


Exclusive, built-in Grid-All with thermostatic 
control ends the need for separate skillets or griddles. 
Heat is automatically maintained by a thermostat 
throughout grilling . . . giving perfect grilling with- 
out burning at all times. 

















and Electric RANGES 


A complete line of 30” 
and 40” Gas ranges. 











A MODEL TO SELL EVERY MARKET 


A complete line of 30” 
and 40” Electric ranges. 
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Remember... you'll always get 
the highest quality from Whirlpool-Seeger, 
the company that is known for quality 


so... Sell quality... see your 
RCA WHIRLPOOL distributor now! 


MORE THAN 30,000,000 PEOPLE 
SEE RCA WHIRLPOOL ON THE 

MILTON BERLE — MARTHA RAYE 
TV SHOWS ON TUESDAY NIGHTS 


With popular Fran Allison and the Kuklapolitans 
doing the selling, this bright and gay 
NBC network program reaches a tremendous 
. audience on Tuesday nights. 
Watch this fun-filled, laugh-filled show .. . 
see the convincing demonstrations that 
pre-sell so many people on RCA WHIRLPOOL 





right in your own neighborhood. 
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RCA WHIRLPOOL and RCA ESTATE HOME APPLIANCES 


are products of 
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WASHERS, DRYERS, IRONERS, FREEZERS, RANGES, AIR CONDITIONERS 


JOIN UP...IT’S EASIER TO SELL RCA WHIRLPOOL THAN SELL AGAINST IT! 











TRENDS REGION BY REGION 


effect on the buying activity of these mild-climate 
customers than would be experienced even in 
the eastern sections of Washington and Oregon. 
But with the economy in the area continuing 
well above last year, most in the industry feel 
that the drop during the first quarter will be 
more than picked up during the second quarter. 

In the Northwest-TV has not dropped pro- 
portionately to white goods. Consoles with their 
pretty markups have held up well in spite of a 
tash of advertising on leader models—late show- 
ing Of a couple of major appliance lines has 
hurt some big dealers in March—the manu- 
facturer who took the padding out of his regional 
prices here gave many a dealer the ivy league 
look, thin and droopy—upswing in delinquencies 
on food-freezer contracts reported in March, but 
other credit quite sound. 


No credit problems are foreseen out here for 
several months, at least, according to the major 
lending institutions. As of the middle of March, 
credit—at both appliance dealer level and at 
appliance consumer level—are considered fairly 
normal. And when a banker says “normal,” you 
can be sure he means good. 

The number of conditional sales contracts on 
appliances and TV is increasing steadily, but not 
out of hand. The general impression received 
from banks and manufacturers’ credit depart- 
ments is that they would like to see more paper. 
And they can expect it for the next three months 
as three factors take hold—(1) April opening of 
seasonal agricultural, lumber and construction 
employment throughout the Far West as the 
weather changes; (2) accelerated promotions on 
white goods, particularly laundry and refrigera- 
tion, sponsored by both manufacturers and 
utilities; (3) continued effort of banks to get a 
better balance between their appliance-TV- 
furniture portfolios and their automobile paper. 


Delinquencies have been brought down from 
their normal January high to a normal level for 
March, but are expected to increase somewhat 
during April when Uncle Sam has first chance 
at the paychecks. Evident to many in the in- 
dustry this year was a more concerted drive by 
lending institutions during January and February 
to get delinquents in line than during the same 
period of recent years. One bank officer admits 
that this effort was caused by the political situa- 
tion—the lenders felt that unfavorable political 
news regarding candidacies for the presidency 
might cause a slowup in business. This might, 
they felt, cause an increase in unemployment 
that would step up delinquencies, a situation 
they didn’t care to have come on top of the 
delinquencies that result from the public buying 
Christmas presents instead of paying the banks. 


There has been a drop in volume of goods 
being floored by dealers here. In California, of 
course, this is normal during early February 
while dealers try to get all inventory to a mini- 
mum before the state inventory tax is collected 
—this tax varies from county to county, but in 
general it is about 5 percent on a 40 percent 
evaluation of the inventory’s cost. It applies as 
well to goods on flooring and goods en route 
from the distributor or the factory. Then it is 
a while before the pipelines are filled because 
distributors have been trying to keep their stocks 
as low as strong and persuasive voices crying 
from the East will let them. However, goods 
floored should increase heavily by April Ist both 
because of a return to normal inventory and 
because several manufacturers are giving their 
dealers special breaks on flooring during the 
big spring sales campaigns. 

Facing all appliance-T'V dealers, of course, is 
what their misguided brethen, the auto dealers, 
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are doing up the street. Reports here during the 
middle of March indicate that auto sales are 
starting up again. And there has been very little 
tightening on auto paper in spite of the rumors. 
The move to higher down payments which 
started about September 1, 55, has been counter- 
acted in at least the metropolitan areas here by 
dealers who will arrange personal or collateral 
loans to provide the individual with up to 100 
percent of the down payment needed by the bank. 


To represent truly the appliance-T'V dealer out 
here, this column should end with a gripe. And 
here it is. There is a growing resentment among 
the more alert and successful dealers here about 
the service they are getting on advertising mats. 
Distributors’ salesmen show proofs of mats that 
the distributor doesn’t have in stock, and even 
the speed of airmail can’t bring mats that the 
manufacturers refuse or neglect to send on re- 
quest of the dealer or distributor. One dealer 
here was on the "phone this week trying to talk 
to the right person at the factory in the mid- 
West to get a mat he needed for a direct mail 
piece. Then he called the mat service in Chicago 
trying to arrange for mats to be airmailed—mats 
for which he had proofs already pasted in a 
layout—proofs which had been supplied by the 
distributor's salesman two weeks before. He 
ended by having the newspaper make line cuts 
from the proofs. 
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Sales fluctuate in first quarter... Cold 
war over grocery premiums gets hot 
. . » TV probe may boost volume of 
business . . . Night shopping a must 


A' IER good sales in January, a slow down in 

February and signs of another rise in 
March, first-quarter business in refrigerators, 
electric ranges, washing machines, etc., has been 
described as bigger than expected  saleswise, 
though smaller profitwise. 


Behind the first-quarter sales trend is a much 
greater tendency this year to use “specials” in 
a grim price war which has brought a bigger 
turnover but a smaller profit. 

The head of a large appliance firm in eastern 
Canada reports bluntly that so far in "56 “almost 
every dealer had to push good specials and shave 
profits to get business. 

“Our sales of refrigerators, stoves, washers 
and other items have been up so far this year 
because we've gone all-out on ‘specials’ but we've 
cut our profits to the bone,” he confided, adding 
that major efforts to clear out some big appli- 
ances in March will pick up even more volume. 

Many dealers report, too, that small appliance 
sales have been as one veteran dealer put it, 
“more than disappointing.” This drop is at- 
tributed in the main to the activities of discount 
houses. In fact, in sharp contrast to the large 
appliance situation, discount houses are getting 
much more of the small appliance business than 
anyone dared predict earlier. 


An improved collection rate marked first- 
quarter business for most Canadian dealers. 

“We emploved three collectors steady last 
year at this time,” said the general manager of 
a big, long-established appliance store in Ontario, 


1956 


“but we have none now because our collections 
are so good, so easy. They're paying off their ac- 
counts before being billed. We've never seen 
anything like it before.” 


Some of Canada’s large grocery chains, includ- 
ing Loblaw’s and Steinberg’s have started a 
battle over premiums by offering appliances and 
other adehiniion redeemable for coupons of 
5¢ for every 25¢ or 50¢ purchase of groceries. 
Appliance dealers don’t like it and there is talk 
of offering grocery premiums on appliance pur- 
chases in retaliation. 

It is claimed that the grocery chains’ scheme 
has been well accepted by the — and 
apparently these chains are satisfied with the 
results, buying huge quantities of — on 
1 bulk basis and generally selling them below 
regular retail price levels in order to attract busi- 
ness and boost customer traffic. Prices are only 
slightly over wholesale prices for many items. 

However, while the larger appliance dealers 
are not worried, even boast of not being under- 
sold, others are becoming concerned, They talk 
about retaliatory measures, about possible taking 
up the whole scheme with federal officials. One 
appliance chain is offering already food items at 
less than half the normal retail price, others may 
follow. Lawyers are known to be studying the 
legal implications. The cold war over premiums 
can become a real hot war in the weeks ahead. 

The probe of raido and TV broadcasting by a 
three-man commission appointed by the Cana- 
dian Government will start its public hearings in 
Ottawa on April 30, but already the grapevine 
in retail circles hints strongly that, if this probe 
is followed by policies to broaden the scope of 
TV operations to reach more of the population, 
there will be another surge of TV set sales. 

At present, about 75 percent of Canada’s 
population is within reach of TV but only 45 
percent of Canadian families own TV sets, with 
the belief held by leading manufacturers that 
there will be a decline of approximately 20 per- 
cent in this year’s production of TV sets. How- 
ever, if more families come within TV range, 
there will be an immediate boost in TV set sales, 
calling for greater production than presently esti- 
mated, particularly if financing arrangements allow 
for more TV stations, Dealers are likely to sell 
more TV sets as a result of these developments. 

With large-scale suburban shopping centers 
now in operation in many Canadian regions and 
many more in the planning stage, outmoded 
legislation banning night shopping is proving 
extremely unpopular with consumers and retailers, 
the latter. determined to fight forthe lifting of the 
ban to allow one or more open nights each week. 
Appliance sales, in particular, would benefit 
through lifting of this ban, dealers say 

There is strong support now for what President 
E. G. Burton, of Simpson-Sears Ltd., depart- 
ment store chain, says ont this trend in love 
of night shopping. He says that much of the 
antiquated closing regulation was created to 
protect the workers but this is outdated today 
on account of the protection of modern labor 
codes, with employees no longer compelled to 
work longer hours in face of night shopping. 

A leading appliance dealer in another Ontario 
city reports that his company’s business jumped 
25 percent during a recent weekly period when 
night shopping was tried on an experimental basis, 

Meanwhile, civic authorities are holding up 
such night openings despite the increasing de- 
mands by retailers for more freedom in this 
respect. In fact, appliance dealers are — 
with keen interest the final outcome of a lega 
battle in one large city where no less than 20 
stores in shopping centers are facing court action 
for keeping open 22 nights involving possible 
maximum fines of $6,000 each End 
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Introducing the Fabulous, All-New 





two glamorous additions to 
AMERICA’S FIRST FAMILY 
OF COFFEEMAKERS 





First in Beauty 


Where else but in the famous Universal Coffeematic could you find the 
graceful modern lines that outmode all others ... the gleaming chrome set 
off with a rich golden escutcheon, the new jet base and graceful curve of 
new handle and spout. Always America’s Favorite, the new °56 Universal 
Coffeematic again surpasses them all for sheer beauty alone. 


First in Value 


Solid copper, not aluminum, forms the basic shell, heavily chrome plated 

for lasting beauty. The finest of precision controls, nichrome heating elements 
are all painstakingly assembled for the utmost in dependability. In three 
models, for satisfying every budget . . . ten-cup chrome, ten-cup copper, 

and eight-cup chrome, you'll have easy sales all along the line. 


First in Performance 


Known wherever coffee is served as the finest, fastest of all coffeemakers. 7 
Continual consumer research has dictated the famous automatic features 
standard in every Universal Coffeematic. Today it is the envy of the industry 
... often copied but never duplicated, it’s the finest you can sell . . . the 

brand name that will perform best where it counts — in your sales figures. 


Everything points to the BIG YEAR! 


FIRST IN SALES... 


with over 10 million Coffeematics sold 


BACKED BY TIMES MORE ADVERTISING 
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Flavor-Selector Heat Guard Handle Redi-Lite Cold-water Pump Heat Sentinel Non-drip Spout 


Automatically brews to New streamlined de- Glows to show when Gives you Coffeematic’s Keeps coffee at serving Designed to prevent cof- 
the strength you choose, _— sign prevents hand from coffee is done to the ex- super-fast starting ac- temperature with no in- fee from splashing or 
Mild, Medium or Strong. touching hot surface. act strength you chose. _ tion—-coffee never boils. crease in strength. dripping as you pour, 


THAN HAS EVER BEEN PUT BEHIND ANY OTHER COFFEEMAKER 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Mort Farr Says... 





Electric Housewares 


Can Build Traffic 


T costs the average dealer around $2.00 in 
advertising to bring a customer into his store 
and it takes from 6 to 10 customers, shopping 

in a store, to produce a sale for a major appliance. 
Thus, if a dealer can increase his floor traffic and 
get people into his store, he has much more 
chance of increasing his appliance volume. Any 
way that this can be done is cheaper and more 
effective than outside selling in today’s market. 

Traffic can be secured by tieing in with manu- 

facturers’ campaigns; industry contests; offers 
of gifts for a visit to your store or using a low- 
proht, low-priced item with mass appeal. It is 
preferred but not essential that the item be 
related to the appliance field, Many stores have 
had success with “specials” or “close-outs” of 
traffic appliances that brought hundreds of 
shoppers into their stores, That is the thing we 
need for growth—making more and more new 
customers who come back and buy more and 
more merchandise. 


IT’S A BIG BUSINESS. The electric house 
wares’ business last year accounted for over $1, 
000,000,000 at retail, We can get some idea of 
its importance when we realize that in dollars, 
it was equal to 50% of the total TV volume 
and just about equal to the dollar volume in re- 
frigerators. To get his rightful share of this 
market an appliance dealer should make elec- 
tric housewares an important part of his mer- 
chandising program. In my travels I have found 
dealers in small cities doing just a fair total 
volume of business whose electric housewares’ 
business was over $100,000 a year. And again 
I have found some of our most astute mer- 
chandisers of majors doing a paltry few thou 
sand dollars in traffic appliances. The latest 
ELecrricaAt, MERCHANDISING survey indicated 
that, while 85% of dealers carried electric 
housewares, they averaged only about $8,000 
annually in sales. This comes from a cross sec 
tion of dealers whose total sales averaged around 
$220,000 per year, This brings two things to 
mind, First, that as dealers we have not 
learned how to merchandise efficiently. No 
where have I encountered a dealer who was 
doing his proper share of business in all de- 
partments, Some put too much emphasis on 
TV; others do an outstanding job on home 
laundry; some have sold more than their share 
of ironers and many have gone bevond national 
averages in freezers. Any dealer who organizes 
his entire operation so as to get the full 
potential of each item he sells, will do a terrific 
volume and make considerable profit 


RECOGNIZE YOUR COMPETITION. The 
next thing we must do is recognize our com- 
petition. Appliance dealers are losing volume 
to other types of outlets. Much of our atten- 
tion has been on the discount houses. But 
while we have been worrying about this com 
xctition a lot of electric housewares’ business 
1as gone at list prices to department stores, 
hardware stores, jewelry stores, gift shops, auto 
supply stores and super markets. None of 
these are set up to properly demonstrate and 
service electric appliances. We can render a 
much better service to our customers than any 
of these type outlets. 

How are we to get our rightful share of this 
business? First, it should be understood that 
the easier a product is to sell, the less it costs 
to sell it. Brand preference and a corresponding 
reduction in the number of lines needed to be 
carried is going to make the selling job easier. 
The public has a feeling of confidence in the 
performance of the known brands. Manufac- 
turers’ advertising is going to do more and 
more of the selling of electric housewares for 
us 

Manv dealers are concentrating on the 
brands that are easiest to sell. Some have come 
to realize that there can be money made with 
volume and high turn over. During the period 
from 1941 to 1950, electric housewares had 
their greatest growth (over 500%) and in the 
decade ahead thev are destined to have an 
even greater growth. 


ONE SALES PERSON FOR HOUSEWARES. 
An appliance dealer should have a separate 
sales person to sell electric housewares. Major 
appliance salesmen, working on a commission, 
are not interested enough in the sale of a 
small item. But to a person who has only elec- 
tric housewares to sell and who participates in 
the profits of the department, it can be a 
profitable business. 

After we have employed the right sales per- 
son, what then should we do to get our share 
of this business? 


1, In buying—a concentration on brands, but 
with enough diversification in appliances to 
satisfy your customers. 


2. In selling—proper training for the sales 
person and full use of factory demonstrations 


whenever possible 


3. Establish a traffic appliance center in a 


prominent place in the store with traffic ap- 
pliances segregated from other merchandise. 


4. Arrange trafic appliance displays to at- 
tract attention and invite shopping. Keep the 
displays neat and clean and arrange to have 
some so that they can be demonstrated. 


5. Keep traffic appliances constantly in your 
windows and tie in with all gift occasions. 
Electric housewares are beautiful as well as 
functional. Gift buyers are usually not dis- 
count buyers. They will buy luxury items for 
gifts that they would hesitate to buy for them- 
selves 

Electric housewares offer a wide choice of 
gifts regardless of budgets. Don’t forget that 
in addition to Christmas, we have Mother's 
Day, Father's Day, weddings, birthdays and 
anniversaries. Make gift wrappings available 
and start building a year around gift market. 


6. Put price tags on items in the windows. 


7. Tie in with NEMA and other national ad- 
vertising promotions. Too few stores partici- 
pate in these promotions. 


8. If possible make terms available on elec- 
tric housewares. ‘Those stores who are set up 
to do their own financing do a lot of business 
in electric housewares by offering special terms 
of as low as $1.00 down and small weekly 
payments. Here the utilities might cooperate 
by arranging to finance dealer’s sales on the 
customer's electric bill, giving the dealer his 
full profit and charging the customer a small 
carrying charge. 


9, Last but not least. A dealer selling elec 
tric housewares should service them. People 
buy these appliances for what they will do for 
them and not for what they are. In many 
cases it is cheaper to make adjustments and 
repair new electric housewares than to send 
them to the manufacturer. The book work and 
the transportation often cost more than the 
time involved in repairing them, not to mention 
the convenience to the customer. I have heara 
of a department store requiring as much as six 
weeks to effect a simple adjustment on a toaster 
that could have been done while the customer 
waited. 

Electric housewares promotions can increase 
store traffic, develop prospects for major ap- 
pliances, produce more new customers and con- 
tribute to a profitable operation. End 
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3 Sbectacular Promotions = 
fromthe Norge Events Factory .. 
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Me grind’um out hottest 
selling plans in industry! 

















NORGE With No Change in 


Tim aeliCiit) M_. Prices or lowering of 
No. | . Mark-ups you can get- 5 










The hot events-maker of the 


industry is even hotter with this a ht a 
one! How would you like to see a brand | 
new pick-up truck in front of your store...a new 0 ge mc + 


station-wagon or a new Sedan in front of your home? 

It’s as easy as selling Norge products. Buy a truck-load 

and the truck is yours. Buy a carload and the car is yours. 

You'll be amazed how few units it takes...and how easily and quickly 
you can be a winner. And because “Dealer Profit is Our Most Important 
Product” this spectacular offer is made without changing prices or mark-up. 
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How about a Plymouth Station Wagon ? 








Sa _ 
Wah “a NORGE Put’um 
% “\_"Wheels” on Deals! 


FIND OUT HOW EASY IT IS 
—SEE YOUR DISTRIBUTOR TODAY! 








And Thats Only the Beginning » 
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NORGE 
Super Promotion 
No. 2 





NORGE Dealers Rock the Town with a 


“RING 
Whing-Ding ! 


Now youngsters can have the thrills and fun 
of a real circus—in their own back yard! This 
complete circus package includes a 9’ x 9’ 
Big Top plastic tent with all accessories; 
four colorful side show booths, games, 48 
give-away prizes, instructions—and that’s 
not all! 




































5 © 


































Balloons, flags, even a circus music record 
go with the deal! And you give any youngster 
a FREE “Ringmaster’s Guide’’ that tells ’em 
how to be the P. T. Barnum of their neigh- 
berhood! It’s a giant of a promotion, an 82- 
piece lallapalooza that creates traffic and ex- 
citement, makes a powerful store event and 
a potent sales-closer all at the same time. 











a | Seale Here’s a crowd-getter with built-in color and 
Promoti ‘ dozens of ways you can “‘take off’’ to increase 

n traffic and sales in your store. It’s backed 
up with sock-o dealer ad mats, banners, 
radio spots, a jam-packed display kit, even 
a give-away for store traffic. Contact your 
Norge Distributor now for full details on this 
history-making promotion! 





Special 
features! 


// ull Mark-up because 
Dealer Profit is our 
most important 
product 
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Ci reus 0 away with any NORGE appliance! 
KS 
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Big Circus Give -Away \ 
_with Norge 'Peotucts means a 
Cin, Wampum for Norge Tribe! 


got. 
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You've seen promotions before, but never You're ready to put on a real show with Remember, you're offering NEW products 
like this—with built-in excitement that savings of $50—$90—$120...evena colossal with the big NORGE name-—products 
makes dollars-and-sense! You don’t have $130 on NORGE Circus Specials in every people want even at the regular price! With 
to beat the drums; the kids will do that for product category! Knock their hats off with this big, exciting circus promotion along 
you, and their parents will beat a path to gigantic trade-in offers and circus specials with really profitable mark-ups, you'll have 
your door for these terrific Norge specials! that win attention like a brass band! the best time of all at your own circus! 


And still it doesn’t end... 
here’s more Sales Warpath stuff... 
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No. 3 


Here Comes the NORGE NATIONAL OPEN! 











MOST EXCITING—MOST OR 


/ 
TEE-OFF.... THE MOST AMAZING— wah ott a en 


IGINAL SALES 
















CONTEST IN APPLIANCE HISTORY! 


Hundreds of com- 
plete sets of Sammy 
Snead clubs — four 
matched woods, six 
matched irons—1to 
be oworded. 








Ask your Norge dis- 
tributor how you can 
qualify to ploy 
against jud Sayre 
himself —in your own 





area 


there are handsome trophies 


in addition to the clubs, 
We quorantee it you'll 


and prizes to be won. 
have the time of your life, 
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Practically every~ 


Dealer profit is our most important product! 


WORGE SALES CORPOR 
ATION, Subsidiary of Borg-Warner Corporation, Merchandise Mart Plaza, Chic 54, Ul. 
" age 54, Canada: Addison's Utd, Terente 











Here’s heap big chance 
to scalp ‘um Jud Sayre! 


body can win a 
beautiful putter— 
autographed by Jud 
Sayre—almost by 
just entering. 


Whether your handi- 
cap is 3 oF 30— 
whether you ever 
held a club in your 
hand—yow have 
an equal chancel 





Ij’S TOUGHER THAN 
EVER SELLING AGAINST 
THE '56 NORGE LINE! 


NORGE 
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Champs with a new 
power punch! 


These new Task-Force light- and medium-duty jobs 















pack the biggest power punch in Chevrolet truck 
history with a modern V8 for every model and an 
automatic drive for every series! 


> 
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High-powered V8’s and 6’s! Two work-saving automatic drives! 

V8’s are standard in medium-duty L.C.F. Revolutionary new Powermatic, with 6 fully 
models, available at extra cost in any other automatic forward speeds, available for most 
lightweight or middleweight model you choose. middleweight truck models! And you can get 
Here’s modern short-stroke power for increased Hydra-Matic in all truck models rated up 
engine life and lower operating costs! New through 1'% tons! Both extra-cost options. See 
Task-Force valve-in-head sixes, rated tops for your Chevrolet dealer for details. . .. Chevrolet 


economy, are more powerful than ever! Division of General Motors, Detroit 2, Mich. 





Foueveo.er Mh AY VE Ob = AYA 10) He 
TASK:-FORCE TRUCKS 


Anything less is an old-fashioned truck! 
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“Spotless dishwashing” 
saves time—and busy TIME- 
readers want time-savers. 


The alert,active women who 
are your best prospects are 
the kind of women who take 
to short cuts 


Short cuts for keeping up 
with the news, like TIME 
.- Short cuts for housework, 
Hh | like HoTPoinTdishwashers. 
And their TIME-reading 
husbands, who are accus- 
tomed to buying time-saving 
machines for business, will 
readily pay for time-savers 
at home. 













* BEE PAGES 562, 55 
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i Webb Manutacturing Co. | 
i 29180 WN. 4th St, Phila. 33, Pa. | 
Please send me prices on Wrapabouts and | 
Slingabouts for 
Oranges © redios © att conditioners | 
} ow © washers (© refrigerators | 
| | 
| FIRM NAME | 
| | 
| STREET. ! 
! | 
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Quick 
easy way 


\iemesstel ac pipe connections 


FOR LAUNDRIES, DRIERS 
REFRIGERATORS 


AND OTHERS 










































Model CT—with flored joint 
for copper tubing 


Model ST— 
for pipe connections 
SKINNER-SEAL SADDLE TEE—for mak- 
ing pipe connections. No pipe cutting or 
threading. Quick, Easy. Cuts costs, For 
gos refrigerators, home laundries, heat- 
ers, etc, Write for circular. 


Approved by Underwriters’ Laboratories, inc. . 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 








Good service makes good customers 


When you deliver the new television set, 
it's a real thrill for any family. Show 
them you agree by delivering it carefully 
and installing it expertly—and they'll be 
your customers for life. One sure way to 
make the right impression is to make 
your deliveries in Webb Wrapabouts. 
They protect everything—the appliance, 
the customer's woodwork, and your rep- 
utation as a service-minded merchant. 
Webb Wrapabouts are made of water- 
repellent canvas, thickly padded, and 
flannel lined—and they last for years. 


WRAPABOUTS 


For Radio, HiFi, TV 
and Air Conditioners 
For major appliances use Slingabouts 











ECONOMIC CURRENTS 








How Will the Farm Problem 
Affect Appliances? 


By the McGraw-Hill Dept. of Economics 


HIS year farmers will attract an increasing amount of atten 

tion as we move into the heat of the political campaign. Much 
publicity has already been given to the plight of the farmer. But 
how badly off is the farmer? And how does he stack up as a market 
for appliance dealers? 

Most attention has been given to the figures on net farm 
income, which has been declining since 1951. The figures show 
that between 1951 and 1955, net farm income—income after taxes 

has dropped a whopping 28 percent. It dropped 10 percent 
between 1954 and 1955. And the indications are that it will 
decline another 5 percent in 1956. 

In an election year these figures present a serious problem to an 
aspiring candidate—especially when almost all the other sectors 
of the economy are booming. But these over-all figures don’t tell the 
whole story. 

On an individual basis the farmer does not appear to be as 
badly off as the national net income figures indicate. For example, 
per capita income for the farmer in 1951 was $977. By 1955 it 
had dropped to $856, a decline of about 13 percent—compared 
with 28 percent for the over-all figure. This is because there are 
fewer farmers to share total farm income. And even though $856 
doesn’t seem like a large amount, this figure does not include such 
things as the food which the farmer grows for his own use. 


SOME FARMERS ARE BETTER OFF 


Another fact which seldom is taken into account is that the buy- 
ing power of farmers varies greatly from one region to another. Take 
the South Atlantic and East South Central states for example. 
hese states actually showed an increase in net income between 
1954 and 1955. And New England and the Pacific states showed 
a drop of only 2 percent during the period. Farmers in the East 
and West North Central and Mountain states suffered the most 

their incomes declined over 20 percent. 


FARMERS HAVE MORE LIQUID ASSETS 


Nor is it taken into account that the over-all financial position 
of the farmer is relatively good. In 1955 farmers were in debt 
only to an amount equal to 11 percent of their total assets—com 
pared with 19 percent in 1940 and 21 percent in 1930. In fact, 
their assets increased 6 percent between 1954 and 1955 and stood 
at a record level. In 1955 farmers as a group held enough liquid 
assets—cash, bank deposits, etc.—to pay off all their debts. 

Of course, it’s still true that there are too many farms producing 
too much. In spite of an increasing population, we are producing 
more than we can consume or sell. One reason is the development 
of more efficient machinery and better fertilizers. Another is that 
the export market, which was high during the war and postwar 
period, has fallen off because of the recovery in European agri- 
culture. 

The most serious problem is the group of 1.5-million farmers at 
(Continued on page 46) 
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ROBBINS 2 MYERS HAS THE DEAL! 


HURRY! 


Yom OFFER ENDS 
APRIL 


/ \ 


COM Your & Distributor For Full Detsile. 


Get Robbins & Myers Big Sales Edge—More Breeze Per Dollar! 
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ONLY PHILCO 


Has an all-automatic with 
not one but 4 automatic 
self-regulating surface units! 


Why try to sell a range with only ove automatic unit when Philco 
provides four? And Philco’s automatic units are Se/f-Regulating 
truly automatic in every sense of the word, not just ‘halfway’ 








automatic, This range is all-automatic in the oven, too with 





Philco’s amazing Roastmeter that lets the customer “DIAL” a 





perfect roast every time, and Philco’s automatic Quickset Timer, the 
easiest Timer to understand and use. With these wonderful 
features and Philco’s exclusive smokeless “‘Broil-Under-Glass’’, 
you can “go to town” with Philco’s ALL-AUTOMATIC Range 















ROD-TYPE BAKING UNIT 
hinged for easy cleaning 










SELF-REGULATING Automatic Sur- 


face Units 


AUTOMATIC ROASTMETER for 


perfect roasts every time 

















PHILCO will tell this story 
to millions of housewives 
through national adver- QUICKSET TIMER—casiest to 
tising in women’s maga- understand and use 

zines throughout 1956... 


 PEECO 













“BROIL-UNDER-GLASS” for the on/y “L” UNIT ARRANGEMENT doubles 
true smokeless broiling useful top space 








means business 
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ONLY PHILCO has 30° ranges 


with STARFLIGHT STYLING! 











the most advanced styling in the industry! Here's the most beautiful range any woman ever looked at. With 


this range she'll be the envy of the neighborhood and she knows it 






That means easier sales, more sales for you with these new 30” Philcos 
si a And Philco has, not one, bute THREE models to give you a good 
} & y I 
trading spread 


Ja: _ line with every feature buyers want! 
































DEEP WELL COOKER /i/ts to 


become 4th surface unit 





SUPER-WIDE OVEN—big enough to 
hold BOTH a ham and turkey 





COOK-BY-COLOR CONTROLS can 


be seen from across the room 


ELECTRIC INTERVAL TIMER —cimnes 
anything from 40 sec, to 60 min, 












HIGH SPEED UNITS cilt up for easy ABUNDANT STORAGE SPACE—<draw- JIFFY GRIDDLE—cthe perfect ‘short TIMED APPLIANCE OUTLETS— DELUXE BROILER PAN with 
cleaning ers glide on silent Nylon rollers order’ cook ideal for ‘plug-ins Chrome Reversible Rack 


in electric ranges ! 
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INQUIRIES SOLICITED 


from 


INDEPENDENT DISTRIBUTORS 


who need a complete, modern line of 
HOME LAUNDRY EQUIPMENT and SUB- 
STANTIAL PROFITS ON REASONABLE 
VOLUME 











in some territories 


VOSS is AVAILABLE 


2 Fully Automatic Washers 
2 Matching Dryers (Electric or Gas) 
4 Superior Wringer Washers 


VOSS is one of the oldest names in home 


laundry equipment... 75 years . . . three quarters of a 
century of manufacturing and selling high quality wash- 
ers... and now, dryers. 


FOR COMPLETE INFORMATION 
WRITE, WIRE, OR ‘PHONE 
Les Green, Sales Manager 


VOSS WASHER COMPANY KELLOGG, IOWA 











| ne oe . 


A 


G Ml'@f { 
MECHANICAL PERFECTION 















* 
‘‘Spotless dishwashing’’ 
is news—and TIME families 
respond to news, 


TIME readers turn to TIME for 
the latest word on books and 
ballet and business... schools 
and sports and Salk vaccine... 
prices and politics and new 
products for better living. 
They're the families in any 
| community who buy the latest 
é first—ineluding the latest in ap- 
 pliances. 
*SEE PAGE 52, 53 


LOCKLEY MACHINE COMPANY 
WASTEMASTER DIVISION 
NEW CASTLE. PA. 
Please send literature on the 
easy-to-sell Wastemaster. 
ee 


a 








City State 
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the bottom of the income scale. They don’t have enough money 
or enough land to benefit from new machinery and more efficient 
methods. This group distorts the over-all picture. And this is the 
group that benefits least from high price supports because of their 
small production. Just as in any business enterprise, it is easier 
for the large producer to take advantage of opportunities to cut 
production costs. As in the past, the best prospect for this low 
income group continues to be to migrate to the city and more 
attractive jobs. 

Thus the majority of farmers are not as badly off as the figures 
seem to indicate. But what does this mean in terms of a market 
for appliances? In spite of the fact that people have been moving 
off the farms, farmers still represent a sizeable proportion of our 
population—over 13 percent of the total. In 1940, 23 percent of 
the population lived on farms. But most of the decline has been 
in small farms—those too small to produce at a profit. 

And those who have stayed on the farm have experienced a 
gradual improvement in their financial condition. For example, 
in 1954 a latger proportion of farmers owned all or part of their 
farms than at any time since 1880. 

Along with the improvement in their financial position has 
come an improvement in their living standards. Although nearly 
one-half the farmers do not have a telephone, and over 40 percent 
do not have running water, nearly every farm has electricity. More 
than 4.4-million farms, or 93 percent of all farms, had electricity 
in 1954, up from a little over 78 percent in 1950. Almost 4-million 
farms have been wired for electricity since 1920. 


THE FARMER CAN BUY APPLIANCES 


This means not only that the farmer has the money to buy 
appliances, but also that he is equipped to use them. And farmers 
have a greater need for some types of appliances than city dwellers. 
Home freezers are an excellent example of this. In 1950 only 12 
percent of the farms had home freezers. By 1954 almost a third 
of the farms had one. 

Another example is the growth in sales of television sets to 
farmers, In 1954 nearly a third of all farms had a T'V set. Nearly 
all of these were obtained since 1950. This, however, is still far 
from the national picture where 2 out of 3 families own T'V sets. 
And it points to a large market for appliance dealers. 

Thus the figures indicate that a major readjustment is taking 
place among the farmers and will continue in the near future. It 
will cause hardship for a number of individual farmers. But the 
fact remains, the majority of farmers are not as badly off as the 
figures seem to indicate. And this group is an inviting market to 
the appliance dealer End 





“LUXURIES . . . LUXURIES! THE ONLY NECESSITY IN THE WHOLE WINDOW IS THAT 
SHAVER!” 
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“The “Who 





Who" of the Housewares Tndustry 








Here they are—5 75 of the leading manufacturers items and to tell you about their promotion and 

of housewares and home appliances who will be production plans for the coming months 

in Atlanatic City for the 25th National House In no other way, and at no other place, can you 

wares Manufacturers Exhibit see so much new merchandise and get so much 
They know it is good business to help youdo business help in so short a time. This is the 

more business. Their top executives will be on national meeting place of the housewares in 

hand to show you exciting new dustry—arranged by the NHMA to give buyer 





5! 


and seller an unmatched opportunity to meet for 


business at the personal level 


The NHMA has only one interest—to serve 
the best interests of the buyers and manufac 
turers in the housewares industry 


National Housewares Manufacturers Exhibit 
JULY 9-13, 1956 
ATLANTIC CITY AUDITORIUM 


Ace Products Co 

Advance Cushion Corp 

Aids for Good Housekeeping 

Aladdin industries, Inc 

Allied Basket Co 

All Luminum Products, Inc 

Allura Products Inc. (Div. of 
Blossom Mfg. Co., Inc.) 

Aluminum Cooking Utensil 
Ceo., Inc., The 

Aluminum Goods Mfg. Co 

Aluminum Housewares Corp 

Aluminum Specialty Co 

American Casserole & 
Specialty Co., Inc 

American Sponge & Chamois 
Co., ine 

American Tack Co., Inc 

American Thermos Bottle 


2., 
American Windshield & 
Specialty Co., The 
Ames Co., O 
Ames Shower Curtain Co., inc 
Arlington Mfg. Co., inc 
Armor Bronze & Silver Co., inc 
Arnel-Plastron Inc 
Artbeck Corp 
Artcraft Wire Works 
Artioom Carpet Co., Inc 
(Chemical Products Div.) 
Artsem Co., Inc 
Artwire Creations, Inc 
Arvin Industries, inc 
Si i A ii Div 





Arvin industries, inc 
Furniture & Housewares Div 
Asauith Associates, Inc 
Esmond Div 
Associated Steel Products 
Mfg. Co 
Atlantic Cabinet o-~ 
Averbach & Co 
Automatic AS: Corp 
Automatic Wire Goods 
Mig. Co., Inc 
Avtoyre Co., The 
B. W. Molded Plastics 
Babcock & Preuss 
Representing 
Central States Industries 
Filtrator Coffee Apparatus Co 
Universal Handi-Ware 
Ballonoff Metal Products Co 
Barler Metal Products, inc 
Plastics Corp 
Beacon Wex Co., The 


Belicire Enamel Co 
Benjamin & Medwin, inc 
Bennett-ireland Inc 
Better Houseware Co 
Big Boy Mfg. Co 
Bissell Corpet Sweeper Co 
Blisscraft of Hollywood 
Block, J. 41 
Block & Co 
Representing 
Nelson Machine & Mig. Co 
Virgo Mtg. Co 
Bloomfield Industries, inc 
Blossom Mfg. Co., inc 
Bogene | 


. ine 
Boker & Co., Inc., H 
Bonley Products Co 
Bonny Products Co 
Boonton Molding Co 
Borg-Erickson Corp., The 
Bostwick Leboratories, inc 
Branchell Co., The 
Brearley Co, 
Briddell, inc., Ches. 0 





Bridgeport Brass Co Du-Fold Mfg. Co., The 
Bromwell Wire Goods Co, The Dupli-Color Products Co. Inc 
Brown, Inc., John Clark Ou Pont de Nemours & Co, 
Bruce Co., E. L Inc., E. 1 


Buckeye Aluminum Co 
Div. Merdigien Corp 
Burgess Vibrocrofters, Inc 

Burlington Basket Co 
Burns Mfg. Co., inc, The 
Burroughs Mfg. Corp 
Buxboaum Co., The 


Cadie Chemical Products, Inc 
Cal-Deok Co., The 
Camfield Mfg. Ce 
Campro Co., The 
Capitol Products Co., The 
Cardinal Chine Co 
Carlisle Mfg. Co., Inc 
Carlson Products, Inc 
Central States Paper & Bag Co 
Century Enterprises, inc 
Century Plastic Products, inc 
Certified Home Products 
Chain Store Age 
Chatham Glass Co 
Chattanooga Royal Co 
Chelsea Products, inc 
Chicago Electric Div. of 
the Silex Co 
Chicago Metallic Mig. Co 
Cincinnati Galvanizing Co., The 
Circle Research Laboratories, 
ne 
Clerk Co., J. R., The 
Club Aluminum Products Co 
Cohn-Hall-Marx Co 
Coles & Co., Inc 
College Mill, The 
Color Craft Co 
Columbus Plestic Products, Inc 
Comfort Lines, Inc 
Continental Can Co 
Continental Scale Corp 
Cooper Thermometer Co., The 
Copper Brite, inc 
Corbin, inc., R. K 
Corduan Mfg. Co 
Corning Gloss Works 
Cory Corp 
Coughion Co., G. N 
Cromwell Silver Corp 
Deomer Products, Inc 
Dapol Plastics, inc 
Detom Co., Inc 
Davis Mfg. Co 
Deazey Corp., The 
Dennis Mitchell Industries 
Dept. Store Economist 
Deshler Broom Factory, Inc 
Detecto Scales, Inc 
Dispensers, Inc 
Dominion Electric Corp 
Der-File Mfg. Co 
Dormeyer Corp 
Dormeyer-Groham Co 
Dowgles & Co., Inc., Dovid 
Dover Stomping Co 
Drezen, N 
Dru (Diepenbrock & Reigers 
N. V.) 
Druid Hill Park Seed Corp 
Du-All Mfq. Co., The 
Du-Bell Seles Corp 


Duralast Corp 
Du-Wal Inc 


Eostern Metal Products Corp 
Easy Day Mfg. Co 

Ediund Co., Inc 

Ehrlich, Low 

Ekco Products Co 





to 
Elm Jay Metal Products Co 
Embee Metal Products, inc 
Embree Mfg. C 
Emco Porcelain Enamel Co, inc 
Empire Brushes, Inc 
Emson Products Corp 
Endust Corp., The 
Englishtown Corp., The 
Enterprise Aluminum Co., The 
Everedy Co 
folco Products Co 
Farber, inc, 5. W 
Farber & Shievin, Inc 
Federal Enameling & 
Stamping 
Federal Tool Corp 
Feemster Co. W. R 
Ferry-Morse Seed Co 
Filray Corp 
Firelogs, Inc 
Fisher Plastics Co., Earl 
Fletcher Enamel Co., The 
Foley Mfg. Co 
FeodCo Applience Corp 
Forman Family Inc 
Fresh'nd-Aire Co., Div. of 
Cory Corp 


G-H Specialty Co 

G-$ Metal Products Co 

Gailstyn Co., inc, The 

Gerner & Co 

Gem, inc 

General Electric Co., 
Housewares & Radio 
Receiver Division 

Conevel Slicing Mechine Co 


end Textile Co 
Geuder, Paeschke & Frey Co 
Gibro Household Products 
Co., inc 
Gilton Mfg. Corp 
Gitswere Corp 
Glamorene, Inc 
Glamur Products, inc 
Glezer, Low 
Globe Rubber Products Corp 
Glolite Corp 
den ae Polish Mig 








Co 

Golden Touch Products, inc 
Gorhom Ceo., The — Steger 
Division 

Gotham Industries, inc 

Gray Co., The 

Griffith Leborotories, inc, The 

Griswold Mfg. Co 
stin-Kramer Co 


H & P House Furnishing 
Co., Inc., The 





Hell Chine Co., The 
Hamburg Broom Works 
Hemilton Ce 


Beach Co. 

Div. Scovill Ce 
Hemilton Glass Co., Inc 
Hemilton Import Corp 
Hemilton Mfg. Corp 
Hamilton Metol Products Ceo 
ape Specialty Products. 


me Corp 
Hencock Mfg., inc 
Handy-Andy Specialty Co., inc 
Hendy Things Mfg Co 
Henkscroft 
Hordesty-Quittner, Inc 
Hardware Age 
Herris Hub Co 
Harris Pine Mills 
Hert Products 
Harvell Mfg. Corp 
Harville Rose Service 
Herwood Co., The 
Heller & Sons, Merri 

' ne 





Hemco Plastics Div 
The Bryant Bleciric. Ce 
Herculean Appliance oo, 
Herman's Novelty wg gy 
Herold Products Co., Inc 
Hertzberg & Son, Inc., H 
Heyman Gloss Co., Inc 
Hillside Metalware Co 
Hirsh Mfg. Co 
Hoover Co., The 
Household Mfg. Co 
Household Research Corp 
Houseware Sales Corp 
Representing 
Wm. 8. Watkins Co 
Houseweore Trading Corp 
view 
Duster Div 
tronics 








Howell Co., The 
Hull Cutlers Corp., John 
Hull Silversmiths, John, 

Div. John Hull Cutlers Corp 
Hunter Metal Industries, Inc 
Hutsler Mig. Co 
Hy-Plane Mfg. Co 


ideal Rubber Products Co 
Imperial Knife Associated Cos 


ne 

Inland Mfg. Div, General 
Motors Corp 

International Molded Plastics 
Inc 

International Oil Burner Co 

International Silver Co, The 

lone Mfg. Co 

tronees Co., The 

Irvin Ware Co 


joaxton Mfg. Corp 
Jeanette Glass Co., The 
Jet-O-Mat, Inc 

Jiffy Enterprises, inc 
Johnson & Son, inc., $. C 
Johnston Corp., Gaston 


KVP Co., The 
Kamenstein, Inc. M 
Kamkap, Inc 

Kaplen & Sons, Inc., Joseph A 
Karmax Corp 

Keroff Originals, itd 
Kellogg Brush Mfg. Co 
Kentley Corp 
Keystone Silver, inc 
Kidde Mfg. Co., Inc 
Kimberley-Clork Corp 
Kirk's bed 

KitchenAid Division, 

The Hobert Mfg. Co 
Kleinert Rubber Co, |. 8 
Knope & Vogt Mfg. Co 
Knapp Monarch Co 
Knickerbocker Metal Guild, Inc 
Kord Mfg. Co., Inc 
Kordite Co., Div. of Textron 

American, Inc 
Kromex Industries, Inc 


Lo Belle Silver Co., Inc 

Lafayette Products Co 

lakeside Mfg., Inc 

lend Frary & Clark 

Lasko Metal Products, inc 
The 





Representing 
R H. Lyons Co 
Leipzig & Lippe, inc 
Representing 
Eclipse Metal Mig Corp 
R. Greenspan & Co 
Levitz, Harry 
Representing 
Eastern Freme & Mirror Co 
Harle Specialty Co., Inc 
Levy Sens, |! 
Representin 
U.S. Mtg i. Inc 
Lewal Industries, Inc 
Lewis Steel Products Corp 
Liberty Electric Co 
Lifetime Cutlery Corp 
Lincoln Metal Products Corp 
Lindevep Inc 
Lisk-Sevory Corp 
Loeb, Inc s 
Sepreceeting 
American Family Scale Co 
Hobson & Botts Co 
Martin Stove &® Co 
Riverside Foundry 
The Watt Pottery Ce 








Luce Mfg. Co 
lux Clock Mfg. Co., inc., The 


McGrow Electric Co, (Bersted 
Manning Bowmen end 
Lonergen Divisions) 

Meagie Magnetic, inc 

aoe lor Co 

Products 

Me tic Silver Co 

Make tt Snow, inc 

Mallory Plastics, inc, PR 

Mapco Corp 

Mariun Mig. Co., The 

Mershellan Mfg. Co, The 


















There is No Substitute 











tor the National Housewares Exhipi, 





Mertin Rubber Co., inc 
Meson Can Co 
Mastercrafters Clock & 


Master Metal Products, in 

Mover ee. | inc., William F 
° 

Maywood Furniture Co, Inc 


Merit Creations, Inc 
Merit Enterprises, Inc 
- ~ Box Co. Overseas ird., 


Metalcroft onthe 
Metaloid Co 
Metal Ware Corp, 
Metropolitan Wire Ceods Corp 
Mever of Colifornia, Fred 
Mever & Sons, inc. W. F 
Milwaukee File Co 

jern Carpet Sweeper Co, 


inc 
Medglin Co., Inc 
Menitor Equipment Corp 
Meouli Mfg. Corp 
Munising Weed Products Co 


Inc 
Mystik Adhesive Products 


N.Y. Standard Mfg. Ce.. Inc 
Nappe-Smith Mfg Co 
National Brush Co 

Notional Cen Co 

National Food Slicing Mach 





$4 Ff Co 
Sebine Antonio T 


Sefeguerd C 
me tae io , ine 


Selten Mfg. Co., Inc 
Sanitary Receiver Co., Inc 


Schiller & Asmus, Al 
Repre 
4. K. Adams Co 


Superior Paper Prod Co 
Ine 


Jack Wing A hn 
Scranton Show 
Div. of The Corenten lece Co 
Seal Sac, Inc 
Sessions Clock Co., The 
Seth Thomes Clocks 
Seymour Tool & Engineering 


Ce 
Sheridan Silver Co., Inc 
Sherwin-Willioms Co., The 
Shetland Ce., Inc., The 
Signal Electric Div. of 

Seeley Corp 

Silex Ce., The 
Silver Chambertin Co 
Sinclair Industries, inc 
Skot Metal Products, inc 
Son-Chief Electrics, Inc 
Southern Vabricators Corp 
$s iding Industries, inc 





o., Inc 
National Potteries 
al Presto Industries, inc 
al Products, Inc 
nal Silver Co 
Seves Weed Products Co, inc 
New England Mop Co 
New Hoven Clock and Watch 
Ceo., The 
New Line Products, Inc 
Nicro Steel Products Co 
Div. of Cory Corp 
Nome Lites, Inc 
Norris-Thermador Corp 
Northern Electric Co 
Notion Accessories Mfrs 
Nu-Coler Corp. of America 
NuTone, inc 
Nylonge Corp 
Nyleo Products (New York 
Lumber & Panel Ce.) 










O-Cedar Div. of American- 
Marietta Co 

0-Cel-O, Div. of General 
Mills, Ine 

Oneida tid 

Orman Co., leonard, The 

Osrow Products Co., Inc 

Oster Mig. Co, John 

Ox Fibre Brush Co, inc 

Oxford Metal Spinning Co 
Ine 


p. BR. Mig. Co 

Palace Metal Products, inc 
Para Mfg. Co. ine 
Paragon Electric Co 
Parker-Goines 

Parker Metal Decorating Co 
rutent Novelty Co 
Pearl-Wick Corp 

Peerless Mfg. Corp 
Pennant Cor 

Peoria Metal Specialty Co 
P 





choos’ Table Mat Co 
Tex Corp., the 
ie Mera! Mig Ce 
Plastics Consolidated 
Industries 
Plastics Mig. Co 
Plastone Ce., Inc 
Plastray Corp 
Plaut & Ledermen 
Poloren Products, inc 
Pomerantz, Inc., Julie 
Portable Electric Tools, inc 
Postley, Inc, John E 
Precision Mfg. Co 
Premier Mig. Co 
ing Supply Co 
roducts, ine 
ainter Stove Works 
inc., The 
Proctor Electric Co 
Progress Mfg. Co., Inc 
Progressus 
Proton Plastics, Pro-phy-lac-tic 
rush Co 








Queker Stretcher Co 
Quality Melding Co 
Quality Products Mig. Co. inc 


Rober — ag = The 
Raonsbu : oe , Merper ! 
Ransom 

Redmon Sons & to., wc 
Reed & Barton 

Regal Wore, — 

Regent Curle 

Reneute Me oat tio Novelty Co 


ne 
Republic Molding Corp 
Retailing Daily 
Revere Copper & Brass Inc 
Rome Mig. Ce. Div 
MH 


Richmond Cedar Works 

Mig Corp 
Rivel MF Ce 
Roberts Colonial House 
Robeson Cutlery Co., inc 
Robeson Rochester Industries 


Inc 
Robinson Knife Co. of 
Seringville, N.Y 
Robinson oe Co., ine 
Rochester Can Co, ine 
Rogers Plastic Corp 
Rone Plastic Corp 
Rosenberg Bros. & Co 
Rote-Broil Corp. of America 
Royal Chrome Housewores 


Ine 
Royal Rubber & Mig. Co 
” , Ine 
Rustic Crafts Co, inc,, The 


Special Products Co 
Specialty Steel & Wire 
Products Corp 
a ey Specialty Sheet 
1 om 

ast Inc 
Hewitt Electric Div 
Stainless Were Co. of America 
Stalfort & Sens, inc. c 
Stangerd Products, Div of 

4. F. 0. Mhaq. Ce., Inc 
Stentey-Oliver Mé Ce., The 
Star Line Cabinet Co 
Sternes, Inc, Walter 
Steam-O-Matic Corp 
Stetlad Products, Inc 
Stern, A.W 

Representing 
Atlantic Tubing & Rubber Co 
Micro-Moisture Controls 











Stix Products, Inc 

Superior Electric Products Corp 
Superior Plastics, Inc 

Supreme Products, Inc 
Sweden Speed Juicer Corp 
Swing-A-Way Mfg. Ce 


Taplin Mig. Corp 

Taylor Instrument Companies 

Teamce Products, inc 

Textile Mills Co 

Thomas Co., Inc, The 

vagneees Corp., George $ 
he 


Thurnaver Co., inc, O. M 

Tipen Corp 

Tip Tep Brush Ce., Inc 

Titan Mfg. Co., Ine 

Toastmaster Products Div, 
McGraw Electric Co 

Tolede Guild Products, inc 

Transparent Specialties Corp 

Trianen Ware 

Tricolater Mig Co 

rimble, Ine 

Trie Mille Mfg. Corp 

Tri- wate Plastic Moiding Ce. 


tn 
fener & Seymour Mfg. Co 
The 


ulimen Co, Inc, The 

Union Steel Products Co 

United Plastic Corp 

United Stotes Electric Mig 
Com 

United Wire Goods Mig. Co 


ne 
Utica Cutlery Co 


vermiliion Co., inc, WR 
Victor Products Corp 
Victory Mig. Ce 
Viking Sloane Corp 
aay ange 

onve Mig. Co 
vol man & Sons, inc, § 
Vollrath Ce., The 
Voos Co., The 


Weoner Mfg. Co., The 

We Mig. Co, €8 

Wallace Products, inc 

Wallace & Sons Mig. Co, ® 

Waring Products Corp 

Washburn Co, 

Washington Forge, inc 

Washington Steel Products, inc 

Weber Bros. Metal Works 

Wecolite Co 

Weiss & Kiew 

Welch Co, W.W 

Welmaid Products, inc 

Werner Co., Inc o 

West Bend Aluminum Co 

Westchester Brickote Products 
Co.. ine 

Westclox, Division of Genera! 
Time Corp 

Western Weeds, inc 

Westinghouse Electric Corp 

White Studios 

Wickford Products 

Williams Cutlery, Inc 

Wilmert Products Corp 

Wilshire Mfg. Co 

Wilson Specialties Co., Inc 

Wises & Sons Co, J 

Welle of Sheboygon 

Wellf Products Co 

Weodpecher Woodware 
(Div. Burn-Btreues, inc.) 

Wooster Rubber Co, The 

Werldshest Industries, inc 








Zechman & Co 
Zenith Metal Products Co 
Zim Mtg. Co 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 
1140 MERCHANDISE MART, CHICAGO 54, ILLINOIS 





















LEWYT 


VACUUM CLEANER 
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NEW LOW PRICE 





{ Outdoor Advertising ) 


Poster designed by Hicks and Greist, Ine 


§ Advertising for more “See-Power”’ 


ALEX LEWYT, President 


Lewyt Corporation, says: 





“We believe Lewyt 24-sheet posters, as much as any other one factor, have 
helped make Lewyt one of the top vacuum cleaners in just 8 years. For example, 
in Canada our sales increased 40° the first year we added outdoor posters. 


We're sold on them as a vital part of our program,” 


“SEE-POWER” GIVES YOU SALES POWER 

lhe more your advertising is seen the more you'll sell. T.A.B.* figures show that in a 
typi al market 93% of people SEE OUTDOOR Average person sees it 22 times per 
month. POLITZ figures show that average exposure to pedestrian is 64 seconds—to 


motorists, 21 seconds, Circulation cost is only 15e per 1000 in average national campaign. 


*Traffic Audit Bureau 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


oO A i 60 EAST 42nd STREET, NEW YORK 17,WN. Y. 


ATLANTA + BOSTON + CHICAGO + DETROIT « HOUSTON + LOS ANGELES 
PHILADELPHIA «+ ST. LOUIS + SAN FRANCISCO «+ SEATTLE 






Pps 
ie 


Put your Advertising Outdoors and Watch America Go Buy! 






Copyright 1956 Outdoor Advertising lnc 

















A Season of’ Brides, 
Grooms and Grade 


Nat 


BETTER PHONE GRAYBAR NOW! ‘a 


Sales will reach their mid-year peak as folks shop for gifts for 



























the new bride, groom or graduate. And only quality will do for 
these festive occasions. They want to give — and get — brand 
name appliances that are known and respected. 


That's why we say... better phone Graybar now. For Graybar 
is your most convenient, single, source for the best lines of electric 
housewares. Sunbeam, Universal, GE-Telechron, Toastmaster, 
Altec, and ILG are some of the nationally advertised products 
available. 


Ask a Graybar salesman to call on you. He can not only pro- 
vide complete product and price information but can suggest 
ways to build store traffic and create selling displays and pro- 
motions. Don’t hesitate — better phone Graybar now! 629-64 


by 
Crs 
Your customers want the popular appliances... eo 


420 Lexington Avenue, New York 17, N. Y, IN OVER 130 PRINCIPAL CITIES 






THERE'S SOMETHING New/ 
ABOUT THE OLD GRIND! 


and really... 
‘Le terrifie ! 








4 eng ile 
GRINDER 


Added use with the —— 
Ice Crusher Head = 


It's quick and easy . Z 
to attach — utilizes Re 

the grinder power e hi 

unit. Crushes ice to i 
nine different sizes 

for any and all 

household needs. 


A Real Profit-Maker 


Only F91QEC 


Retail — 
a 


TT? 
\ UE ee 


J 


It's Another Great Product Created by 


John Oster MANUFACTURING CO. 
Johu DEPT. F, 5047 N. LYDELL AVE., MILWAUKEE 17, WIS., U.S.A. 
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Your customers want Hotpoint because they know 
and trust the name. They want Hotpoint Dishwashers 
because friends who have them in their homes are well 
satisfied with them, They want Hotpoint Dishwashers 


because they have been pre-sold on them by television 
advertising month after month and know why they 
are the best. They want Hotpoint Dishwashers that 


they have been pre-sold on through advertisements 
in the nation’s leading magazines. They want the 
Dishwasher that is so often selected by the foremost 


magazines for special editorial features. 


Your best prospective customers realize how im- 
portant dishwashers are in making any home more 
modern, more convenient, more liveable . . . and more 
of them are being pre-sold on Hotpoint Dishwashers 
every day through consistent Hotpoint advertising. 
Hotpoint is the only Automatic Dishwasher 
recommended by one of the leading consumer 
research organizations in the last four years! 

Learn how Hotpoint outwashes all other dish- 
washers and helps you sell more complete kitchens. Con- 
tact your Hotpoint Distributor today! 


Hotpoint Dishwashers Are In The News. They Are Advertised 
In Full Color In The March 26 and April 23 Issues of TIME. 





APRIL, 





1956—ELECTRICAL MERCHANDISING 


EXCLUSIVE NEW 
HOTPOINT Spol-fs4 DISHWASHING 
OUTMODES ALL OTHER METHODS! 


DISHES SPARKLE... GLASSES GLEAM... SILVER GLISTENS... 
THE RESULT OF THE COMBINATION OF 2 EXCLUSIVE HOTPOINT FEATURES 








TWO COMPLETE 5-MINUTE WASHES with fresh detergent each time 








Detergent Goes into Both Cups of Hor- First Detergent Wash: Following the Second Detergent Wash: After the first 
point’s automatic dual-detergent dispenser, automatic pre-rinse, the detergent in the wash-water drains away, the cover flips 
located on the inside of the door. Then the right cup mixes with the swirling hot down automatically, exposing fresh de- 
cover is cocked to seal off one of the cups. water for the first five-minute wash. tergent for the second complete wash. 


TWO THOROUGH RINSES with super wetting agent in final Spot-Less rinse 












LoS 
AA ME 


~wsaies- .' 
RD AZ 


bs MAT 
— 














Super Wetting Agent, ‘‘Rinse-Dry’’, is Compare the Results: The ‘clean’ glass, Spot-Less Drying .. . the automatic result 
automatically injected into the final rinse left, was rinsed in plain water in an ordi- of Spot+Less Washing and Spot+Less Rins- 
water. Water can't form drops, can't dry nary dishwasher. Glass at right was rinsed ing followed by sanitary drying in pure, 
as spots on dishes, glasses or silver. the Hotpoint Spot+Less way. electrically-heated air. 


ook te TOtpoOUnd for the finast- first! 


RANGES © REFRIGERATORS * AUTOMATIC WASHERS + CLOTHES DRYERS + DISHWASHERS + DISPOSALLS” » WATER HEATERS +» FOOD FREEZERS + AIR CONDITIOWERS + CUSTOMLINE 
HOTPOINT CO. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, Illinois 
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brings 
you 














Look over any line of portables . . . from any 
manufacturer. Then look at Capehart. Here are four 
models that meet all the demand for this fast-selling, 

big-profit market. With Capehart you meet any request ‘ 
with the smallest possible inventory . . . you save 

because your stock is small! Get the full details 

on portables. See your distributor or write 

Capehart-Farnsworth Company, Fort Wayne 1, Ind. 
Full-wave “INTERNATIONAL” meets all 
the demands of the most discriminating 
tastes, 8 bands receive standard, short 
wave, marine, aviation, police, weather 
and amateur transmissions. Model 88P66 


in twotone brown and tan leatherette. 
9 






























Popular personal portable 
makes an entertaining companion at beach or 

picnic. Model 1P55, Plastic cabinet in $ 
Burgundy, Surf Green, Sun Tan or Coral. # 





The “TOMBOY” 3-way portable goes anywhere 
in its shatterproof case. Model 2P56, sturdy steel case 
in rust-proof Charcoal or Silver Mist finish. 


comING! 


The first 
FULL POWER, FULL SIZE 
ALL TRANSISTOR RADIO 
-+» from Capehart! 










3-Speed portable phonograph for the 
record enthusiast on the fly. It’s the life of 
any party! Model 42TP36BNL in 
Brown-and-White tweed case with saddle 
tan trim, AC only. 








CAPEHART-FARNSWORTH COMPANY, Fort Wayne 1, indiana 
A Division of international Telephone and Telegraph Corporation 
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Only Dormeyer Drill Kits offer 






you All These Advantages! 








Drill Kit #310 with 4” Drill, Saw Attachment, accessories lists $29.95 


Bigger profit margins! Lower list prices! 


More accessories! Professional quality throughout! 


Four different kits from #24 to $3495! 


No other line today offers you such a combination of exclusive 
features for fast sales ... easier sales... more profitable sales! 

Only Dormeyer Drill Kits have a safe, easily attached saw 
accessory. Only Dormeyer Drills have exclusive Armature Loks 
for easier, faster bit changes. Only Dormeyer offers ball 
bearing construction and geared chucks at such low prices. 
Only Dormeyer gives you liberal... uniform discounts. 


For a complete catalog of Dormeyer Power Tools, 
call your distributor or write to Dormeyer. 














Perry Como NBC-TV 
Show backs you up! 


On Saturday nights, Dormeyer demonstrates. .. 
sells . . . promotes its appliances and power 
tools on the top-rating Como Show to a huge 
television audience of more than 16,000,000 
homes! Here’s advertising the way you like it! 
Here’s selling right on your retail level! 
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Dorme . er DORMEYER CORPORATION + POWER TOOL DIVISION + CHICAGO 10, ILL. 
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» “Here's why DORMEYER 
GIVE YOU FOUR 


MARVIN ALLESEE 
Vice President and 
Director of Sales 





Sa 


A Gago 0% if 




















NEW POP-UP TOASTER. Toasts HURRI-HOT ELECTRI-CUP. Only 4-10 CUP COFFEE-WELL. Automatic 
according to moisture content of bread — electric cup promoted and sold for dozens coffee maker with famous Dormeyer warm- 
makes much better toast. Shockproof of different uses! Model 6700 $14.95 brew controls. Model 6901 $19.95 
exclusive. Model 6300 $19.95 





‘it happens to nearly all our dealers! When a customer buys any one 

of the Dormeyer breakfast appliances, she invariably wants the other 

three. If she doesn’t buy them then and there, she makes a mental note to get 

them as soon as she can. Because, for beauty ... price... and quality 

performance . .. no other appliances can compare with Dormeyer!”’ 

It’s the fastest selling line in the field today! 
All of Dormeyer’s selling effort goes into the merchandising, promoting and 

selling of kitchen appliances. This is our specialty—and we push it for faster 

dealer turnovers . . . bigger profits! 


All Dormeyer appliances are factory guaranteed. 


ORMEYER 
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DORMEYER CORPORATION 
CHICAGO 10, ILLINOIS 















Breakfast APPLIANCES 


E S instead of One!” 











A nationally 
televised LEADER! 


June Bride Special 


On the top-rated Perry Como TV Show... 
Dormeyer demonstrates . . . sells . . . pro- 


motes the new stainless steel Coffee-Maker 
FAMOUS FRENCH-FRY SKILLET. to over 10,000,000 families! Priced far below 
Only skillet you sell complete with cover 
and fry basket at one low price. 


A Model 6400 $19.95 






any other similar model on the market, this 
beautiful appliance is going to be the hottest 
retail item in the business! 

Order from your Dormeyer distributor 
now ...and cash in on this money-making 
Perry Como Special. It’s a natural! 






















It’s not enough to make the finest line of kitchen appli- 
ances! It’s not enough to guarantee every appliance and 
to stand behind that guarantee. It also takes good hard 
selling. Consistent, aggressive advertising! And Dormeyer 
is backing you up with plenty of it! 

More than 30,000,000 people watch Dormeyer’s Perry 
Como TV Show Saturday nights! And thousands of 
those people are right in your city! That’s impact! That’s 
selling right on your retail level! And you just can’t miss 
on the big new volume sales . . . because T'V is a fabulous 
perepsiychremma heavy customer traffic. , MAKER 

‘AS JW on the hottest of all kitchen appliances 

. and on this big advertising “‘sales push.’”’ Call your All statshess steel 
Dormeyer distributor today. Have him tell you about Mode 16 
the big profit story and liberal discount margins on all $29" 
Dormeyer appliances. 














Remember! Dormeyer makes more mixers ...sells more mixers than any other maker 
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WHITE x. 


















a 


Sew easiest/sell easiest with a White! 














en cee Ce ae eee Protected... exclusive franchise When can you talk with us? We're ready, right now, 
t ) —_—__— to assign new sales territories for the famous Wuire line i 
[ H | builds security for the future (Some shown above.) You know the Wurre name. So do 
« GB) | your customers. And, they'll know even more about it 
Cy ( F } = Gi. | Actually try one yourself! You'll see why a Wurre Auto- this vear. 
“ aes 2 {| » — } ’ iy _ oe matic Rotary is easiest to use .. . and, therefore, easiest to Take a few minutes to find out about our propositior 
L ; al y D | ( sell, This is the lowest cost automatic zig zag machine Write, wire, or call us. We'll show you a machine and a 
8 fv i ii } available from a long-experienced American manufac- price that can’t be matched Wuite Sewinc MAcHIN: 
; \ _ turer. When you handle it, you enjoy the longest profit Corporation, Cleveland 11, Ohio, In Canada, the White 
_ nt DE uy » margin of any. Plus a protected exclusive franchise ! Sewing Machine Products, Ltd., 602 King St. W 
| | A ) In addition, you are supported by the most spectacular Toronto, Ontario 
au | 5 ] advertising and merchandising campaigns we've ¢ ver had 
Oe ~, ‘ 





| \ Over 20 million women (readers of Lire, Goop 
— ——— Housexrerine, Lapis’ Home JourNAL, Parents’ Mac- ° 
SELL EASIEST/EARN MORE with White Sewing Ma AZINE and SeveNnTEEN) are secing unique, hard-selling sewing 


chines (A) 666 Automatic Rotary, (8) 17 desk, (C) 651 Wurre ads through the year. (Full color, too.) 


Zig Zag Avtomatic, (D) 110 walnut console, (E) 277 —_—-_—_ o_o a oa a a ee a a a oe oe 


* 
Rotory De Luxe, (F) 21 modern console, (G) 117 maple In your store, many unusually effective merchandising h 
cabinet, (HM) 243 Standard aids help them decide on a Wurre. (And, help you sell it!) SINCE 1876 mac ines 
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Ce oh RA ating Silane ence. eS sry 





- 


SADIO-INGINERRTO fOr 
Letra Wistimine wOuRS 





Introducing the new champion... 


RCA BATTERIES FOR TRANSISTORIZED RADIOS 


Yes, the transistorized radio receiver is here to stay, and that means extra “transistor” battery business 
, for you. Folks like the new transistorized receivers because of their compact size, perfect portability and 
economical use of battery power. They'll be taking these receivers everywhere. Be ready to fill “transistor” 
battery needs. Only a few battery types to stock to fill virtually all of your requirements; very little 
display space needed. In addition, RCA has a comprehensive line of batteries for all your portable needs. 
And remember, the famous RCA name on a battery means a battery practically pre-sold. 


RADIO BATTERIES 


RADIO CORPORATION OF AMERICA 
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Fee Big-Bin 


NOW/1\N THE POPULAR 


TWO-dor 


REFRIGERATOR-FREEZER! 


Just Open the Door—For the Most Convincing Sales Story You Ever Told! 


@ |t's Big . . . It's Different . . . It Brings the Food @ Two SEPARATE COOLING SYSTEMS provide a 
to You. 91-pound true food freezer and a large ideal- 
humidity refrigerator. 


@ The SWING-OUT VEGETABLE CRISPER, easily 
removed for filling or cleaning, holds and dis- 

@ 't's available in five Hotpoint Colortones and plays 2/3 bushel of fruits and vegetables with 
Classic White. sealed in freshness. 


@ The SWING-OUT BOTTLE STORAGE holds eight 
1/2 gallons of milk with space to spare. 


The Hotpoint BIG-BIN is being pre-sold to your trade with a hard-hitting merchandising 
campaign... 


*.) 
me ee 
: On ABC's Top-Ten-Rated TV Show @ |n National Magazines 


ad 
ROLLERS | "The Adventures of Ozzie and Harriet” LIFE—4-Color Spreads—May 7 and July 2 
a 


May 18, June 1 and June 15 4-Color Page— June 4 


This is another Hotpoint @ In Sunday Supplements LOOK —4-Color Spread— June 19 


lusive that T THIS WEEK, AMERICAN WEEKLY ond PARADE oSerey Pageeeyney 50 Say ey 
exciusive that reaily Full Coler Popes in 117 Lees! Papere— BETTER HOMES & GARDENS—2-Color Pages — 


° May and Jul 
May— J —and Jul yo y 
aM Lee MoY—June—and July 
Pli4- Other Magazines, Liberal Co-op Advertising, Timely Promotions 
—toe lever locks rollers and a Smashing Local Merchandising Program Tailor-Made For You! 


when not in use 


if you re interested in a bigger share of the Refrigerator 
market, have your Hotpoint distributor give you the 

full story on how the Hotpoint BIG*BIN is obsolet- 

ing old-fashioned, conventional refrigerators. 
Investigate his liberal finance pien.. . 

helps you buy ... helps you sell! 


ELECTRICAL MERCHANDISING—APRIL, 1956 PAGE 61 















wt 


orae™ 








new a 


ATTENTION: APPLIANCE DEALERS! 


Cascade's high-powered - 


advertising is helping you 
SELL MORE DISHWASHERS 


The greatest ad campaign in 
the history of dishwashers! 


Month after month... Full-Color Ads keep selling 
millions on the advantages of owning a dishwasher! 


It's sensational! Yes, a tremendous 
Cascade advertising campaign is build 
ing up millions of prospective buyers 
for automatic dishwashers! That's right 

. in your own market area you'll find 
loads of lively new prospects, ready to 
be turned into buyers! 

Here's the way it works: Cascade is 
running the greatest advertising cam 
paign in the history of the dishwasher 
industry full-page, full-color ads, 
month after month in the multi-million 
circulation magazines illustrated here! 
These ads feature the machines of many 
leading manufacturers. And you can 
make this tremendous advertising work 





silver 





Cascade gets glasses, 


“Close-UP © Coat 








Cascade... 


GENERAL ELECTRIC 


for you... by tying it in with your local 
activities and store promotions. 

Remember, the machines you sell 
regardless of make—deliver peak per 
formance when is used. Yes, 
cleaning results new safety 
that were possible. And 
it’s because and only Cas- 
cade, has a remarkable new formula. 
It’s amazing! It’s revolutionary! No 
more No more annoying safely 
That’s why Cascade means 
a big increase in consumer satisfaction 
with automatic dishwashers . . . the 
kind that spreads good will and pre- 
sells prospective buyers! 


Cascade 
and 

never before 

Cascade, 


spots! 


pr oble ms! 





... and Procter & Gamble’s CASCADE is helping you 
\ build traffic and close sales in many other ways, too! 


i } If you really want to boost your dishwasher  « 
es sales, Cascade has many waystohelp you! Here _f 
are a few examples: special discount plan on 

colorful store material .. . 
own use of a remarkable new publicity film on 


your 


HOTPOINT 


KENMORE 


















lishwashers! Cascade’s program is worked out 
or you in every detail. / 
For full information see your Cascade repre- 


sentative, or write to Procter & Gamble, Box 
32, Cincinnati 1, Ohio. 


Cascade is recommended by every leading manufacturer of Automatic Dishwashers ! 


WESTINGHOUSE 







YOUNGSTOWN 





KITCHEN AID 
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Roll out the big guns! Strike up the band! 
Here are the models... the campaign ... the sales 
helps you need to make '56 your biggest fan year ever! 


3 NEW MODELS! guaranteed for five years. 


TA 
ye 











re 





New Portable 3-Way 
Ventilator! New “Dodt¥eurself” New 20” 
Popular price . . . 24” “Pancake’’ Direct Drive Electricaily Reversible 
beautifully designed! Attic Ventilator! Window-Type Ventilator! 





DIEHL’S “56 FAN LINE IS SO COMPLETE, SO BROAD 





1m Ul, otter Homes ond Gorden, and ether top magusines, «A ., 


eases eS 3 3 sit 


pucr LITERATURE AND DISPLAY MATERIAL GALORE 


% 


PRO 













+++ posters... eee 
hockii. iilogs 
display stands! 








on ot DIEHL MANUFACTURING COMPANY 


THE SINGER MA ING COMPANY Electrical Division of THE SINGER MANUFACTURING COMPANY 
Makers of the world-famous SINGER SEWING MACHINES Finderne Plant, SOMERVILLE, NEW JERSEY 


ATLANTA - 
















BALTIMORE + CHARLOTTE,W.C. + CHICAGO + CINCINNATI « DETROIT - MILWAUKEE + WEEDHAM. MASS. « WEWYORK + PHILADELPHIA - pPrITTSeURGH 
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N 1954 we had a business recession in the 
United States. Sales fell about 4% during 
the year. If management had followed the his- 
toric pattern of business ups and downs, adver- 
tising volume would have fallen much further 
But in 1954 the volume of advertising did not 
fall. It increased over 5%. Every effort was made t 
stimulate sales when sales were needed to sustain 
prosperity 

This was something entirely new under the 
sun. It had a powerful influence in making the 
recession of 1953-54 one of the miidest on 
record, It helped greatly to speed business on 
to the record-breaking levels it has attained 
today. 

There are several reasons why America’s 
business management attacked this decline in 
sales with more advertising. One of them grew 
out of the greatly strengthened position of the 
American consuming market. Consumers’ in- 
come after taxes has been rising an average of 
over $10 billion a year since 1946, and this 
rising income is more widely distributed than 
ever before. Furthermore, consumers have piled 
up reserves of about $215 billion in cash or its 


, McGraw-Hill 


PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York 36, N. Y. 





HEADQUARTERS FOR 


equivalent. These reserves offer a new and 
powerful inducement to increased selling and 
advertising effort even in the face of a possible 
decline in consumer income. 


T aking the Longer Vieu 


However, the principal reason why a sales de- 
cline was attacked with increased advertising 
is management's new-found conviction that 
good advertising is essentially an investment 
in the development of a market. Successful 
development requires sustained investment. 
The inclination of business management to 
take this longer view, is, of course, motivated 
by the fact that the American market, with 
over 3 million consumers being added annu- 
ally, is growing at a prodigious rate. 

Ten years ago only a handful of companies 
had plans for investment in new producing 
facilities extending beyond the current year. 
Today almost all leading companies have in- 
vestment programs running some years ahead. 
And keeping pace with these long-range 
business investment plans has been the devel- 
opment of sales and advertising programs to 


BUSINESS INFORMATION 
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Kill a Business Recession 


reach tomorrow's greatly expanded markets 

This crucial role of advertising in providing 
driving power for our economy is gaining 
greater recognition every day. In his recent 
book, “People of Plenty,” Professor David M. 
Potter of Yale University remarked: “‘Advertis- 
ing is not badly needed in an economy of 
scarcity, because total demand is usually equal 
to or in excess of total supply, and every pro- 
ducer can normally sell as much as he pro- 
duces. It is when potential supply outstrips 
demand—that is, when abundance prevails— 
that advertising begins to fulfill a really essen- 
tial economic function.” 


Advertising’s Key Role 


Today abundance so completely prevails in the 
United States that it has been conservatively 
estimated that as much as a third of everything 
offered for sale falls in the realm of “optional 
consumption.”’ That is, consumers can “take 
it or leave it’’ without any immediate personal 
inconvenience. But if they decide to “leave it,”’ 
a terrific economic depression will not be far 
behind. In such circumstances, advertising —in 


which, in all of its forms, we are now investing 


about $9.2 billion annually—clearly is of cru- 
cial importance to our continued prosperity. 

In performing its key role in past years, 
American advertising never realized its full 
potential. It successfully promoted sales. But 
it never was called upon to promote an overall 
economic stability as a direct outgrowth of 
increased sales. 

By successfully promoting both sales and 
economic stability, as it did in 1954, advertis- 
ing surely has added new strength to the 
American economy. It has also added a great 
new and constructive dimension to advertising 
itself. This accomplishment gave great signifi- 
cance to the celebration of the first National 
Advertising Week in February, 1956. 









One of the surest means of expanding 
your sales volume in today's $150 billion 
industrial market is through dominant 
advertising in the publications directly 
serving your major Customers and pros- 
pects, 

McGraw-Hill’s business and technical 
publications can give you quick access to 
the men who initiate, specify and approve 
the purchases of industrial products and 
services. Because all are leaders io their 
respective fields, you are assured a maxi- 
mum return on your investment when you 
specify a McGraw-Hill publication to 
carry your advertising to your most im- 


Bont oS Se pena eee 
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“,.- heartily recommend it as a 


definite aid to increase sales” 


















soys A. A. DEMAREST, Sales Manager, Stratton-Baldwin 
Co., Inc., Admiral Distributor, New Orleans, La. 


“Serving several thousand retailers in Admiral’s ‘deep 
South’ area, we’ve found that CommereciaL Crepir 
PLAN enables the dealer to handle a greater amount of 
merchandise without tying up his capital. The merchan- 
dising features of this plan mean ‘plus’ business for 
the wide-awake dealer. Because of its many advan- 
tages, we heartily recommend CommerciaL Crepir as 


a definite aid to increase sales.” 


Commercial Credit dealers 
are successful dealers 








Write or call our nearest office for complete 
information on the benefits of CoMMERCIAL 
Crepit Pian. Why not do it today? 





’ COMMERCIAL CREDIT CORPORATION 

: x A service offered through subsidiaries of Commercial 
COMMERCIAL Credit Company, Baltimore .. . Capital and Surplus 
CREDITIPLAN over $190,000,000 . . . offices in principal cities of the 
“ “¢ United States and Canada. 


ie: 
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Electrical 


Merchandising 


Vol. 88 No. 4 





It's been 10 years since the end of World Wa; II 


Electric Housewares volume has more than doubled in that time 









A host of new products have appeared on the scene 


A distribution revolution has been sweeping the industry 


To put all these in 


their proper Perspective we asked manufacturers 





“What's Happened to the 
Electric Housewares Industry ?” 


By TED WEBER, Jr 


But that’s not all is due to the phenomenal acceptance of the 
It’s a bigger, — ae ae had not made its appearance 
aggressive and more impressive 7” 16 Now, steam irons outsell all other 


: : types 

than it used to be. It actually bears only , pes combined 
At least a half-dozen of today’s top volume elec 

a faint resemblance to the industry we knew 


n 1946 tric housewares were not on the market in the 
} immediate postwar years. Last year, for example, 
blenders, broilers, fryers, fry-pans and portable 
mixers accounted for 215 million at retail. Not 
one of these products was available in 1946. It’s It was 


no matter how vou look at it 
broader, mort 
industry 


In 1955 the industry (including fans) did more 


than a billion dollars worth of business for the 
first time in history. That’s more than double 
the immediate-post-war total. 

In line after line sales have jumped since 1946 
Bed coverings, broilers, clocks, mixers, roasters, 
havers—all have registered increases since 1946 
Some have been spectacular Unit sales of 
havers, for example, have more than doubled 
Bed covering sales are running at seven times the 
1946 pa Even among relatively 


vare ke clock iles have climbed since 1946 


ELECTRICAL 


“old” house- 
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estimated that 40 percent of the industry's vol- 
ume last year was done in products which have 
ippeared on the scene since 1946 


That's not all. Even the products which were 


on the market in 1946 have changed drastically 
in the ensuing 10 years. This has meant a more 
automatic, more useful—and more expensive appli 
ince. As an example consider irons. Although 
sales in 1955 were about a million and a half 
units under the 1946 figures dollar volume was 
up by $32 million. A good deal of this increase 


1956 


ways a competitive market but it’s become more 
than that as increasing volume has encouraged 
manufacturers and retailers to experiment with 
new avenues of distribution Ihe result has 
been a fantastic growth of off-list selling and of 
merchandising through a whole series of outlets 
which were almost unknown prior to the war 
These include discount houses, catalog opera 
tions, supermarkets—almost anybody who thinks 
he can deliver volume on the industry's vastly 
expanded line of products 
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WHAT'S HAPPENED 10 
THE ELECTRIC HOUSEWARES 
BUSINESS... 


Pinpointing the most signifi- 
cant developments in the 
industry since 1946 is a dif- 
ficult job. 


But that’s what Execrrica, Mercuanpisinc asked a 
cross-section of electric housewares manufacturers to do. 
Those responding included: N. H. Schlegel, vice-presi- 
dent of Cory Corp; Robert Shaffer, director of sales 
for Dominion Electric Corp; Marvin Allesee, vice-presi- 
dent and director of sales for Dormeyer Corp; W. H 
Dennler, manager of portable appliances for G-E’s house- 
wares and radio receiver division; and John J. Anderson, 
manager of portable appliances for Westinghouse. 

Why is it so difficult to isolate the ‘most significant’’ 
developments in the industry? Primarily, it’s because so 
much has happened to the economy as a whole and 
the housewares trade in particular since 1946. In addi- 
tion, many of the Seleemante are inter-related and 
it’s difficult to isolate them 


Dennler: There have been so many specific changes in 
the electric housewares industry since the end of World 
War II that it is indeed difficult to single out three 
as the most important. A great deal of the difficulty 
arises, of course, because all of these changes are de 
pendent upon, and in many cases are offspring, of one 
another 


The most fundamental de- 
velopment has been in the 
growth of the economy as a 
whole. 


Take population first. We are growing at a rate of 
from 2.5 to 3 million people a year. By midsummer 
population will be near 168 million, up more than 20 
million since 1946. By 1970 we will number 204 
million 

Even more important is the explosive growth of the 
middle-income group, the great mass market for con- 
sumer durables. More than 70 percent of the nation’s 
total families now earn more than $3000 and the aver- 
age family income before taxes is now around $5000. In 
1935 there were probably not more than five million 
families whose earnings (at today’s prices) would corre- 
spond to this figure and even in 1941 there were less 
than 10 million. Today there are 21 million. About 


A LONG LOOK § 


19.5 million of these are in the middle income market. 
Between 1950 and 1953, for example, income in this 
group rose by over $17 billion a year. 


Schlegel: With a growing population adding a new 
market the size of the city of Philadelphia to the total 
United States market place each year there is little 
that needs to be said about the importance of such 
population growth in terms of over-all economy and 
increased sales potential. 


Allesee: More money in the hands of the “middle mil 
lions,” the growth market now being reached through 
aggressive selling with tie-in promotions, has helped 
to establish happier and more comfortable homes through 
electric housewares. We must appeal to this new mid- 
dle income group as we have to some measure satisfied 
the needs of the higher income families 


In many respects, however, 
the growth of the electric ? 
housewares industry has out- 
stripped the growth of the 
economy as a whole. 


Basically, that’s because living patterns were changing 
even as the population was growing. There were fewer 
servants. Housewives wanted more free time and there- 
fore looked for more from the labor-saving equipment 
they purchased. And, all over the United States a trend 
toward casual living helped stimulate sales of electric 
housewares. 


Schlegel: The fact that each new family is being formed 

in an era when more leisure time and automatic labor- i 
saving devices are the featured themes and products of : 
the day means, I believe, a constantly increasing em- 

phasis on electric automatic appliances. This trend has 

largely accounted for the great increase in dollar sales 

in electric housewares since the end of the war and, I 

believe, sounds the keynote to a future market place in 

which appliances, to be sold, will, of necessity, be com 

pletely automatic in every respect. 


Dennler: The electric housewares industry's mastery of 
temperature control in cooking appliances (such as the 
rotisserie and skillet) has coincided perfectly with the 
ever-growing national trend toward informal living. Our 
new concept of “casual cookery” has awakened possibili- 
ties so attuned to the basic ideas of modern American 
home life that the potential for our specific industry 
is indescribable in current terms 
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7 BACK...A QUICK LOOK AHEAD 


Shaffer: ‘This new casual and outdoor living has greatly 
stimulated the demand and necessity for increased pro 
duction of automatic and portable appliances such as 
the electric skillet which almost completely supplements 
the range. 


Anderson; The American homemaker has cultivated a 
far greater preference for the use of special purpose, con- 
trolled heat appliances. Mrs. Average Homemaker is 
hearing and learning more every day about the ad- 
vantages of cooking by thermostatic controls. As the 
reputation of these appliances spreads undoubtedly this 
preference for special purpose electric housewares will 
continue to grow. 


Allesee: We have seen in these years the marked change 
of appliances developing from the household luxuries 
of the 1930’s to the family and kitchen necessities of 
our present American way of life. 


Taken together, these two 
factors (the growth of the 
economy and the increased 
demand for the products 


which the industry produces) 


have spelled impressive 
growth for the electric house- 
wares industry. 


ELECTRICAL 


This can be measured in tangible terms of units sold 
and dollar volume attained. In this respect, the achieve- 
ment of a billion dollar volume last year is a real yard- 
stick of the industry’s post-war growth. But there are 
less tangible but equally important evidences of growth. 
Taken together, they spell out an added stature which 
the electric housewares industry has achieved since 1946. 


Dennler: Probably the most significant development 
since 1946 has been a basic change in attitude. Alt oy a 
it is difficult to strictly define, it is best exemplified by 
the growth, shortly after the end of World War Il, of 
the new importance assumed by electric housewares de 
partments within larger companies and the new im 
portance assumed by the smaller specialized electri 
housewares manufacturers. The direct outgrowth of this 
new recognition of importance was an immediate notice- 
able improvement in the general quality and design of 


the products of these departments and companies; an 


improvement which has been growing ever since. 
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Despite the impetus afforded 
by the expansion of the econ- 
omy as a whole, the growth 
of the electric housewares 
industry has not been a mat- 
ter of “just growing.” 


It’s true that the expanding economy and the chang 
ing demand for more automatic appliances provided a 
favorable climate for growth, But the industry was not 
content to rest there. Advertising today involves tech 
niques and budgets undreamed of 10 years ago. And 
merchandising, too, has sought new approaches to the 
problem of moving vast numbers of appliances, 


Allesee: Increased advertising through TV and the 
other promotion media have broadened the appeal and 
selling opportunity. 


Dennler: (We have seen) new concepts of mass adver 
tising and mass merchandising in general, 


Allesee: From the earlier days of postwar hysteria for any 
kind of electric appliance we have progressively gone 
through greater selectivity in product choice, Re-establish- 
ment of name brand acceptance, and the pre-eminence 
of a select few manufacturers whose finer products, alert 
ness, and sales objectives has broadened our markets to 
serve more and more people. 


Among the most controver- 
sial of these merchandising 
techniques is Fair Trade. 


Today the debate over the merits of resale price main 
tenance waxes stronger, perhaps, than at any other period 
since the end of World War II. Earlier in this period, 
Fair Trade claimed considerably more adherents although 
some of these paid it little but lip service. Today it is 
still enforced by a “hard core” of manufacturers who 
make it the cornerstone of their merchandising structure. 
They believe in it and believe it can be enforced, Others 
disagree, And the arguments still fly. 


Dennler: Another significant development has been the 
change in our merchandising technique and the division 










































































of the industry into Fair Trade and non-lair Trade 
camps. Closely involved in this change was the terrific 
growth of public consciousness of brand name met- 
chandise, our rapid change-over to mass production tech- 
niques born of the war and new concepts of mass adver- 
tising and mass merchandising in general 


Schlegel: Small dealers who are completely realistic will 
find that with the present status of Fair Trade laws they 
can no longer be depended upon as a stop-gap against 
widespread discount selling 


Shaffer: lair Trade has been an important factor in the 
ippliance industry. It has helped to make the electric 


ipphance business a sound, profitable and expanding 
industry 


Not all of the new merchan- 
dising techniques have origi- 
nated at the manufactur- 
ing level. Some of the most 
explosive and far-reaching 
in effect have originated at 
the retail level. 


I'he discount house, for example, has grown from a post 
war phenomenon to a permanent fixture in today’s retail 
ing picture. A whole array of new retail outlets has 
appeared on the scene. These include supermarkets, 
catalog houses, premium users, door to door merchants 
and rack operators, It’s estimated that in 1955 alone 
the number of catalog houses offering small appliances 
increased from 35 to almost 100. These changes have 
forced corresponding changes on the retailers who pre 
viously dominated the imdustry. The conventional 
specialty dealer has found it necessary in some cases to 
imitate some of the discounter’s techniques, to try for 
volume instead of unit profit. Department stores have 
faced similar problems, Some have left the business. 
Others are fighting back aggressively on a price basis 
Still others are promoting and merchandising more 
aggressively 


Anderson: ‘There is an increasing trend to the growth of 
mass selling outlets. Call it discount house selling, 
supermarket selling, or what you will, there are many 
more big volume outlets promoting and selling electric 
housewares today. In addition, national grocery chains 
and national variety store outlets are studying the 
possibility of actively pushing electric housewares 


Shaffer: The advent of the discount houses, super mar 
kets, premium users, stamp plan operations and house 
to-house selling has resulted in a much broader distribu 
tion pattern and has resulted in increased sales of electric 
appliances 


Schlegel: Especially significant is the increasing per 
centage of business on electric appliance and housewares 
items sold mail order. ‘The fact that mail order dis 
tributors and dealers have had such a rapid growth dur 
ing the last few years should, in my opinion, serve as 
a warning to small dealers that to hold their own in the 
sale of electric housewares they must aggressively pro 
mote service. . . . The fact that more and more con 
gsumers are learning daily that they can get what they 
want promptly delivered through catalog sources as 
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opposed to frequent unavailability through local dealers 
is, in my Opinion, a serious threat to the long term sale 
of packaged housewares and electric housewares by local 
dealers. ... Probably the single greatest threat to the 
small electric appliance dealer is the increasing activity 
of the large discount houses. 


The picture as it emerges 
today is paradoxical; the in- 
dustry is handling steadily 
increasing volume while 
faced with steadily growing 


merchandising problems. 


Ihe industry’s growing volume prevents a pessimistic 
evaluation of the future. But the problems cannot be 
overlooked. This is particularly true in the case of the 
independent appliance dealer who today must look 
toward preserving his historical position in the industry. 


Allesee: The last 10 years have established a founda 
tion that will double our industry’s gains of the last 
10 years in the next decade 


Schlegel: Experienced dealers who have aggressively pro 
moted against expanding discount house activities have 
found, however, that their customers are willing to pay 
a premium for the kind of personalized local service 
and availability that only the smaller neighborhood 
dealer is in a position to render. . . . Some dealers have 
felt that they have an important place in the shopping 
habits of the communicy in which they are located and 
have successfully competed and continue to maintain 
ind in many cases—increase their profits and volume. 
In short, there is greater opportunity and greater mat 
ket potential in electric appliances than ever before 
and more complications through expanding discount 
activities and mail order sales than ever before. The 
smart and aggressive dealer, however, will recognize 
the long term increasing potential and will take immedi 
ate steps to aggressively promote electric housewares so 
is to capture his fair share of the very important and 
growing volume that is to be realized in the future 


That's the way any coverage 
of the past ends—with a 
look at the future. 


Basically, that’s because, for all of its spectacular growth, 
the industry still has vast opportunities ahead of it. The 
basic market it serves is constantly growing The 
variety of appliances it markets is being steadily ex 
panded. Both of these developments are clear. What 
is not so clear is the individual merchant's role in 
tomorrow's market. ‘To some extent it will be deter 
mined by factors beyond the individual's control. But 
a good deal also depends on the retailer himself. And 
only he can adequately answer the question of how 
actively he will go after tomorrow’s housewares business. 


End 
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window displays and advertising call 
public attention to Walker-Scott’s 

annual spring promotion on the 
seventh floor and help 


the store again go 


Sky-High 
with 
HOUSEWARE 


By HOWARD J. 


NE big, week-long splurge starts 
electric housewares rolling 
through the profitable spring 


ind ear] 
Walker 
year in | 
just etore 
Dieg« 


Wwar»e 


summer gift season at the 
Scott department store. Each 
ite April, just after Easter and 
Mother's Day, this San 
tore puts on a six-day house 
promotion that achieves these 
two important aims 

1. Immediate volume 


that more 


than justifies the relatively small cost. 
In 1955, during the week of April 25, 
dollar lume in electric housewares 
mor in doubled that of any of the 


ELECTRICAL 





Big signs by the elevators, 
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first three weeks of the month. Tota! 
volume for the department was $30, 
722 for the month of April, a 50 
percent increase over the volume of 
$20,212 in April, 1954. 

2. Establishment of Walker-Scott 
as electric housewares headquarters for 
the important gift season of May and 
June. By focusing attention of San 
Diegans on the electric houseware: 
and homewares department in late 
April, the store successfully builds 
volume for Mother's Day which comes 
two weeks later, sets up the idea of 
electric housewares, the electric coffe: 


1956 





inaker in particular, as a Father's Day 
gift, hits the new baby market with 
blenders, sterilizers and vaporizers, pro 
motes clectric housewares as gifts for 
May and June brides, and very suc 


cessfully establishes the department 
as a source of patio supplies, electric 
broilers, barbecues, braziers, spits, and 
plastic dishes. 

[his annual spring promotion of 
clectric housewares and homewares at 
Walker-Scott follows the same pattern 
each year, but the theme is varied to 
give it fresh appeal. A similar event 
is held each fall to get Walker-Scott 


established as headquarters for clectric 
housewares and other items for the 
Christmas season, Management feels 
that the establishment of these pro 
motions as annual events is building 
a following that makes year $ 
promotion more successful, In 1955 
the dollar volume for the Spring pro 
motion week was 40 percent ahead of 
the sales during the promotion 
week of 1954 

Elements in the simple inexpensive 
but profitable Spring promotion week 
at Walker-Scott are shown in thes 
EnecrRicaAL Mrrcnanpisinc photos 


Sarre 


To see how 7th Heaven sells housewares turn the page —> 
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The Drawing Cards . . . PRIZES 













cs 


COOKIE CONTEST for deep-fryer, hand-mixer and & 











other prizes brought 50 dozen cookies with BABY NAMING contest sponsored by Oster got hundreds of 





recipes to be judged by utility home economists Mrs. Thelma Waller, Mrs Barney Hardi and entries for free blender, brought attention to ‘‘Oster Home 
KFMB-TY’'s Marjorie Hume, above, trying samples on Arnold Johnson, Walker-Scott housewares buyer Beauty and Barber Clinic’’ as well as baby food market. Store 
who handled this promotion also offered daily prizes just for registering 


The Whole Store Ties In 





DISPLAY areas in soft goods departments were used for signs calling TRAFFIC CENTERS, like cashier and wrapping desks throughout the store received signs as 
attention to electric housewares promotion. Widest attention was above to get attention of customers who had come in in response to advertising of other depart- 
desired to moke promotion effective in building sales ments or effect of other windows 
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The Major Events . . . DEMONSTRATIONS 





BROILERS, big dollar volume builder in spring, ‘55, were given top location 
facing elevators, with demonstrator from manufacturer. Each year, Walker- 
Scott spots ‘‘hottest’’ item in this choice location 


ae 


S 


SAMPLES of food brought many mid-morning and mid-afternoon shoppers to 
housewares for snack, offered demonstrators chance to show frypan and coffee 
maker, expose full brand line, 


TIE-IN sales were made when demonstrations of new electric housewares 
directed customers attention to manufacturer's full line. Portable mixer bene 
fitted from demonstration of frypans at G-E center. 


LEhewERALY 


eS os Lee ee a od 


EXPOSURE of Walker-Scott’s full lines of electric housewares to traffic brought ACTION professionally handled by distributor demonstrators stopped ond held 
by contests and demonstrations helped double week’s dollar volume. Specials steady audience for specialty selling of blender. As closer, store had chance 
were spotted through displays like this to stop traffic to feature $39.95 model Osterizer at $29.95. 


End 
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The NEW Electric Housewares Will Help 


You Get Your Share of 1956 Gift 


Frypans are selling like hotcakes—and so are hotcups, ice 
crushers, meat grinders, pressure cookers, and multi-purpose 
units. Here’s a roundup of what's available and what they offer 


Hk hue 


mor 


mmd cry for more and 
new, exciting electri 
housewares is increasing with 
unrelenting speed at retail and distri 
bution levels as the industry rockets 
to an annual volume well over a 
billion dollars every year. Retailers 
and distributors are constantly clam 
oring for new, hot products, with 
sufficient excitement and glamour to 
produce new and ever-increasing vol 
ume, ‘This desire for expanding mar 


By ANNA A. NOONE 


kets stems back to early postwar years 
when pentup consumer demand for 
electric housewares, created during the 
non-producing war years, moved appli 
ances off dealer shelves in terrific 
volume. 

With another spring gift season 
approaching, smart retailers are again 
making plans to capture a greater 
share of this vast market. (See ac 
companying Gift Market Profit-Poten 
tials data.) 


lor these retailers we'd like to recall 
to mind the new crop of profit-plus 
items made available recently by lead 
ing manufacturers—some as recent as 
the January Housewares Show. Many 
of these items will provide lucrative 
ammunition for promotion minded re- 
tailers with imagination and vision. 
hey include the frypan-skillet, meat- 
grinder-ice crusher, electric pressure 
cooker, the multi-purpose power-pack 
units, improved barbecuers (electric 


CALENDAR OF GIFT SALES OPPORTUNITIES 
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and non-electric), hotcups or water 
boilers. In addition the refinements 
in use of color in many widely ac 
cepted housewares will hasten obsoles 
cence in these items 

Some of the new items present 
brand new applications of automaticity 
to old housekeeping-by-hand chores 
Others are restyled improvements of 
items that never sold in great volume 


Frypan-Skillets 


First introduced nationally in early 
1954 by Sunbeam and Presto, the 
frypan-skillet quickly caught on at 
all levels distributor dealer and con 
sumer. By fall of 1954 there were 
approximately 10 companies making 
this product. When the final unit 
sales tally was chalked up, well over 
a million units had been sold in the 
first year of its introduction. In 1955 
the volume more than doubled. An 
other 2,660,000 units were sold. This 
record volume outstrips all previous 
performance of “hot” electric house 
wares items in the first two years of 
introduction. 

The application of thermostatically 
controlled heat to the homely chore 
of top-of-stove cooking—frying, brais 
ing, casseroling—won immediate con 
sumer acceptance. 

Automatic fryers for 1956 are avail 
able in round, square and rectangular 
designs; there are shallow and deep 
models. Many manufacturers have 
improved their original models. Others 
now have a line of complete sizes rang 
ing from 7 to 12 inches, with a 
choice of round or square design. In 
1955, approximately 61 percent of to 
tal unit sales were in square models 

Practically all models are immer- 
sible up to the dial on the handle for 
cleaning. They feature sealed-in tubu- 
lar elements cast into the bottom of 
the pan and provide temperatures from 
simmer to 450 degs. F. Some makes 
feature detachable heating units with 
a clamp on arrangement for the pan. 
Others have the thermostat control 
located in a detachable plug. These 
models are completely immersible 
Wattages average from 1000 to 1200 
watts. Prices range from $9.95 to 
$27.95 with covers extra. 

The market for frypan-skillets has 
only been scratched. ‘They are versa- 
tile. They make a handsome, useful 
gift for mother, the bride, the college 
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or career girl, or anyone else, male or 
female, who enjoys cooking. 

Companies making frypan-skillets in 
1956 total over 30 and include such 
prominent names as Camfield, Do- 
minion, Dormeyer, DuWal, Eastern 
Metal, Farberware. General-Electric. 
Knapp-Monarch, Kord, Lasko, Merit 
Enterprises, National Presto, Nelson 
Machine, Modern Age, Naxon, Roto 
Broil, Son-Chief, Sunbeam, Toast- 
master, Universal, West Bend and 
Westinghouse 


Dual Purpose Units 


In the past year or two there’s been 
a trend toward dual-purpose products. 
Starting, probably, with Sunbeam’s 
introduction of a blender attachment 
for their standard mixer, combination 
appliances have been making their 
appearance notably Rival’s hand 
mixer-knife sharpener introduced last 
July, Oster’s meat grinder-ice crusher 
and Waring’s ice crusher attachment. 


Meat Grinder 


The first professional butcher-style 
meat grinder for home use, complete 
with an ice crusher attachment, was 
introduced nationally at the House- 
wares Show, Navy Pier, Chicago in 
January by the John Oster Co. 

Even in this short period of time, 
consumer acceptance is exceeding all 
expectations, with letters from con- 
sumers bombarding the home office 
from all sections of the country, ask 
ing where they can be purchased. 

Some comments: “The answer to 
my prayers for many years.” 

“Glad to know an electric food 
grinder is now available, where can I 
buy one? 

“Happy that finally somebody in- 
vented such a grinder—it’s a chore to 
attach the articles needed to my mixer 
and the hand grinders are a mess. . . .” 

“It’s a much needed article around 
the home and I’m sure every home 
maker will agree with me.” 

“IT enjoy many other forms of exer- 
cise to a greater degree than grinding 
food by hand—where will I be able 
to purchase one?” 

“I've been waiting for years for 
someone to make an electric meat 
grinder that really works!” 

“After twenty-five years of grinding 
meats, etc., in one of those horrors, 
(Continued on following page) 


MODERN version of a butcher's meat grinder 
also includes an ice crusher attachment. 


ICE JET attachment converts eight Waring 
Blendors into dual purpose products. 





PASTEL colored toasters represent a big 
change from traditional chrome units 


COPPER and coppertone products make it 
possible to sell matched ensembles, 







FOUR-PURPOSE Power-Maid by Nutone is o 


mixer, blender, knife sharpener and juicer 




























































SEVEN-PURPOSE Foodsmith by Shetland 
adds a shredder, can opener and grinder, 








ROTISSERIES, good indoors or out, are in 


creasingly automatic, better built 


CHARCOAL borbecuers, good gifts for men, 


come with or without motorized spits 





1956 Gift Market . 


I'm delighted to learn of your new 
electric modell” 

The Oster meat grinder consists of 
a power unit base that sits firmly on 
table or counter without clamping, 
and provides room for a large pan or 
bowl; grinder head with two discs, onc 
for coarse, the other for fine grind 
and a hardwood pusher to help feed 
ingredients into the machine. 

Grinders of various types—hand op 
erated clamp-ons, as well as power 
driven attac Soom for standard mix 
ers-are put to constant use im pra 
tically every home in the country 
They are used not only for grinding 
meats, but for many other jobs, such 
as grinding vegetables and herbs dur 
ing the canning season for the many 
pickled relishes put up each year 
chili sauce, chow-chow, corn pickl 
etc,; fruit cakes, mince meats, steamed 
yuddings and poultry stuffings for 
Thanksgiving and Christmas feasts 
and the everyday needs for making 
palatable hashes, sand 
wich spreads and salads out of left 
overs 


croqut ttes 


If the number of non-electric grind 
ers sold each year is any indication of 
the market for an electric meat 
grinder, not to mention the added 
attraction of an ice crusher attach 
ment, then the market for an clectric 
grinder will be tremendous 


lee Crusher Attachments 


Vor years, an adequate supply of 
crushed ice for serving fruits, salads, 
desserts, and beverages has always pre 
sented a problem to the homemaker, 
especially those who entertain. Until 
recently we've had to be content 
with buying an occasional bucket of 
cracked ice from commercial ice de 
pots or resorting to a small hand 
operated model. Now with the new 
electric attachments made available 
by Oster and Waring, it is at last 
possible to get as much crushed ice 
as needed at the flick of a switch 

The Oster crusher head locks into 
place on the meat grinder, and by 
shifting a selector lever from one set 
ting to another, the self-feeding blades 
provide crushed ice in nine sizes from 
chunks to slivers 

The Waring Ice Jet attachment fits 
the motorized base of all Waring 
Blendor models and reduces four trays 
of ice cubes to a finely ground mound 
in 90 seconds. 

The Oster meat grinder at present 
is sold only in combination with the 
ice crusher attachment at an intro 
ductory price of $54.95. The Waring 
Ice Jet attachment alone costs $16.95 
While some may say these prices are 
high for electric housewares, actually 
price has never been a deterrent to 
consumers who want a product that 
fulfills a real need 


Multi-Purpose Products 


From all indications, 1956 is going 
to be “multi-purpose year” in the elec 
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DEMAND for instant beverages is booming sales of 


hotcups, 


tric housewares industry It started 
with the introduction last fall of Nu 
one’s “Power-Maid” a 4-purpos 
combination mixer-blender-sharpenet 
and juicer. Another combination was 
brought out at the January Show by 
Shetland The 
purpose combination 
knife sharpener-can opener-shreddet 
ind salad maker. And, it is reported, 
products of thi 
forthcoming 


‘Foodsmith” is a 7 
mixer-blender 


more nature ire 

The all purpose power pack is not 
in entirely new idea 
with attachments for 
of uses 


\ single motor 
a wide variety 
has been used in the cleaner 
md the mixer fields for a good many 
In prewar years compact, all 
purpose units were constantly being 
all without success. Even 
a few foreign models have tried for a 
foothold in our American markets 
However, many of our most popular 
today got off to a false start 
before finally becoming popular (the 
steam iron, frypan, and portable hand 
few). Knowing 
the psychological time when the pub 
lic is ripe for a particular device, plus 
1 well-rounded promotional program 
with a good size advertising budget 
is important in launching any new 
product. So it’s just possible the psy 
chological time for multi-purpose 
power packs has arrived 

Although NuTone’s 4-purpose unit 
was only introduced last fall, to date 
it is proving popular in all markets 
where it has been introduced. Some 
department stores reported early sell 
outs last Christmas. 

It has the added advantage of being 
available in a space-saving, “in-built” 
unit that can be recessed into a 
kitchen countertop or cabinet, with 
the motor unit com letely out of 
sight. A stainless heal sale with re 
cessed speed dial and selecto-matic 
power drive for all attachments fits 


years. 


introduced 


items 


mixer, to mention a 


water boilers, tea brewers 





AUTOMATIC pressure-watching is opening a whole new 


market for pressure cookers 


flush with countertop [his is the 
first electric housewares appliance to 
capitalize on the present craze for 
kitchen built-ins of all type: 

Both the NuTone and Shetland 
combinations are high style items with 
turdy motors and attachments, Prices 
range in the neighborhood of $50 
with some of the attachments costing 
extra 


Pressure Cookers 


Perhaps the most recent non-ele 
tric cooking device to be converted 
to electricity is the pressure cooker 
Popular with all homemakers becaus 
it saves time as well as money, at th« 
ame time providing the most health 


AVAILABLE ITEMS COVER... 


ful method of preparing family meals, 
non-electric pressure cookers have be 
come an important accessory in mil 
lions of American homes. Now, with 
the addition of built-in elements that 
provide uniform heat, and hold pres 
sure constant within the pan, many 
homemakers will switch to 
electric models 

A natural for working wives because 
it cuts down time spent in meal prep 
iration, it is equally important to the 
budget-minded bride 

Electric pressure cookers are being 


readily 


made by two manufacturers: Mirro 
ind Presto. The Mirro-Matic and 
Presto electric models are availabl 


nationally. They have 4-qt. capacity, 
7 


| 
j 


Th B, sic The problem of a multiplicity of appliances and a con 
e a ! sequent heavy load is solved by Westinghouse’s 220-volt 


appliance center. 
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FRYPANS, with thermostatic controls, come in square, 
round or rectangular shape 


are completely self-contained, with 
elements in cooker base. ‘Three popu- 
lar pressure controls, 5, 10 and 15 
lbs. are available in both units. Tem- 
peratures from 175 to 300 degs. F. 
are provided by Mirro-Matic; and 
from 100 to 500 degs. F. by Presto. 
Wattages average around 1400-1500 
watt These cookers can be used 
without the pressure regulator for 
electric frying, boiling, braising and 
steaming. They can also be used as 
food warmers. Prices range around 
$29.95. 

The market for an electric pressure 
cooker is as great as the non-electric 
market has been in former years. Mil- 


(Continued on page 98) 


Sometime this fall General Electric will start h bl NEMA put together this display of oppliances 
The Unusual marketing this $175 cordless electric wall clock T e Ensem e to show a basic wardrobe of housewares that 
It uses current from the walls as a source of power, would make an ideal bridal gift. 

























How to Increase Housewares 


That's the lesson in the story of Bill Nolteriek. With planning 
and organization he jumped small appliance sales at the James 
Black Dry Goods Co., Waterloo, lowa, from $18,000 to $45,000 a year 


BOUT five years ago, Bill Nolterieck of James 
Black Dry Goods Company, Waterloo, 
lowa suddenly found himself in charge of 

a department he knew nothing about—housewares 
Io make matters worse, his instructions were 
to improve sales and service in a down-at-the-heel 
department that was one of the poorest in the 
lively department store. 

Nolteriek rejoined Black’s after his release from 
the army in 1946. He had an impressive record 
of success in various departments for five years 
before he took over housewares and applied hi 
merchandising talents with industry and vigor 

From only $18,000 a year billing in small 
appliances in 1951, Nolteriek pushed volume up 
to $37,000 in 1954 and about $45,000 last vear 
At the same time, volume of china, glasswar 
cleaners, paint and other household items in 
creased accordingly. 

Starting from scratch, Nolteriek learned quickly, 
but says he still is “no expert.” He relied on 
advice from distributor salesmen, watched com 
netitors, read avidly, attended all meetings and { 


ene.” 
. ae 
ADVANCE PLANNING is important, soys Bill Nolteriek, Black’s, Waterloo, lowa. Here he 


indicates the space that will be cleared on the housewares floor to accommodate fan displays 
as soon a5 stock arrives, Fan advertising starts in March. 





5 (its 


CAREFUL CHECKING of sales records guides Nolteriek 
in his buying. Only the best known brands and highest 
quality merchandise are carried. Regular 30 doy review 
ometimes calls for rapid changes in plans 














GROUP DISPLAYS of electric housewares are designed for easy shopping. All makes of each 
type appliance are shown together eliminating customer annoyance at being forced to circulate 
through sales floor to compare brands 
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trade shows, and threw in some of his own intu- 
ition 

These are the basic factors he considers im- 
portant and vital to the growth of his department: 


e Advance planning—Today, more than ever 
before, says Nolteriek, buyers must plan way 
ahead. “There are too many unplanned events 
in this business,” he says, “to operate a house- 
wares department on the short haul only.” As 
an example he cites the pending electric fan 
season, Provision has been made for space to 
accommodate fan displays. Stock is on order and 
expected daily. As soon as it comes in it will 
be placed on the floor and a consistent advertising 
program breaks its first insertion during the third 
week in March. Advertising will feature a 20- 
inch, push-button controlled, window fan at an 
attractive low price. 


¢ Upgrade lines—Nolteriek says the housewares 
department was full of “cats and dogs” when he 
took charge five years ago. He lost no time 


cleaning them out and now carries only the finest 
names and top quality merchandise. Sunbeam, 
General Electric, Westinghouse, Hamilton Beach 
and Mirro-Matic are prominently displayed. 
Nolteriek refuses to add lines to his stock unless 
he’s sure consumer demand will warrant it. 
“Space,” he says, “is at a premium and we can 





CUSTOMER MAILINGS ore fought for in department store where 
every buyer wants his department featured. Nolteriek usually gets in 
two to three electric housewares mailings each year, selects mailing 


pieces carefully to assure best impact. 


Volume 250% 
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maintain a far better stock position with fewer 
lines.” 


¢ Planned group displays—One of the first things 
Nolteriek did after he fell heir to housewares was 
to regroup stock. Electric appliances were scattered 
all over the floor, mixed in with mops, brushes 
and furniture polish. He not only brought them 
all together in the same general area but he dis- 
plays all brands of one type of appliance together. 
Thus, customers see the store's full line-up of 
frypans or coffeemakers without threading their 
way back and forth through crowded aisles. 


¢ Service—Black’s doesn’t maintain its own sery 
ice department for small appliances but Nolterick 
insists on rapid and efficient service from factories 
and their service stations. Minor repairs, how- 
ever, like replacement of fuses or even coffee- 
maker heating elements are done in the store 
and the customer is charged for parts only. 
Nolteriek estimates his department makes 75 
to 100 minor repairs per month. 


¢Stay close to the merchandise—The buyer, 
Nolteriek maintains, can’t run his department 
efficiently sitting in an office. He must get out 
on the sales floor, listen to customers’ requests 
and complaints and actually sell. He feels he 
never is able to put in enough floor time 












new inventory. 


WATCH BASIC stock position, says Nolteriek, and be pre 
even out of season. Here he looks over depleted fon stock as preparations are made for 


because of necessary administrative details 

eStock the basics—The basic applances must 
always be kept in stock and displayed on the floor 
They're “sweetened up” from time to time with 
promotions, but the basics remain the hard core 


of year-round sales, 


¢ Mailings—In any department store, depart 
ment heads must fight for mailings to charge 
accounts. Nolterick manages two or three on year, 
The store has 13,000 names on its mailing list 
and Nolteriek orders an extra 6,000 pieces of a 
mailing to insert with outgoing packages, 


¢ Customer policy—Black’s, says Nolterick, has 
a freer policy toward exchanges and complaints 
than any store in the area, Experience has shown 
this “customer-is-always-right” philosophy pays 

Last year, in competition with the store as 
a whole, the two clerks in Nolteriek's department 
came out in the top ten, “This,” he says, “is quite 
a feat when you consider the volume done by ma 
jor appliances, and other departments.” 

It’s perhaps significant to observe that Black's 
housewares department went downhill at a time 
when the post-Korean war situation still had 
some appliances on allocation, And it’s shown 
its growth in a period of ever-increasing competi- 
tion that shows no signs of letup ind 


- — —— anes 


. 


pored to furnish standard items 














Here's an Electric Housewares Sales Stunt You Can Use... 





“Grab Bag’ Night 


Topeka, Kansas retailer's inexpensive 
Monday night promotions sold 127 
mixers in one week, plus many other 
appliances in the weeks following — 


now it is a regular Monday night 
feature 


By ROBERT LATIMER 
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66 HEN electrical housewares 
sales fall off because of the 
weather, or because it is a 
slow season of the year, the dealer can 
always get out and do something about 
it with a stunt promotion.” That's 
the way in which John Gibbons, sales 
manager at Capital Super Service 
Stores in Topeka, Kansas, looks at 
small appliance merchandising—and 
the basis for a clever “Grab Bag” 
stunt which sold 127 electric mixers 
in one week during February. 
Gibbons cooked up his colorful 
stunt last fall when a recap of sales 
hgures for 1955 showed that for all 
practical purposes the electrical house 
wares department didn’t exist from 
September until November. Of course, 
there were a few desultory sales, but, 
by and large, there was next to no 
turnover in the department Conse- 
quently, when autumn of 1955 rolled 
around, and noting the success which 
toy stores were having with stunt pro- 
motions to boost pre-Christmas sales, 


the Kansas appliance retailer deter- 
mined to “do something about it.” 

That “something” was a series of 
seven “Grab Bag Nights” which be- 
gan in early October and which, at 
this writing, was responsible for seven 
of the biggest sales days which Capi 
tal Super Service Stores has ever taped 
on the cash register. Moreover, simple 
as they were, the “Grab Bag Nights” 
have registered such impressive by 
products as a sharp pickup in sales 
volume through all departments of 
the store, the creation of scores of 
fully worthwhile major appliance pros- 
pects, and attracted at least 1,000 new 
potential customers into the down- 
town store. 

rhe entire plan revolved around a 
bright paper “Grab Bag,” set up in 
the center of the store, which Gibbons 
filled with capsules of the type vended 
for a penny in the slot charm ma 
chines. Inside each capsule is a neatly 
typewritten slip which entitles the 
lucky “grabber” to one of many gifts 
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shown on a prize table just inside the 
entrance to the Kansas appliance store. 
Gibbons picked the rewards through- 
out the entire store, ranging all the 
way from plastic slip-over covers for 
refrigerator jars up to down payments 
on new television sets, refrigerators, 
ranges, or other white goods. 

Here's the “equipment list” which 
Gibbons used to set up his “Grab 


Bag” nights. 


1,000 number 000 gelatin capsules 

1,000 addressograph plates, identification 
cards 

1 large paper sack with one hole large 
enough for a hand to slip through in 
the side. This bag was sealed at the 
top. 

1 large display table 

Enough salesmen to take care of 200 to 
300 people in a two-hour period 

1,000 registration cards 

1 sign: GRAB BAG SPECIAL—one season- 
ally hot item not necessarily a discount 
item 


“Grab Bag Night” was chosen to 
be staged on Monday, traditionally 
the worst night in the week. Other 
reasons for making such a selection 
was the cold wave which was gripping 
eastern Kansas and making downtown- 
shopping traffic an evanescent thing at 
best. ‘That the stunt succeeded be 
yond anything which Capital Super 
Service Stores had expected is elo- 
quent testimonial to the soundness of 
Gibbons’ planning. Well advertised 
a week before to all regular customers 
of the store via a post card direct mail 
program, plus a quarter-page news- 
paper ad, each Grab Bag Night put 
each entering prospect through a 
series of tests. First, before she could 
qualify for a grab in the Grab Bag, 
the housewife-customer had to locate 
a single item in the electrical house 
wares department which was incon- 
spicuously tagged as the “Grab Bag 
Special.” A waffle baker, toaster, iron, 
percolator, mixer, clock, or any such 
item could be the “Grab Bag Spe- 
cial.” After identifying it, all the 
customer had to do was inform any 
salesperson of its location. Then, the 
salesman handed the sharp-eyed pros 
pect a registration card. On the card 
were spaces for the customer to list 
name, address, and telephone num- 
ber, as well as the appliance which 
she would most like to receive as a 
Christmas gift. The card, when prop- 
erly filled out, was the “ticket” en- 
titling her to a dip in the grab bag. 


An Impressive Ceremony 


The reach into the bag was kept 
a colorful ceremony with store visi- 
tors and personnel alike standing by 
when a customer extracted a capsule, 
opened it up, read the slip contained, 
and triumphantly claimed her gift 
Some idea of the merriment and sus- 
pense which was created may be 
drawn from the fact that the second 
“Grab Bag Night” drew more than 
650 persons to the store, with the 
result that it was necessary to fill up 
the grab bag time and time again 
in order to prevent disappointment. 
Since that time, succeeding nights 
have brought even larger turnouts 
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Not the least important factor in 
the “Grab Bag Night” presentations 
has been the atmosphere of jollity and 
good fun which has been generated. 
Almost every person who attended 
the first such event was back for the 
second and understandably brought 
along a batch of friends. Gibbons 
photographed most of the winners, 
using a Polaroid camera. Now, Capi 
tal Super Service Stores has set rec 
ords for Monday evening trafic as 
the plan burgeoned out. 

Vollowing the success of the first 
such event, Gibbons used a colorful 
display ad filled with pictures of the 
previous grab bag winners to stimu 
late more traffic. In addition, classi 
fied ads were run inviting more ‘To 
pekans to attend, and small boxed-in 
display ads were displayed on various 
pages through the paper carrying the 
same message. For following “Grab 
Bag Nights,” the “Grab Bag Special”’ 
was always marked down to represent 
a real bargain in itself and was 
switched from one appliance to an 
other, the location changed from one 
point to another throughout the store 
so that it kept customers circulating 
slowly through every department. All 
were carefully studying price tags and 
identification in order to locate the 
qualifying “Grab Bag Special.” Net 
result of this sort of scrutiny, as might 
be expected, was a lot of extra im 
pulse sales and along with it famili 
arity with the Capital store. 

As pointed out above, the most 
impressive result of a single “Grab 
Bag Night” was the sale of 127 Dor- 
meyer mixers in a single week, repre 


senting a complete sell-out and the 
writing up of many orders for later 
delivery. The turnover on other ap 


pliances was commensurate, with the 
result that electrical housewares sales 
for two “Grab Nights” was equal to 
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a normal month’s business in the 
Kansas store. Other advantages in- 
cluded attracting literally hundreds of 
customers who had never visited the 
store (due primarily to the fact that 
it is located a block off of ‘Topeka’s 
main downtown shopping avenue), 
the opening of several hundred new 
accounts, many “impulse” sales, and 
new customers who might not have 
entered the store otherwise. 

“It hasn’t been an expensive pro- 








motion even with direct mail and 
newspaper advertising added to the 
cost of the Grab Bag prizes," Gibbons 
said. “In fact, when we sold a re 
frigerator to one of the Grab Bag 
contestants who had driven in from 
a town 25 miles away, the mark-on 
here was enough to cover the cost.” 

At the bottom of this page is a com- 
»lete breakdown on the costs per week 
bor the colorful promotion. 

One factor in his “Grab Bag Night,” 
which Gibbons believes made it the 
unqualified success which it is, is the 
fact that “everybody wins.” The Kan 
sas retailer shares the belief of many 
that the ordinary type of dealer con- 
test in which a few prizes are awarded, 
but all other contestants go home 
empty handed is just about as likely 
to cause ill will as good will, Con- 
sequently, he saw to it that anyone 
who took the trouble to locate a 
“Grab Bag Special” and to pull a cap- 
sule from the bag received a prize 
with the effort. 

If the customer seemed the least 
disgruntled over the prize drawn, 
Gibbons obligingly invited him to 
have another, This got a warm re- 
sponse, of vourse. The result was 
that pleased housewives went ahead 
and ordered major appliances which 
they had been “putting off” for the 
future, and everyone of the prizes, 
which was in the form of a down pay- 
ment on a major appliance, was uti- 
lized, 

Gibbons originally developed the 
“Grab Bag” stunt as a Christmas-sea- 
son traffic builder. Now, however, 
with the results so obviously outstand 
ing during the “doldrums,” he is con- 
vinced that the slowest months of the 
year are the ideal periods for such 
eye-opening stunts. End 





One week's cost (increased proportionately as traffic increased) 


Newspaper ad 
Post card mailing 
Capsules 
Identification card 
Large paper bag 
Prizes 2¢ to 10¢ 
Prizes 15¢ to 50¢ 
Prizes 50¢ to $5 
Prizes $5 and up 


Total 


In return, the Capital store scored: 


$60.00 
1700 Optional preferred Ist wk only 
200 Reusable 
50 Reusable 
/C Reusable 
1200 Estimate 200 per week 
22.50 Estimate 75 per week 
5.00 Estimate 2 per week 
15.00 Estimate 1 per week 
$134.00 


100 mixers sold completely out—order for 48 more taken and deliv- 


2 electric clothes dryers, | television, and 5 frypans sold on follow-up 


5 used television sets sold, 22 electric drill kits sold off ad, several 


1 refrigerator sold off cards 


5 tank-type sweepers sold, 3 washer-dryer combinations, plus usual 


3 vacuum sweepers, 12 electric drills sold, and sellout on utility robe 





t anti-freeze, 4 Hoover irons, 15 


Dormeyer mixers, 3 dryers, and sales on 6 television sets were 


1ST WEEK: 2 portable radios sold 
8 tank-type sweepers sold on the spot 
| used refrigerator sold tor $200—store cost $75 
2 television sets, 1 automatic washer, and several fry pans 
2ND WEEK: 
ered upon arrival 
cards 
3RD WEEK: 
television sets, and 3 frypans. 
4TH WEEK: 
good results off card follow up 
5TH WEEK: 
and case kits and the usual success on cards 
6TH WEEK: Sold over 500 gall of per 
turned in off the cards 
7TH WEEK: 


Over $450 in Sunbeam appliances sold, plus drill sets and vacuum 


cleaners, and a complete sellout on baby bottle warmers 





Employee 
Utility Plan 


Sells 2,000 
Fry-Pans 


PPLIANCE dealers located in 
A three Arizona operating dis 
tricts of Arizona Public Service 
Co, received a big boost in sales of 
automatic electric frying pans last sum 
mer when utility employees were en- 
listed to sell the appliances for dealers. 
Over a 30-day period more than 
2,000 frying pans were sold in the 
area, coempenel of 26,000 electric cus- 
tomers. All sales were made through 
retail dealers since Public Service is 
not a merchandising utility. 
Speaking for the utility ae san 
Don Wills, vice president in charge 
of sales, saxl: “It was a three-way pro 
that we think paid off for 
concerned. Dealers’ sales 
were given a tremendous help; em 
ployees of Public Service in the dis 
tricts picked up some ready cash; and 


motion 
everyone 


L. H. SHAFF, residential sales manager for Arizona Public Service Co., outlined details of utility's fry 
ing pan promotion to all appliance dealers before the campaign was launched. Cooperation of dealers 
was vital to success of promotion, 


the company benefited 
point of view of dealer relations.” 
First activity on the promotion 
schedule was a series of dealer meet- 
ings throughout the districts. Com 
plete details of the promotion were 
given at these meetings; dealers were 
provided with brochures explaining 
the promotion, and distributors’ at- 
tended to lend support to the project. 
For the company employees similar 
meetings were held. Ample incen- 
tives were provided in the form of 
cash bonuses to stimulate the em 
ployee sales effort. The entire cam 
paign was reduced to a six-page in 
formation sheet containing hard-hit 
ting and convincing sales helps for 
distribution to utility employees. 
Employees were provided with 
sample utensils which they used for 


EMPLOYEES cf Arizona Public Service Co. took their “pitch” into the homes of 


friends and neighbors. 


Leaving a demonstration utensil for prospect to try out 


for several days was big help in successful promotion 
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from the 


demonstration purposes. In most 
cases first sales were made to the 
employee-salesmen themselves. 

After the prospect had indicated 
a desire to buy, a Public Service em 
ployee asked for an indication of 
dealer preference. ‘The employee sales 
force carried lists of local dealers as 
part of their kit for the use of pros 
pects, 

The employee then collected the 
cash for the sale, giving the customer 
a receipt. The customer had the op- 
tion of keeping the sample model (if 
it had been left at the home) or asking 
for a brand new pan. The utility em 
ployee then turned the cash and dupli- 
cate receipt over to the local dealer and 
picked up a new pan. That's all there 
was to it—no strain, no pain. Public 
Service picked up the complete tab on 


costs of the employee bonuses 

Several enterprising employees per- 
suaded members of their church or 
civic groups to buy the utensils in 
return for a public demonstration and 
pancake supper put on by the utility 
employees—proceeds of which went 
to the organization. 

The utility folks used the cus 
tomers’ pans, provided all of the in- 
gredients and did the advertising for 
the social affair. As a consequence, 
the erstwhile salesman sold not only 
a dozen or more of the utensils prior 
to the activity, but in addition as a 
direct result of each demonstration 
were able to sell several additional 
pans. 

L. H. Shaff, residential sales man 
ager for Public Service, spearheaded 
the promotion End 


ALL AUTOMATIC frying pan sales were made through dealers. Utility employees 


took cash to dealer and received validation of their sales. 


Employee also picked 


up another utensil to reploce appliance that had been sold 
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This crowd 


> 


dey; 


‘Das: + 


_ watching the 


Miami-Georgia Tech football game in the 


showroom of Lynn Strickland, Birmingham, 


Ala., is made up largely of alumni of the 


schools and represents some of his200 


Good Prospects 


for Color TV 


GOQWEF we're going to sell color 
I television sets at any consider- 
able rate in the future, now is 
the time to start making the public 
conscious of color,” says Lynn Strick- 
land, owner and operator of one of 
Birmingham’s major appliance stores. 
Strickland, who is one of RCA’s 
largest Alabama dealers, is an old 
hand at promoting and selling televi- 
sion. Just as he got in on the ground 
floor when television was new in 
Birmingham about six years ago, 
Strickland is presently pioneering in 
the sale of color TV sets. 

His conviction that better selling 
will result when the public becomes 
color conscious through education in 
the advantages and pleasures of it, 
spurs Strickland to make the most of 
every opportunity to promote color 
TV as the opportunity comes along. 
At the opening of the football season 
in 1955, for example, he engineered 
a promotion which is still paying off 
for him in the sale of both black and 
white and color TV sets. 

“It was an excellent opportunity to 
familiarize everyone in the Birming- 
ham area with color TV,” explains 
H. Pridge Skinner, sales manager for 
Strickland. ““The Georgia Tech-Miami 
football game was being telecast in 
color and we knew there were 
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thousands of people in our sales area 
who were interested in, or alumni of, 
both schools. We reasoned that if we 
could stage a color television ‘party’ 
and invite these people in to see the 
telecast, we could arouse interest in 
color TV reception which might pay 
off very well in future sales of color 
television sets.” 


Distributor Lends A Hand 


Skinner explained his idea to, and 
got the enthusiastic cooperation of, 
R. P. McDavid & Co., RCA dis- 
tributor in Birmingham. McDavid 
promised to lend personnel, share ad- 
vertising costs and otherwise partici- 
pate in the event as fully as possible. 
Strickland, himself an alumnus of 
Georgia Tech, sent out 300 personal 
invitations to Tech alumni in the 
city, and through newspaper ads, the 
general public also was invited. 

“We knew we would not be able 
to handle the crowd in our own show 
rooms,” says Skinner, “so McDavid 
& Co., agreed to allow us the use of 
their own auditorium as well. We 
moved as many displays and portable 
walls in our store as we could, making 
room for almost 100 people. The 
McDavid auditorium could hold twice 
that number and we made arrange- 

(Continued on page 106) 














GENERAL PUBLIC wos invited to the colorcast with newspaper ads and these 
painted windows. So many came that more than half the crowd was chan 
neled to the showrooms of R. P. McDavid & Co., Strickland’s distributor, 





BETWEEN HALVES of the gome H. P. Skinner (center), Strickiand’s sales 
manager, gave a short explanation of the way color is telecast and received. 
This was the only ‘commercial’ made during the promotion, 
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City Electric >> — , 
Sells Dryers 
With Washers 


NEW RESIDENT in Boulder, Colo., drops in to City TURNED OVER to salesman when conversation re- 


Electric to redeem Welcome Wagon card for free kit veals that she is interested in automatic washer, the 
chen gadgets offered by store, meets manager Soll new prospect gets a simultaneous pitch on dryer 
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. . . all over Boulder, Colo., and replacing them with clothes dryers. 


Tom Soll, sales manager of City Electric, sells better than one dryer with 


every two washers—and does it in a city with a high, dry climate 


OULDER, Colorado, has an av- 
erage of 279 days per year when 


humidity is less than 40 per- 
cent. In this high, dry climate, few 
housewives worry about whether their 
laundry will dry when hung out on the 
family clothesline. 

Yet in this sunshiny, highly illogical 
market, the 51-year-old City Electric 
& Appliance Co. sells an average of 
90 electric dryers per year. During 
1954, when 175 automatic washers 
were sold, 52 percent of the purchasers 
were also sold an automatic dryer for 
220 volt operation. All in all, this 
achievement was considered so un- 
usual that one manufacturer gave the 
dealership a special citation, pointing 
out that City had outsold most deal- 
ers in Denver with its 400,000 popu- 
lation, only 40 miles away. 

No part of this excellent turnover 
can be attributed to Lady Luck. In- 
stead, it was the result of several sales- 
building factors which City Electric 
has carefully balanced to make the 
most of its slim chances in the elec- 
tris dryer market. 

“If we had studied the potential 
thoroughly, we would probably have 
been too discouraged to put much 
effort into the field” Tom Soll, sales 
manager, says. “As it was we simply 
went ahead with our plans and found 
that they would work out.” 

The number one asset at City Elec 
tric at the time when the electric 


dryer first began to attract attention 
was the fact that the firm maintains a 
complete plumbing and electrical con- 
tracting department—large enough to 
total more than 20 men in season. 
Particularly important, reports Soll, is 
the electrical contracting service which 
permits him to offer the customer cor- 
rectly installed, thoroughly certified 
220-volt wiring under any circum- 
‘tances. The plumbing department, 
lso can tackle the many installation 
problems involved in providing auto- 
matic laundry facilities in the remodel- 
ing of an old home—the deciding 
factor in many prospective sales. 

“When we first contact the pros- 
pect, we make it plain that we handle 
the whole installation job from start 
to finish,” Soll says. “This carries a 
lot of weight, particularly where the 
home owner has had bad experiences 
with subcontracting or calling in a 
handy man. In some instances, it has 
even been effective to take the home 
owner back to look at our plumbing 
division and to pick up valves, hoses, 
connections, junction boxes, wiring 
accessories, etc., telling him what the 
installed price is for each.” 


Get the Prospect Fast 


Thus there are no “ifs or maybes” 
in the prospect's mind when the 
washer and dryer are ordered, “We 
bend over backwards to give complete 
satisfaction,” Soll declares. “If the 


job is promised by ‘Tuesday noon, we 
get it in Monday if at all possible. The 
one-ticket sale is the sort of thing 
which home owners talk over with 
each other and so we try to eliminate 
any possibility of ill-will.” 

The benefits of combined plumb- 
ing, electrical, and appliance service, 
of course, amount to nothing unless 
prospects are developed. For this rea- 
son, City Electric Company has for 
the past three years operated a “wel 
come service’ of its own, whereby 
each new family moving into the 
Bouler area (and there have been hun 
dreds during the past 24 months) is 
met by a City Electric Company 
representative, almost before the first 
piece of furniture is carried in, A pleas 
ant greeting and an invitation to visit 
the downtown store for a free gift ar 
the attractions. The free sift is a 
plastic bag of handy kitchen gadgets, 
including egg spoons, tiny strainers, 
funnels, pot and pan scrapers, and 
similar items. Attractive enough to 
be desirable to any housewife, these 
pull around 90 percent of new home 
owners contacted into the store. 
here is one all-important reason for 
“getting the attention of the prospect 
first,”” Soll indicates. This is the fact 
that most of Boulder’s new families 
are moving in from eastern cities 
where the climate is far less favorable 
to outdoor clothes drying. Conse 
quently, City Electric finds it vital 


to make its selling pitch on the washer 
dryer combination before the house- 
wife gets an opportunity te learn of 
the preponderance of bright sunny 
days, summer and winter, which lend 
themselves to outdoor drying. 


One-Stop Installation 


Where purchasers of new homes are 
concerned, installations are relatively 
simple. However, Boulder has few new 
dwellings and consequently, the usual 
home purchaser is buying an old 
structure, Here, the combination of 
plumbing, electrical, and appliance 
service becomes most valuable because 
one expert estimator can figure all of 
the costs, all of them on one bill and 
eliminate all of the question marks 
from the sale. 

I'wo-hundred-and-twenty-volt — wir 
ing in the average new home can be 
handled at around $35, according to 
Soll. In older homes, the installation 
exceeds $60. In either case, the elec- 
trician and plumber arrive within 
hours after the customer has inked the 
contract. 

Incidentally, with excellent relations 
already built up with building con 
tractors in the Boulder area, Sol is 
doing an energetic and moderately 
successful job of encouraging contrac 
tors to leave space for an electric 
dryer. “It has only been in recent 
years that the builders gave thought to 

(Continued on page 110) 
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INSTALLATION satisfaction is emphasized by sales- 


man who explains that company handles all details, 
takes prospect to display of plumbing connections. 
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NEXT STEP is a stop at the prospect’s home where 
salesman measures to see if both washer and dryer 
will fit in kitchen. Glum expression indicates finding. 











AFTER FINDING spoce in basernent and convincing 
housewife of usefulness of location, order is signed and 
mechanics start installing 220-volt wiring 
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REPAIR ORDER 


iro 
Seith App . 


Sill you please repair a8 beer ible 
the appliance Listed beilew and re ; ‘ 
i § @ireetiy te the customer 
t + tow. 


Seith App nee 


Date Shipped Vie 

Appliance Make 

Bovel jertal 

Style Purchase Date 
Complatot 

Customer Phone 

Address 


City & Btete 
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froe 
Swith Appliance Co. 
Cresco, Pa. 


POSTMASTER: Fourth-Clase Mail. Contents, Merchandise. This 
perce. may be opened for postel inspection if necessary. 
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PACKING SLIP 





Swith Appliance Co. 
Cresco, Pa. 





Date Shipped Vie 

Appliance Make 

Model Serial 

Style Purchase Date 
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PART 1 First of four parts of one-time carbon form is 
sent by dealer via first class mail to servicing 


agent. Address should be positioned for window envelope 


pe ee ae ee ee eae ee ee ee se ee 
ro0"rT ’ 10a , , 
CUSTOMER’S COPY 
tree 
Seith Appliance Ce. 
Cresee, Pa 
Date 
Ter 
Gill you please repeir 46 Seen 86 possible 
the appliance listed belew and return it 
{ ) @treetiy te tse customer. 
t | te we, 
Gaith Appliance Ce. 

Date Shipped via 
Appliance Moke 
Model Serial 
Style Purehase Date 
Complaint 
Cratemer Phone 
Adfrese 
City & State 











PART 3 Customer's copy contains all important in 
formation, will encourage the customer to call 


the servicing agent, not the dealer; serves as receipt 


PART Final page, printed on card stock, divides into 
a repair tag and a record for the dealer's files 
Note space for completion of information 
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PART ? Second page of the form tears in two along 
perforation. The upper half becomes a ship- 


ping label and the lower half is packed with the appliance. 








O REPAIR TAG 


from 
Swith Appliance Co. 
Creseo, Pa. 





DEALER'S RECORD Date 
Tor 


Will you please repair a8 Soon a6 possible 
the appliance listed below ond return it 
( ) direetiy te the customer. No. 
( ) te us, 


Smith Appliance Ce. 


Date Shipped : c Bees . Vie ness ses 
Appliance Mane 

Model jerial 

Style Purchase Dete 

Complaint sess = Preeeee se sess 
Customer Phone 

Address 


City & State 


Date Packed By Postage 
Article returned from sanufacturer 
Customer Botified Final Completion 


Comments 
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THIS FORM Simplifies In-Warranty Repairs 


if you don’t have a service 
department, handling in- 
warranty repairs of electric 
housewares can be a very 
unprofitable headache. 
Here’s one way to make it 
painless and fast for both 
you and the customer 


By P. T. BROCKWELL, Jr. 
Author of 


Successful Small Appliance Service 


ANGNAILS and in-warranty 
[ i electrical housewares failures 

are alike in a sense. You rarely 
get one, but when you do, the wrong 
treatment is certain to intensify and 
prolong the pain. 

When a small appliance is returned 
to you for repairs, do you find your- 
self wishing that a factory service sta- 
tion were around the corner so that 
you could steer your customer there 
and not only get the job out of your 
hair, but also be rid of the customer's 
heckling which often follows even a 
slight delay? And when a customer 
sets a _ recently-purchased iron or 
toaster on your counter and says that 
it doesn’t work properly, do you some 
times wonder whether she knows how 
to use it or not? 

Some dealers who operate without 
service facilities dispose of their in 
warranty failures by placing the re 
sponsibility for returning inoperative 
appliances to the manufacturer upon 
their customers. “Send it yourself,” 
some dealers have said—adding, “that 
guarantee is between you and the 
manufacturer.” A few others offer to 
pack and ship a customer's appliance 
for a nominal fee. Whatever reasons 
one may have to justify practices of 
that sort are his own business; right 
or wrong—this is not a crusade 

But you must be a housewares mer 
chant who accepts for adjustment in 
warranty failures from your customers 

otherwise you'd have flipped the 
page before now. So let’s get on with 
the story. 

Although you haven’t factory serv 
ice stations in your community to 
which you might refer your customers, 
the suggestions which follow are in 
tended to help you devise the next 
best method of handling. Moreover, 
these suggestions may enable you not 
only to diminish unnecessary in-war- 
ranty returns, but also expedite and 

(Continued on page 114) 
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appliance service and major appliances 
and TV is coming to dealer Al Werry, 
above, who has trained women clerks 
to operate this front of store test and 
quickie service bench while customer watches. 
It builds traffic which helps .. . 


a $64,000 volume in his well-stocked 


and creates customers for $84,000 business 
in majors and TV. Werry feels, customers 


are tired of waiting for small repairs, 
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electric housewares department 


so they like this... 





ounter Service for Small 
Appliances 


“,S IGHT square feet of counter space have grown into an 
important factor in maintaining the $63,413 volume 
in electric housewares of Werry Electric, Palo Alto, 

Calif. At this counter in the far end of this small-city appli 
ance-I'V store, Werry’s employees operate a “right now” 
service and test station for small appliances and lamps brought 
in for repairs. 

his “‘service right now” facility apparently operates at a 

loss, for no labor charge is made for any work done at this 
bench. Yet owner Al Werry believes it is a key factor not 
only in sales of electric housewares, but in building the 
store’s one-man small appliance service department which 
grosses more than $18,000 a year, and it is a help in building 
trafic for Werry’s $84,000 volume in white goods and 


1956 





television. Here’s how Werry Electric’s “service right now” 
operates, and why it pays: 

A customer brings in a small appliance or a lamp to this 
concern that Al Werry founded in Korii, 1912. If the trouble 
is obvious—a broken plug or cord, one of the two women 
clerks will put the appliance on the bench and repair it while 
the customer waits, charging for the materials used but not 
for the labor, If the trouble is unknown, the clerk puts the 
appliance or lamp on the same bench and tests the circuit 
and the switch while the customer watches. If the trouble is 
simple, as it frequently is—new socket for a lamp, small switch 
or broken connection at the switch of an appliance—the clerk 
will make the repair. If the trouble is hidden, or something 
that requires the attention of a trained serviceman, the clerk 


MORE a 
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COUNTER SERVICE KEEPS CUSTOMERS HAPPY 





IMMEDIATE ATTENTION is given small appliance brought to 


Werry Electric. Customer is not sent to backroom service depart 


ment but is taken care of by woman clerk 





MATERIALS ONLY are charged tor at this quickie service, but 


customers appreciate having appliance back in operation that day, 
start telling friends of service 


explains it to the customer and makes out a job ticket. ‘Then 
the appliance goes back to the repair department to b 
handled in normal department routine 

Why should this simple routine be of much value to an 
ippliance store? “Just the fact that more people are bringing 
their small appliances into us to check or repair at this bench, 
ind that our sale of new appliances is increasing steadily at a 
time when the market has been upset and when we have 
been faced with some difficult competition in this area, is 
proof enough for u ivs Mr. Werry. “But if we look into 
the reasons, | think there are several. The public is tired 
of having to wait a week or 10 days to get back a small appli- 
mee or a lamp that needed no more than a new plug or a 
socket, And they don't like paying the amount that any 
dealer has to charge if the appliance goes through his regular 
ervice department, even for such a simple bit of work. And 
another thing, some customers—and that includes some of 
the best regnlar customers—get suspicious if an appliance i: 
taken into some mysterious backroom for a few minutes and 
then the customer is told ‘. well, such and such is wrong 
and it'll be $3 or $4 and a week to fix it.’ Many seemed to 
think nothing that bad was wrong with the appliance when 
they brought it in 

“Because our girls test the appliance right in front of the 
customer, even if the exact trouble doesn’t show up, at least 
the customer will see that it is not just a simple broken wire 
or lost screw,"’ Werry points out. “And because so many littl 











SIMPLE WORK is completed immediately to keep customer from 
having to call back, or pay cost of going through regular service 
department routine. 





SATISFACTORY OPERATION of repaired appliance is shown 
customer through series test. Regular clerks are trained to handle 
many common repairs 


things are taken care of right there on the bench, more 
and more customers come in to us because they feel there is 
a chance they can take the appliance right back hom« 
with them. We've talked a lot in the industry how we'v« 
made the homeowner completely dependent on major appli 
ances, but we shouldn’t overlook how dependent we've 
made them on the convenience of the many simcll apph 
ances we sell them. People can make coffee in a pan, toast 
bread in the oven, borrow an iron from a neighbor—but they 
don’t like to do it for a couple of weeks. | think many ar 
oming to us because they hope they will not have to 
through a period of inconvenience 

“The inconvenience of being without their favorite small 
ippliances is more on their minds in the last few year 
because so many of the dealers have come to depend com 
pletely on service stations. A customer may have bought th 
ippliance from a very reputable dealer who will back it up 
even if it cost him money—but he will be using a service 
station or a service contractor for non-warranty repairs and 
the customer will have to wait longer than they wish, Every 
day we get some appliances in here that were bought els 
where in town, and we know that many of these people ar 
becoming steady customers for new goods,” reports Werry 

How Palo Altans make use of Al Werry’s store’s service 
and test features, and how this service effects the overall 
appliance-TV business is shown in these Exectrricat 
Merrcuanpisinc photos 


o 
ZO 
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IT SELLS 
NEW 
APPLIANCES 


| REGULAR 

SERVICE 
DEPARTMENT 

PROFITS 






REPLACEMENT APPLIANCES sel! regularly to customers 
whose old ones check out as too costly to repair, but big 
factor is exposure of Werry’s full lines of the newer appli 
ances like skillets and multi-purpose blender to satisfied 
service customers 


MAJOR APPLIANCES ond TV ot Werry’s profit from traffic 
and good will built by quickie appliance service, Pleased 
with store, they ore more ready to listen to appliance-TV 
manager Gene Bulf, with his Westinghouse, Amana and 
Thermador lines 





REGULAR SERVICE department for small appliances at Werry’s is $18,000 a year operation 
Quickie service not only brings business, it frees serviceman from handling minor jobs like plugs, 
cords, sockets, etc. 


WERRY IS EXPANDING THE IDEA 


LAMP TESTING, including any length fluorescent, to check 


if trouble is lamp or ballast, is bringing more lamp business 


to Werry’s from small offices and stores 


BLANKET TESTING, also while customer watche is holdin 
Werry’s blanket customers, getting him exchange profit and 
selling extra blankets 

ae : End 











Ermerson-Electric’s “Active Air’ Fans 
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and profits for you this summer 


to millions! 














~mee NEWSPAPER 


SjtRS ae ers rap acon save SO 


Great Salesmen Working for You! Big space adver- 
tisements in Life and The Saturday Evening Post... 
along with Retailer co-op newspaper ads, TV and 
Radio spots... will tell the story of “Active Air” 


Clinch Sales in Your Store, 
with this new ‘‘Active 
Air” motion display — dra- 
matically demonstrates the 
huge air-moving capacity of 
Emerson-Electric fans! 
PLUS “‘Self-Sell’’ fan tags, 
fact-filled consumer folders, 
and Emerson-Electric’s 
“Sales Booster’ bulletins, 


America’s Most Complete 
Fan Line is now the fashion 
line, too! And the brand new 
EMERSON-ELECTRIC 
FAN CATALOG gives you 
the complete “Active Air” 
story, in color, on every one 
of these top performers. 
You'll sell more by having 
it! ASK FOR CATALOG 


No. 3038...and you'll profit more when you order 
Emerson-Electric fans early! THE EMERSON 
ELECTRIC MFG. CO., ST. LOUIS 21, MISSOURI, 
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HOUSEWARES 


Give Him 
First Crack At 


“X\RANK DeMarco’s Eastchester 
k Appliances, Inc., at Tuckahoe, 
N. Y., had a problem: How to 
increase trafic in a suburban com- 
munity store? 

DeMarco found his answer in a line 
of housewares which he added in Sep- 
tember, 1954. A year later his gross 
income over a 12-month period had 
risen from $135,000 to $175,000. His 
daily gross on housewares alone aver- 
ages $60 and he operates on about a 
40 percent margin. 

In the first three months, he sold 
$4,800 worth of major appliances to 
people who didn’t know he carried 
major appliances but who originally 
came into the store for housewares. 


Peculiar Problem 


DeMarco faced a peculiar problem. 
Since the Tuckahoe store was the only 
one selling major appliances in that 
community, his sales were mostly im- 
pulse sales. The situation was unlike 
the one in his New Rochelle store 
where traffic was considerably greater 
and potential consumers had a chance 
to “shop” the city for the best dis- 
count. Too, the New Rochelle store 
is virtually next door to one of the 
city’s best stocked hardware-house 
wares stores 


ELECTRICAL 
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DISCOUNT SHOPPERS 


DeMarco found that when most 
l'uckahoe people were in the market 
for a major appliance, they would go 
to either New Rochelle or New York 
to find the best deal. They “forgot” 
the Tuckahoe store because, he rea 
soned, they were shopping and with 
only one store in the community, that 
was hardly the place in which to shop 
around, 

Therefore, he had to create more 
impulse sales through increased store 
traffic. 


Informal Relationship 


He knew personally most of his cus- 
tomers and he used this to his ad- 
vantage. By querying friends among 
customers, he discovered that there 
was only one store—a hardware store 

selling housewares in Tuckahoe. 
Convinced that housewares were a 
natural addition to an appliance store, 
he found that the hardware store’s line 
was not a varied one. Many residents 
were, in fact, going to larger cities, 
like New Rochelle, to get housewares. 
It was obvious, then, that the traffic 
to points outside of Tuckahoe was 
considerabk 


That settled it. DeMarco added a 


varied line of housewares. 
Ordering merchandise for the new 


1956 





Tuckahoe, N. Y., with only one appliance store 


in town, is no paradise for comparative shop- 
pers. Most of them never even bothered to 
visit Frank DeMarco’s store. So he put ina line 
of housewares to build traffic and now he sells 


them majors before they start to shop 





line proved to be an easy matter. De- 
Marco found a supplier of housewares 
who was interested in installing the 
line on a 90-day trial run basis. The 
supplier decided what should be placed 
on the shelves and DeMarco was given 
the option of returning any merchan- 
dise he did not want to carry after 90 
days—at no cost to him. Iv most cases 
returned merchandise were usually 
items that didn’t sell or proved to be 
inferior. 

“For example,” he said, “I found 
that hardware iterns were not selling. 
They just didn’t fit into an appliance 
store. When people buy hardware, 
they usually have something specific in 
mind and are not interested in brows- 
ing around—and I want traffic in the 
store that will browse around. Too, 
lack of space and lack of knowledge of 
hardware were determining factors. 
The housewares, on the other hand, 
often are part of appliance use and it’s 
easier to sell them on that basis—as 
well as to get people to look at my ap- 
pliances,”” 


Brand Names Carried 


The store’s line of housewares is 
now pretty well set. The same sup 
plier of merchandise still receives most 
of DeMarco’s business, but plenty of 








salesmen provide him with looks at 
new products and if these appear 
promising as traffic items rg are 
added to the store’s line. Only brand 
names are stocked and rather than 
argue with customers about damaged 
products or service problems, he gives 
them new merchandise in exchange 
and chalks the whole thing up to good 
will, 

At present, an inventory of about 
$5,000 is carried, During the first six 
or seven months turnover was light, 
but last summer's business was good 
and he has done considerable reorder 
ing 

Arranging Floor Space 


Convinced that housewares would 
effectively help his appliance business, 
DeMarco didn't hesitate about giving 
half his space to the new line, In order 
to do this, he got rid of certain mode! 
of refrigerators and other white goods 
that didn’t sell anyway and cut down 
on appliance items that were either 
duplications or close to it. 

lousewares and appliances are kept 
separate. One wall loco has house 
wares, the other appliances, with the 
middle counter similarly divided, It's 
too confusing for the customer, he 
Continued on page 123 
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AROLD SELTZER, Wilming 
H ton, Del., dealer has only one 
person working for him in his 
store—his wife. 
But he has 400 city clubwomen 
making broiler sales for him 
Extremely promotion minded, Selt 
zer realizes there are many ways to 
successfully merchandise a product 
But what better way, he asks, than to 
let women help you sell a product 
you're trying to sell other women? 
Of the varied promotions he em 
ploys, the most successful is one 
which finds city clubwomen actually 
giving the sales pitch and contacting 
as well as selling broilers 


Wife Helps in Promotion 


Here's how it works 

Seltzer’'s wife is a member of the 
board of directors of the city ledera 
tion of Women’s Clubs. She is able 
to find out which clubs are planning 
fund raising activities, When she 
hears of one, such as a recent Amer 
ican Legion Auxiliary benefit, she 
advises her husband and the wheels 
begin to turn. 

Seltzer contacts the  auxiliary’s 
officers and proposes that he put on 
the club’s program as well as prepare 


the food—on broilers, of course. 

He asks for a percentage of the 
ticket sales to take care of expenses 
of the show. In the case of the 
Legion auxiliary’s affair, where tickets 
cost $1 each, he got 25 cents from 
each ticket sold. In some instances, 
he uses local professional talent. In 
other cases, he has an agreement with 
a Philadelphia agency to supply good 
yet inexpensive talent. ‘There are 
many Ene entertainers, Seltzer 
pointed out, who have a couple of 
days between scheduled shows and 
who are willing to perform during 
this in-between time for nominal fees. 

The Legion show was made up of 
a singer, dancer and comedian from a 
Wilmington nightclub. If ticket sales 
cannot cover the entertainment cost, 
Seltzer takes the loss. If, however, he 
has more than enough for expenses, he 
returns surplus funds. 

“I figure that the club’s granting 
me permission to present the show 
and to point out the broilers’ features 
is my profit,” he says. 

Once the show is lined up, he gets 
seven clubwomen to demonstrate the 
broilers by cooking the food at the 
club event under the supervision of 

(Continued on page 130) 


...o@ll His 
Broilers 


HAROLD SELTZER, a Wilmington, Delaware, 
dealer, puts on shows for women’s clubs then 
gets members to follow up with sales that 
help him—and the club, too 


cS : 
COOPERATING BRIDAL shop owner Marvin Kirschman goes over details of 


a plan with Mrs. Harold Seltzer whereby he will give prospective brides free 
gift certificates to be used in Seltzer’s shop next door. 





PERFUME STICK is given prospective broiler customer by Seltzer after she 
has been sent ao letter requesting that she drop in at the store to pick up 
a free gift. Seltzer mails gift offers to old customers and to prospects whose 
names have been supplied by a mailing list firm 
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ADVISED OF FUND raising activities planned by a local woman’s club, 
Seltzer and his wife go over plans to contact club officers. If contact is 
successful Seltzer will present show and demonstrate broilers. Mrs. Seltzer, 
on the Board of Federation of Woman's Clubs, furnishes contacts 
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SURVEY AFTER SURVEY SHOWS CUSTOMERS SAYING: 


“Our next freezer 
will be an upright 


..and bigger!” 



































Suggested 





tht Model BF-350—full 35.38 New Wilson Upright Model BF-250C—full to retail 
Sparkling white, wit olrt 25.4 cu, ft. capacity, Sr 





art gray finish, Your P " 
ie trim. Inventory Chart. Door Rack best answer to the growing demand for a at onl; 


Many tomer-pleasing features! BIG freezer at a low price! $59995 


THERE'S PROFIT COMING UP IN BIG-SIZE FREEZERS, 
BIG WILSON SECTIONAL FREEZERS (remote) = And you can enjoy this extra —big-size— profit by adding 


Wilson freezers to your present line. Even if you're already 





"aI f ’ married to a limited line of freezers, you'll find Wilson's 
mt ; dal ; 7 
a non-conflicting sizes an ideal way to meet demand. 

| ie Wilson offers the most complete freezer line on the market. 

| ' a, There are chest freezers in 15 and 20 cu, ft. capacities, up- 
be rights in 15, 20, 25, 35, and on up to 90 cu, ft. capacities in 
/ ied ; , ‘ ; 

' the bigger Wilson sectional sizes. 
Don't turn down any orders, Get the full story on big 
\ 30 cu.ft 90 cu. ft. Wilson freezers today. A few attractive distributor franchises 
| Model FI. 3 Model F1-901, holds 3000 ibs : 
sta frozen food, but only 29/4" are now open, too. Mail the coupon. 
\ ‘ 4 with ' Joos 
| 
Aliso available with interior compartment doors CREECH EEE HEHEHE HERERO EE 











, 
. 
° Wilson Refrigeratic n, Inc., Dept. EM-3, Smyrna, Deleware 
. 
. Rust formation on opportunities in Wilsor Complete Home freezer Line BIG Home 
. 
e Freezers only Sectional Storage Freezers 
* 
. 
HOME FREEZERS :: 
. Nome iste Dealer 
. 
WILSON REFRIGERATION, Inc., SMYRNA, DELAWARE : 
Add — 
Division, Tyler Refrigeration Corporation . p32 
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Now! Lowest Unit Pricing in the Industry! 


One Presto (Coittiol: Master: 


OPERATES A WHOLE FAMILY OF NEW 
| ELECTRIC SUBMERSIBLE APPLIANCES! 

































PLUGS IN 


80 appliances cook by 
controlled heat 


COWTROL-MASTER DETACHES 


| $ 95 + $0 appliances wash 
safely under water, 


handle and all 















Gives Dealers the Greatest 
Pricing and Add-On Story in 
Appliance Retailing! 


The exclusive Presto concept of a single control for a family 
of appliances gives you unlimited opportunities for adver- 
tising, promotion, and repeat sales! First, a new product ad- 
vantage —complete submersibility — puts you ahead of all major competition. Second, 
you go to town with pricing far lower than anyone else can offer. And third—add-on 
business is a real gold mine! Once your customer owns one Control-Master, the 
attractively priced griddle or another fry-pan become irresistible “bargains.” Inex- 
pensive “follow-up” mailings bring add-on sales quickly. It’s a whole new picture in 
appliance selling; get next to it now! 









SPECIAL INTRODUCTORY PACKAGE GIVES YOU 


FO % r80n7 introductory Package Retail 
etai Cost 


3 Control-Masters @ $6.95 . 
5 3 Control-Masters @ $6.9 “oS va Sie $20.85 $14.07 
* ra 






1 $S-34 Fry Pan (9 x 9) ae aa eee oss —_— 
JSS32 Fry Pon (Vix1l) . . . . . a 9 
1 $G-33 Griddle (9x 15) A. Me OS 

















































' ~ 7 : tik lates 4 14.95 10.09 
tea re —- we’ ! Gloss Cover for SS-34 ao apeammanaen ; 4 IES... OH 
Beautiful Display - 1 Gloss Cover for $$-32 Fry Pan . , 2 0 CO -—— 4p 
teal ee ‘ 35 
Absolutely FREE! 1 Gloss Cover for SG-33 Griddle. . . . 295 | 199 
TOTAL $66.50 $44.88 . 
Special An extra 11% 
for q 
Introductory Offer special introductory. ihe s 39% | 
Means an EXTRA | 
$5 Profit for you Your Profit $26° 












7M, fe 4 mended ade ‘ed. ta 
anufacturer's recomme Retail or Foir Tr Price, F x inct 
. . . 
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Joske s 
Help 


Housewares . 


Counters 
Sell 


The big San Antonio department 


store doen’t cut 


prices. Instead, 


it makes it easy to buy at list 


“LECTRIC housewares need not 

kK be subjected to price cutting, 

believes Don Fritz, housewares 
manager at Joske’s in San Antonio. 

“We get our normal margins by 
stressing four things: convenient dis- 
plays of varied brands, satisfactory 
scrvice atrangement, a convenient pay- 
ment plan and assurance through 
demonstrations that the customer is 
receiving a good value for his money,” 
I’'ritz declares. 

Joske’s carries a complete line of 
General Electric, Westinghouse and 
Sunbeam appliances, the Universal 
coffeemaker, Dormey er mixers and sev- 
eral lesser-known brand appliances. 

Let's assume Mrs. Prospect wants 
in electric toaster but has no brand 
preference. In this case, a salesman 
will direct her to a counter with a 
variety of brands and models. She can 

hoose an inexpensive off-brand model 
or a higher-priced name brand model. 
In any case, because the store has such 
1 variety at all prices, Mrs. Prospect 
irely will shop around for discounts. 


Low Prices And High Prices 


‘After all,” Fritz says, “if she’s 
hopping for price, we can give her a 
low price on an off-brand model. If 
he’s looking for quality and brand 


name then she’s rarely concerned 
vith discounts. Either way, we get 


our normal margin. We have enough 
ariety so that if Mrs. Prospect really 
wants a toaster, she will buy it from 


If, on the other hand, Mrs. Pro 
pect is only interested in the General 
Electric toaster, for example, Joske’s 
has a counter devoted exclusively to 
G-E products. Other counters exclu- 
ively display Westinghouse and Sun- 
beam appliances. 

The feeling here is that if the prod- 
uct’s manufacturer means so much to 
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Mrs. Prospect, she may be interested 
in other items the firm produces. She 
may not buy today, but she’s been 
exposed to the line and may be a 
future customer. 

“It also makes her quality conscious 
and by seeing the products at their list 
prices, Mrs. Prospect can begin to 
accept that price and not look so hard 
for discounts,” Fritz adds. 


Demonstrations Big Help 


Fritz firmly believes that in-store 
demonstrations help stimulate con 
sumer interest and sales. Several dem- 
onstrations are going on all the time. 
General Electric coffeemakers dis 
pense coffee to customers while at an- 
other counter, cakes and cookies are 
baked and offered free. And close by, 
a saleslady shows off the Oster juice 
mixer, 

Although G-E and Oster pay the 
salary of their demonstrators, they as- 
sist the regular Joske’s staff in sales of 
all items the store handles. 

“Demonstrations need not require 
extra help as far as the small appli- 
ance dail is concerned. Items can 
be placed on counters and demon 
strated when a prospect shows interest 
I have found that it helps greatly in 
selling and, often, the prospect who 
is not quite sold will buy the item 
because she feels the demonstration 
was especially for her,” Fritz says. 

Although the store does not handle 
its own service problems, it will take 
an item for repair, send it to an au 
thorized factory service station in San 
Antonio, and will arrange to have the 
repaired item returned to the cus 
tomer. Occasionally a minor repair 
can be made by store personnel, but 
this is the exception. However, so 
that personnel can be of assistance in 
these minor repairs, they are well ori 


(Continued on page 138) 












WITH DISPLAYS BY BRAND 


The prospect specified a Sunbeam mixer, so the saleslady shows her one 
in an all-Sunbeam display, thus exposing her to the full line 





WITH DISPLAYS BY TYPE 


If a customer wants a coffeemaker, but doesn’t have any brand prefer- 
ence, this counter gives her a choice of type, brand, price and capacity. 





WITH DISPLAYS BY PRICE 


Since Joske’s does not cut prices on housewares, it maintains displays of 
low-cost appliances like this one to appeal to price-conscious shoppers. 
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« G/BSON 


Gibson's Electric Range = 
with Verti-Broiler <> mmm ° 


broils both sides at once! 











Here’s the brand new way to broil that gives 
you a brand new way to sell electric ranges! 
You can show your customers how the 
sensational new Gibson Verti-Broiler broils 
both sides of the meat at once. With a touch 
of the handy control knob, you show them 
how you bring the twin heating elements 
up close to the meat, for that quick searing 
that seals in flavor and juices. The 
adjustable heating elements give positive 
broiling satisfaction for steaks, chops, 
lobster, disjointed chicken, etc., broiled the 
way you like them, rare, medium rare, 
medium or well done in one half the time. 
You can prove how vertical broiling 
drippings drop clear away from the broiler 
heat, for smokeless, spatter-free broiling. 
The Verti-Broiler is twice as fast, naturally, 
because it broils both sides at once. And you 
can close sales with Gibson’s new 
innovation in broiling. 


GREAT NEW PROOF THAT faeie LMASOUN s git t:/ 


No need to turn meat! . Broils everything! 


No more watching to be sure both sides Adjustable rack holds hamburger patties, 
are evenly broiled. Verti-Broiler broils + lobster, steaks, chops, chicken, fish, etc., 
both sides evenly —at the same time. * for perfect, even-all-over broiling. 

















se eeeeeeereresees FITS ANY MODEL GIBSON RANGE - 


Broils twice as fast! : Turn of knob adjusts heat! 
If your normal broiling time is 20 min- . A turn of the convenient knob adjusts the 
utes, Verti-Broiler does it in 10 minutes, : heating elements towards or away from 
because both sides broil at once! ; the meat. No hot pan or broiler juggling! 
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the space of a 7...at the price of a 7... yet capacity of an Tl 


(only 24” wide) (with a hefty profit) (10.52 cu. ft.) 
Again—for ’'56—Gibson’s got it! The makers of the world’s finest budget problems with Gibson’s new Big Three. Imagine—in the 
refrigerators bring you the world’s most wanted refrigerators. Mil- space of a 7 footer...at the price of a 7 footer (under $200.00) 
lions of American homemakers can now solve their space and here are three models with the capacity of ordinary 11 footers! 




















Gibson Custom Refrigerator Gibson Deluxe Refrigerator Gibson Economy Refrigerator 
MODEL GP-104B MODEL G-102B MODEL G-100B8 
@ Push Button Defrosting @ Full Width Freez'r Locker @ Full Width Freez'r Locker 
@ Full Width Freez'r Locker @ Sliding Crisp'r @ 3 Deep Door Shelves 
@ Sliding Crisp’r @ 3 Deep Door Shelves @ Egg Rack 
@ 4 Deep Door Shelves @ Egg Rack @ Chill’r Locker 
@ 2 Egg Racks—Butt'ry @ Only 24” Wide @ Only 24” Wide 
y oP OP EF SS Oe Ge Sm Ge GE EE GD GE OS GR EE GN eS OE SE Ee me Pe mee mm meee 
a 
on these ibson Refrigerator Company, Dept. 
Get the facts os ¢ om 
Gibson exclusives! Mail coupon today! Greenville, Michigan 


Tell me more about the exclusive Gibson Verti-Broiler, 
the ‘7 becomes 11” refrigerators, and the rest of the 
exciting Gibson line! 





See Gibson on NBC's TV "HOME SHOW" with Arlene Francis every Thursday! 











1 
° ; Name 
4 
GIGSOM verniceraror COMPANY - Greenville, Michigan ‘Firm Name 
REFRIGERATORS + ELECTRIC RANGES + FOOD FREEZERS + BUILT-IN APPLIANCES ‘ dd 
ROOM AND SELF-CONTAINED AIR CONDITIONERS . Address 
in Canada: Gibson Refrigerator Company of Canada, Limited & City Zone. State 
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higher-priced appliance 
often easier to sell ? 








Of course price is an important considera- 
tion with your customers, but they want 
quality too — willingly pay more when you 
prove an appliance is better. And that’s 
where Nichrome*® helps — for your cus- 
tomers know the Nichrome name . . . gladly 


pay a little extra for equipment with the 
trusted Nichrome heating element. So fell 
them when an appliance has a Nichrome 
element — that fact helps sell higher qual- 
ity, full-profit items at every level of 
distribution! 


Nichrome V ond NiCHTOME oe monvlectured only by 


\ Drwer-Harris COMPANY 


HARRISON, NEW JERSEY 





? 


BRANCHES: Chicago, Detroit, Cleveland, Louisville, Los Angeles, San Francisco 


“one hg 


in Conada: The 6. GREENING WIRE COMPANY td.. Hamil nt 


or 


T. Mm. Ree Pat. OF 


MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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Get Your Share 


——e CONTINUED FROM PAGE 77 





lions of non-electrics have been sold. 
Every woman who has ever owned 
and used a non-electric cooker is a 
good prospect for an electric model, 
because the electrics save even more 
time. There’s less watching and wait- 
ing for steam pressures to be reached. 
The correct temperature needed for 
every recipe, from a steam pudding to 
a pot roast, is accurately maintained 
without further concern once the tem- 
perature regulator is set. 


Rotisseries and Barbecuers 


The rotisserie-barbecue business, in- 
door and outdoor, is booming. Cook- 
ing steaks, hamburgers, frankfurters 
out of doors on the patio with an 
electric barbecuer, or in the wide 
open spaces with one of the portable 
non-electric charcoal models is becom- 
ing an accepted American way of life. 

There’s profit in these products. 
The many patio cookery shops spring- 
ing up all over the country are proof 





Some electrical appliance salesmen 
are so busy trying to sell customers 
something, they never give the cus- 
tomer an opportunity to buy anything. 





They make ideal gifts for the man of 
the house, for Fathers Day, or for any 
other occasion. There’s added profit 
in the array of related equipment that 
goes with this type of cookery—auto- 
matic fire starting devices, extra spits 
and skewers, long handled serving sets, 
asbestos gloves, charcoal briquets, plus 
a whole battery of electric cooker-fry- 
ers, grills, warmers, coffeemakers, 
toasters needed to prepare a complete 
patio meal. 


Hotcup-Water Boiler-Kettles 


Hotcups, tea kettles and water boil- 
ers, all variations of the same theme, 
have been on the market a good many 
years. However, starting in 1954 these 

(Continued on page 103) 


What Makes Him Tick? 


Who? Why the average appli 
ance dealer of course. Is he Repub 
lican or Democrat; college man or 
self made business man; married or 
single? What is his income? Is he 
a lodge member or simply a non 
joiner? The answers to these and 
dozens of other points which make 
the appliance dealer a human 
being as well as a factor in your 
community will be found in an arti 
cle to appear soon in 
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here’s why 


more families are buying 


Automatic Electric Ranges 
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NEW HOTPOINT DELUXE 
AUTOMATIC ELECTRIC RANGE 


-». new medium-priced valve leader! 








NEW HOTPOINT STANDARD 
AUTOMATIC ELECTRIC RANGE 


... new extra-value low-cost special! 





NEW HOTPOINT SUPER-30 DELUXE 
AUTOMATIC ELECTRIC RANGE 
... new value-packed, space-minded beauty! 
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SPEARHEADED BY 


ABC’s TOP-TEN-RATED TV SHOW 


J, dito 6 OLDIE anc HARRIET e. 


... with Harriet doing the selling for you 
















‘, @ Consistent National Magazine Advertising 
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GO WITH HOTPOINT FOR A MORE 







PROFITABLE 1956 AND GROW WITH fe y 4 Kf ams n 
HOTPOINT IN THE YEARS AHEAD! 






DISPOSALLS” * WATER HEATERS * FOOD FREEZERS 
AUTOMATIC WASHERS * CLOTHES DRYERS 
AIR CONDITIONERS *« CUSTOMLINE 


Your Hotpoint Distributor is ready to help you— 
CALL HIM TODAY! 

































Get Your Share 
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products took a new lease on life. For- 
ward-looking manufacturers, aware of 
the growing popularity of instant cof- 
fees, teas, cocoa, and soups—brought 
out redesigned models with greater 
capacities, higher wattages, and mod- 
ern styling. They are elegant enough 
for use at the table. Some models 
provide tea-brewing facilities to hold 
tea bags or loose tea, whichever the 
customer prefers. Capacities range 
from one to four quarts and from four 
cups to 10 cups. 

Some models automatically bring 
water to “near boil” temperature, then 
adjust to “keep warm” for an indefi- 
nite period. Automatic safety cut-offs, 
immersion type built-in elements rang- 
ing from 550 to 1250 watts; high, 
low, and 3-speed temperature controls, 
egg racks and trigger spout caps are 
other features. Finishes include 
chrome on copper, aluminum and cop- 
per with silicone. Some models have 
attached covers. Others are open 
style, wire covers are optional. 

They make ideal gifts for a variety 
of occasions. Top makes include Dor- 
meyer, Duralux, Empire, General 
Electric, Jet-O-Mat, Knapp-Monarch, 
Lecki, Manning Bowman, Mirro- 


CPB OOO PPP PDP DP PDD PPA 


When an electrical appliance sales- 
man finds his job becoming routine, 
he should get out of the business. 


SLB SEES ES II IDS 


Matic, Silex, Sunbeam, Universal and 
West Bend. 


Colored Housewares 


In the past two years color has been 
slowly creeping into electric house- 
wares. Sparked by Casco in January, 
1954, wtih the introduction of their 
steam iron handles in a choice of four 
pastel shades, many manufacturers 
quickly got on the bandwagon, pro- 
viding pastel handles on coffeemakers, 
irons, portable mixers, etc. Blender 
and standard mixer bases soon were 
made in popular pastels, and now the 
1956 toasters are blossoming forth 
in pastel porcelain enamels and other 
high heat resistant baked-on enamel 
finishes. Copper and coppertone fin- 
ishes have been popular for several 
years on deluxe models of automatic 
coffeemakers, mixers and blenders, and 
in 1956 many toaster lines included 
copper models. 

These colors lend themselves ideally 
to promotions especially for wedding 
gifts 

Presenting matching sets of cop 
per finished electric housewares or 
matching sets of pastel staples such 
as toaster, steam iron, muxer, cof 
feemaker and blender—are a natural 
for selling the idea of “a Matching 
Wardrobe of Housewares for the 


Bride.” This will serve as a useful 
sales tool by setting a new fashion 
trend toward matching housewares in 
the hom End 














I’m selling for Fairbanks-Morse! 


You—and your customers—will run into me often this 
year. Open The Saturday Evening Post, Farm Journal, 
Capper’s Farmer, Progressive Farmer, Sunset or House- 
hold Magazine and I’ll probably be there. I'll be selling 
Fairbanks-Morse products every time. 


Join me. You’ll make money. 


You see, Fairbanks-Morse offers everything you need 
for success: 


1. A respected name, known for 125 years 
2. Top-quality products, backed by guarantee 


FAIRBANKS-MORSE 


a name worth remembering when you want the BEST 





WATER SYSTEMS « GENERATING SETS * MOWERS * MAGNETOS 
PUMPS « MOTORS « SCALES « DIESEL LOCOMOTIVES AND ENGINES 
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6. 
7. 
8. 


A complete line of water conditioning equipment— 
water systems, heaters and softeners 


Fast delivery of products and parts—ovur 38 branch 
offices blanket the nation 


Sales help and cooperation from Fairbanks-Morse’s 
own men 


Point-of-purchase sales aids 
A cooperative advertising program 
Giant national advertising support 


I’m looking forward to working with you. You'll find it’s 
always better to sell the best. 


t-cccrr am Gee eae ame ane ane oe oe oe a oe ee os oe oe og 
| Fairbanks, Morse & Co., Dealer Div., Dept. EM-4 | 
| 600 §. Michigan Avenue, Chicago 5, Ilinois | 
J I’m interested in selling Fairbanks-Morse products. Send | 
; detailed information and have your representative cal! | 
| Firm name 
| My name | 
| Address RD | 
| City State 
——————— é 
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SCYYS MURRAY GIDSEG, Partner 


Jamaica Stove & Furniture Corporation 
Jamaica, New York valere 
eee 


MURRAY GIDSEG’S GAS RANGE PROFIT POINTERS 


“We give 'em a choice, demonstrate the Demonstrations on hooked-up models, for individuals 
features and follow-up with good service, and neighborhood groups, regular mailing to prospects, 
to keep em sold. Gas ranges give usa big- newspaper advertising, good service and tie-ins with 
ger profit than any other major appliance," gas company promotions, are the sales tools Mr. Gidseg 
says Mr. Gidseg. finds most effective in selling gas ranges in volume. 


Prospects have plenty of choice in Jamaica Stove & Furniture Corp's, big gas range display. 
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CASH IN ON OPERATION HOME IMPROVEMENT 


36-the year to FIX! 
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HERE’S WHY: 


Survey after survey proves again that 
dealers make more profit selling gas ranges 
than any other major appliances. 


1. Higher Percent Markup. 
range mark-ups with other appliances. 
You get more with gas ranges. 


Compare gas 


2. Faster Turn-Over. You can get more 
gas range unit sales out of every $1,000 
invested in inventory. 


3. Greater Public Acceptance. 


HERE’S HOW TO INCREASE GAS 
RANGE SALES AND PROFITS 


1. DEMONSTRATION. Live hooked-up gas ranges 
let you feature the features — show how 
easy gas ranges are to clean and keep clean 
— let prospects sell themselves. 


TRAINING. Knowledge is sales power, Your 
manufacturer's representative is ready and 
willing to help train you and your salesmen. 
Set up a sales training program today. 


TIE-IN. A million dollar AGA advertising 
campaign PLUS big promotions such as 
MRS. AMERICA, DIONE LUCAS, OLD STOVE 
ROUND UPS, utility HOME SHOWS and 
SPECIAL PROMOTIONS push up your 

sales when you tie-in. 


Mrs. Ramona Deitemeyer 
Mrs. America of 1956 


SERVICE. Follow-up every sale and see that 
every range is properly adjusted. When you 
give customer satisfaction, you build con- 
sumer following and sales for years to come. 


7 
Dione Lucas, popular J 
TV cooking authority 4 
b* 2 


Write for Booklet or ask your Gas Range Manufacturer, Distributor, or Gas Utility. 


GAS APPLIANCE MANUFACTURERS ASSOCIATION, INC. 


Your selling job is easier. 


4. More Selectivity. You and your 
customers have a wide 
models to choose from. 


variety of makes and 


Your own records will show you. When you push 
gas ranges, you make more money. Ask your 
manufacturer’s representative or your gas 
company, how you can increase your gas range 


profits EVEN MORE, 


Get In On The Big Gas Range Profit Parade 


Mrs. America and Dione Lucas are both selling 
for you on T-V and in magazines and newspapers 
coast to coast. Learn how you can tie-in, build 
floor traffic and sales. 


60 East 42nd Street, New York 17, New York 
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GAS APPLIANCE MANUFACTURERS ASSOCIATION, 
60 East 42nd Street, New York 17, New York 


Please send me your FREE booklet, 
Automatic Gas Ranges’’. 


INC. 


"Quickie Demos That Sell More 
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Don’t wait until it’s too late . . . You'll have a terrific 
demand for LAU Fans this summer! All new, loaded 
with saleable features. 5 year guarantee. Styling and 
decorator colors to set the pace for years to come! 


LAU BRINGS YOU EVERYTHING 
STEVE ALLEN! 


You'll see LAU Fans on the Steve 
Allen “Tonight” Show, NBC Coast-to- 
Coast Network this summer. LAU will 
also be on three other National TV 
Shows, schedules to be announced 
later to our dealers. 


NATIONAL and LOCAL RADIO! 


LAU has planned icipations on National Radio 
Shows, reaching millions of listeners. 





LAU will also have local radio participations in more 
than 80 top markets, permitting dealers to tie-in at the 
local level. Schedules will be completed in May. 


BIG PROMOTIONAL HELPS! 


Displays ... Ad Mats... Catalogs... Mailers... 

Photo Prints ... June Bride's Promotion ... Sales 

Contests. Get them all in the LAU Promotion Folder 

oN they will help you sell more FANS than ever 
ore! 


GET BEHIND THE LAU LINE! 


You'll sell more Fans and reap bigger profits than 
ever before. Get in touch with your LAU fan sales 
representative right now. 


My LIVE BETTER 
ss ELECTRICALLY! 























106 


@@. stock up Now 
ON AMERICA’S MOST 
IMITATED FAN LINE 
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LAU FANS The Lau Blower Company 


2007 Home Avenue, Dayton 7, Ohio Kitchener, Ont., Canada Azusa, Calif. 






200 Good Prospects 
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ments to send the overflow to that 
place.” 

Since it was going to be a real 
“party”, Strickland knew there would 
have to be refreshments on hand 
with plenty of attendants to hand 
them out. He made arrangements 
with a fellow Georgia Tech alumnus, 
Sanders Rowland, of the Coca Cola 
Company, who agreed to donate the 
drinks. McDavid & Co. told Strick- 
land that as many distributor repre- 
sentatives as he needed would be sent 
over to help out. 

“Long before the game went on at 
one o'clock, people began arriving at 
the store,” says Skinner. “By kick- 
off time we had more than 80 people 
seated in our show rooms and we had 
begun to channel the overflow to 
McDavid’s. Even nature cooperated 
-it was a beautiful day in Miami, as 
well as in Birmingham, and reception 
couldn’t have been better. All in all, 
the party was a great success.” 


Registrations Are Taken 


After registrations were taken, 
Strickland found that he had 87 
guests in his own store and approxi- 
mately 150 more at McDavid’s. Be- 
sides three of his salesmen, four of- 
fice workers and four distributor 
representatives, the dealer also had 
two technicians standing by to assure 
perfect operation of the sets. After 
the game was over, Strickland and 
Skinner shook hands with all their 
guests, asked their opinions of the 
telecast and thanked them for coming 
to the “party”. One of the distributor 
representatives handed out literature 
on color television sets as the guests 
passed out the door. 

Concrete result of the “party” was 
that Strickland showed an immediate 
increase in the sale of black and white 
television sets estimated at 18 percent 
over normal. In the following 60 
days, he sold five color TV sets, four 
of which he attributes directly to the 
promotion. In addition, he is satis- 
fied that the stunt paved the way for 
the sale of more color TV sets and 
established his name in future buyers’ 
minds as the dealer who can provide 
the set they want. 

“The ‘party’ definitely identified 
Lynn Strickland to many people who 
otherwise would not have known 
about us,” declares Skinner. “But one 
of our major goals which the promo- 
tion achieved was to make future buy- 
ers color-conscious. This, of course, 
is bound to pay off in the future. It 
created an impression of “When you 
think of color TV, think of Lynn 
Strickland, and we know that thou- 
sands of potential customers are going 
to start thinking about color television 
in the immediate future, if they 
haven’t already started thinking about 
A 

Strickland’s annual sale of TV sets 
is somewhere around the $100,000 
mark and while better than 95 per 
cent of these sales are still in black 
and white receivers, the Birmingham 
dealer expects to triple or quadruple 
his sale of color TV units in the next 
12 months. End 
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Now... offer 


New Universal ends off-and-on heat 
blasts...guarantees your customers 
constant floor-to-ceiling comfort! 





* 








If there’s a market for ‘‘space heaters” in your area, there’s 
a many times bigger one for the revolutionary new Universal 
Constant Comfort Gas Heater. Because here, for the first 
time in 20 years, is an entirely new and efficient home heater 
principle that ends cold drafty floors and hot ceilings. 


Constantly circulates warm, filtered air all over! 


Just like the most costly modern central heating systems, the 
new Universal Constant Comfort Gas Heater continuously 
circulates warm, filtered air all over the rooms at all times. 
It automatically maintains even temperatures from floor to 
ceiling. Yet it actually costs /ess than some ordinary “space 
heaters,”’ requires no additional installation and lowers fuel 
costs by re-circulating preheated ceiling air. 


| : 









Act now on this big profit opportunity! 





the new 


i 


There's already a fast-growing demand for heaters 

in motels, house trailers and many other new 

locations, Now Universal's many revolutionary 
new features will open a huge new replacement 
market in homes, businesses and other locations 
where heaters are in use. 

Don't delay, Rush the coupon for complete 
details today—plus news about the consistently 
powerful promotion program that will move 
Universal Constant Comfort Gas Heaters right 


off your floor! GB 
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CONSTANT 
COMFORT 
GAS HEATER 


for LP or city gas 
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) 2065— 20.2 cu. ft. 











Here’s exciting news in Uprights — the 
1956 Philco, with the self-service door that 
hands you the food, a package at a time. And 
it’s loaded with new features and eye appeal that 
make it easier to demonstrate and sell. Choice 
of four models . . . 20.2 cu. ft. holding over 
700 Ibs., 14% cu. ft. holding over 500 Ibs. and 
two 14% cu. ft. color styled models in smart 
new Philco Startone blue and Suntone yellow 
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PHILCO 852—8.4 cu. ft 
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Built-in Freezer 
foo! 


Philco pioneers to the APPLIANCI 
DEALER into the kitchen business with 
Do-it-yourself” sectional units that require 
10 building-in. Now available, is every 
appliance needed for a complete Philco 
kitchen, including this big 6.8 cu. ft 
freezer that holds 238 lbs. Philco V-76' 
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Even at the lowest 
rice, you can't buy 
etter quality. Gen- 
uine white porcelain 
interior super efh- 
cient Philco wrap- 
around construction. 
Five-year protection 
of power system plus 
three-year protection 
against food witihas. 
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If you mean business —if you're in earnest about getting your 





share of the appliance dollars being spent in your market this 


year—freezers are a MUST. Not just a token line of a model 


ortwo... but real coverage of today’s big selling sizes and 


types and really hot "come and get'em” prices. Philco has the 


products, prices and plans to bring you more profit in freezers 
in 1956. Get the story NOW, from your Philco Distributor, 










PHILCO 1858 
18 cu. ft 











World's first Convertible Freezer 
with a separate Compartment 
that’s convertible to three tem 
perature levels . , . zero, 40° 
above, or 40° below. Just press 
a burton CLICK ! to 
the temperature you need de 
pending on the food you want 
to store, For bulk storage of 
unfrozen foods such as turkeys, 
hams, bottled beverages, water 
melons, click to 40° above. For 
frozen foods, click to zero stor 
age. For sharp freezing click to 
40° below. It's the most usetul 
freezer ever built and a real 
profit maker for Philco dealers 


Look for it... 


in May “Woman's Home Companion", smashing full color mag- 
azine spread announcing the 1956 Philco Convertible Freezer. 
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Quick, easy 
plus profits 
from Honeywell! 


On every dehumidifier sale 


New! 


Brand new, low-cost, plug-in control makes unit fully automatic. 
Sell your customers automatic protection, plus new convenience 
and economy, with every dehumidifier! Honeywell H45A Dehu- 
midifier Control turns unit on and off automatically; controls hu- 
midity just like a thermostat controls temperature. Adds efficiency; 
adds to life of unit; cuts operating costs; ends guesswork. User 
simply plugs in! List price $14.95. 


On every room cooler sale 


Now — plug in thermostatic control of room air conditioning, 
too / Benefits are easy to sell. This Honeywell thermostat, finest of its 
kind, keeps room comfort constant by turning air conditioner on 


and off automatically as room temperature demands. Unit operates 
only when it’s needed; no overcooling, no excessive power costs. 
Just plug it in, List price, standard TA42M, $24.20. 


These two Honeywell plus-profit controls are natural tie-ins with 
your dehumidifiers and room coolers. Promote them! A little 
extra push brings big profit returns without extra sales cost. 

Get complete details by calling your local Honeywell ofhce 
today, Or phone, write or wite Honeywell, Dept. EM-4-54, 
Minneapolis 8, Minnesota. 


Honeywell 


112 offices 
across the nation 


First in Controls 





He’s Tearing Down Clotheslines 





the automatic washer,” he says. “Now, 
we're trying to get them to do the 
same thing with the dryer. Two of our 
builders have gone far enough to pro- 
vide the needed space and most of the 
remainder, something like a dozen 
contractors, will cooperate with us to 
the extent of letting us look at the 
plans and giving us time to sell the 
home owner on the dryer before the 
construction goes beyond the altera- 
tion stage.” 

In addition to the newcomer who 
appreciates the electric dryer from 
past climatic experiences are those Soll 
calls the “luxury prospect.” “This 
market is not entirely luxury,” he 
admits, “because even though the 
housewife can get by with drying her 
laundry outdoors, there is still the 
matter of back strain from carrying 
heavy laundry loads up and down 
stairs, the possibility of rain and snow 
without warning in the Colorado area, 
theft, longer time required for drying, 
etc. We point out to the housewives 
that we are selling convenience. We 
usually get results. 


Beating Wiring Costs 


“Incidentally, the number one ob- 
stacle to electric dryer sales in Colo- 
rado to date has not been the price of 
the appliance but the average home 
owners misconception over the cost 
of installing 220-volt facilities.” “We 
stop that right now either in the store, 
or the customer’s home. Since we 
keep a case history on every automatic 
dryer and washer installation, it takes 
only a few minutes to dig out a 
folder which covers an_ installation 
similar to that which the prospect is 
considering and indicate the low cost 
of the 220-volt wiring.” 

Budgeting around 5 percent of gross 
to newspaper, TV, and radio promo- 
tion, City Electric Sales has been beat- 
ing the drum for automatic washer- 
dryer combination sales throughout 
1955 with figures showing sales ahead 
some 25 percent by July 1 of this year. 
During January and February, a draw- 
ing contest was held in their new $75,- 
000 showroom, with quarter page news- 
paper ads inviting Boulder housewives 
to come down, watch a demonstration 
ind register for an automatic washer 
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to be given away as a prize. This at- 
tracted in excess of 650 women, all of 
whom watched three models of wash- 
ers put through their paces, with par- 
ticular emphasis on the dryer. 


Clubwomen’s Mecca 


Another highly potent source of 
prospects and one which City Electric 
feels “is the best investment we have 
ever made” is the use of the show- 
room’s mode] kitchen through the 
winter months by the “Cooking 
Club,” a group of 75 to 100 Colorado 
University wives, who hold a 24 hour 
program of exchanging recipes, instruc- 
tion on new dishes, etc. For this 
monthly event, which attracts the 
wives of professors, graduate students, 
businessmen, and college administra- 
tors, the firm supplies only the show- 
room facilities. During each club 
meet, the three automatic washer-dryer 
combinations, installed along the left 
wall of the showroom, are thoroughly 
demonstrated with all salesmen on 
hand for the purpose. Set up at low 
cost, with the club members them- 
selves supplying the foods, this bit 
of cooperation has brought a steady 
flow or por in all appliance lines. 

Soll learned a long time ago that 
“using the user’ means more in a 
small community such as Boulder 
than in larger cities. Consequently, 
City Electric's salesmen follow up 
every washer-dryer installation at reg- 
ular intervals, averaging 60 days, rte. 
ing over all elements of both machines, 
oiling them, adjusting them, and call- 
ing instantly for a plumber or elec- 
trician where preventive maintenance 
seems indicated. 

“We feel that every dryer installa- 
tion is a feather in our cap,” Soll sums 
up, “in that these are still so unusual 
in the Boulder area that the housewife 
who owns one feels inclined to brag 
about it. If friends make an issue of 
the fact that sunny days and dry 
climates take care of their drying 
problems, the electric dryer owner 
usually has plenty of defensive com- 
ment as well as praise to give. Eventu- 
ally, such considerations as health, 
convenience, and keep-up-with the 
Joneses will bring us another cus 
tomer.” End 





‘THE MEETING OF THE FAITHFUL FANS OF 78 8.P.M. WILL NOW COME TO ORDER.” 


APRIL, 
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$18.00 DISPLAY BONUS: ONE STEP! Display the basic kitchen center shown above—and 
you'll get an $18 bonus for doing it! (Includes a 42” sink and a 30” base cabinet, with 
42” and 430° wall cabinets above.) 








$20.00 DISPLAY BONUS: for adding Dishwasher Cen- 
ter —Total Display Bonus $38.00 for ONE STEP 
more! adios “Roto-Tray” Dishwasher and 
24° wall cabinet.) 


this wonderful 

: PLUS traffic-building offer! 
» Sas 795 
| 
| 






SKILLET. Regular $19.95 
volue—for just.......... 

They can get this by coming inte your 
store to see the beautiful new "Pioneer" on display. 





CALL, WIRE OR WRITE 





YOUR DISTRIBUTOR TODAY! 





IN 1956 
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You can make? 


, in the next 5 minutes 








$32.00 DISPLAY BONUS: for adding Range and Oven 
Center—Total Display Bonus $70.00 for ONE 
STEP more! (Includes “Stack-On” 
“Set-In’’ Range, plus two 24” wall cabinets.) 


390 


with American Kitchens’ Big New 
“QONE-STEP WAY’’ 
Promotion to Spring Profits! 


Here's how to get your $83.50: Simply buy and display the 
complete “Pioneer” by American Kitchens. It includes the 
basic kitchen Sink Center, the “Roto-Tray” Dishwasher 
Center, the "Stack-On" Oven and “Set-In” Range Center, 
and the matching Corner Unit. That's all you have to do 
to make $83.50! 


Why are we making this unusual offer? Because dealer 
after dealer has proved that if you display the “Pioneer” 
you'll sell it. Its dramatic beauty —combining nature! birch 
and antique copper on a steel frame—is one of the most 
amazing sales producers the industry has ever seen. It's 
the only kitchen that sells both the wood and steel kitchen 
markets... gives you 100% market coverage! And gives 
you full 40% markup on sink and cabinet sales, full 55% 
on appliances! 


Since some of your customers aren't in the market for 
a complete new kitchen at one time, the “ONE-STEP 
WAY” gives you the perfect sales answer—you can begin 
the sale with the basic kitchen center, then trade up your 
prospect—one step at atime until he’s bought the complete 
“Pioneer.” And the whole promotion is backed up by full- 
page ads in national magazines and Sunday newspaper 
sections—plus the powerful sales promotion program 
shown below! So don't wait—call your American Kitchens 
distributor today! 











u 
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$13.50 DISPLAY BONUS: for adding Corner Unit for 
L-Shape display. Total Display Bonus $84.50 for 
just ONE STEP more! (Corner Base Handy Pan- 
try, Corner Top, and Corner Wall Cabinet.) 


Oven and 


EXTRA! POWERFUL SALES PROMOTION KIT! 


One automatic electric skillet... and $30.00 werth of promotional mate- 
rial. You get all of this—including the skillet—fer only $12.95. includes: 


1 Automatic Electric Skillet 

100 Consumer Mailing Pieces 

2 Window and Dispiey Banners 
12 Feature Stickers 


Free Ad Mats, Free Radic Spots 

1 American Kitchens Personalizer 
Planning Kit—(as long 
as they last) 


DIVISION (ACO) CONNERSVILLE, INDIANA 


















THE ONL 
OYEAR GUAR 
IN MIXERS 


You sell advantages people want—that only Hamilt 


Everything's in your favor! The 5-year guar- 


antee—6 times as long as ordinary guarantees 
—Wwins customer confidence as nothing else can! 
It dramatizes Hamilton Beach quality. Just as 
our “ends hit-or-miss mixing” story dramatizes 
Hamilton Beach features. 


Only the new Hamilton Beach mixer beats 
everything without a spatula! The combination 
of new, finer-blending beaters and Bow! Con- 
trol action means full coverage, edge to edge, 
with no dry-center lumps to cause baking fail- 
ures, The new easier to read Mixguide .. . the 
new Cake-Mix Timer . . . the easy portability 


—all these outstanding features add up to 
greater-than-ever sales appeal! And every 
mixer in the line gives you equally big advan- 
tages, all backed by the new 5-year guarantee! 

Stock up now—the best is yet to come! The 
biggest national advertising campaign in our 
history is now under way, creating an even 
greater preference for the new models—focus- 
ing even greater attention on the unique-in- 
-the-industry 5-year guarantee. Call your dis- 
tributor now! Give yourself the many advan- 
tages of the most complete selection in mixers! 


THE ONLY COMPLETE SELECTION IN MIXERS... ALL GUARANTEED 5 YEARS! 


Wew Liqui-Blender has new “Cut-'n- 
Fold” action that blends faster, 
cuts finer, tor the quickest, easiest 
food-fixing ever. Two speeds, no- 
splash top. Retail, $39.50 white; 
$44.50 chrome. 


New Mixette now comes in 5 attrac- 
tive colors—pink, yellow, tur- 
quoise, white or chrome. Fits her 
hand, kitchen and purse. New 
longer beaters, flat back rest. Re- 


tail, $19.50 (colors) ; $21.50 chrome 


Home Drink Mixer makes rea! soda- 
fountain drinks. Once kids see it, 
they keep coaxing. Because at 
home, everyone can make malteds 


as thick as they like—in any flavor. 
Retail, $22.00 


Full Profit Margins, of course ! 


HAMILTON BEACH 


Hamilton Beach Co., Div. of Scovill Mtg. Co., Racine, Wis. 
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New/ 


Cake-Mix Timer 
Ends Guesswork! 


A “must” when using new 
package mixes, And only 
Hamilton Beach has it! 


Chimes at any pre-set 
time, up to 15 minutes, 
Only $4.00 more! 
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ADVERTISED IN 


puts these brands 
on your best-seller list 


Let LIFE’s local impact help step up your traffic and in- 
crease your sales, Tie in with“ Advertised-in-LIFE” prod- 
ucts. Remember the facts: 


LIVE carries more dollars’ worth of appliance advertis- 
ing than any other magazine, 


LIFE reaches the 


largest audience in magazine history 


...3 out of 5 households in an average Community in 
the course of 13 issues,* 


These best-sellers will be advertised in LIFE during April: 


April 2, 1956 


Bendix Washers—page, color 
Electric Companies Advertising Program 


—page 
Bureks Vacuum Cleaners— page, color 
Frigidaire Dishwashers—page, color 
General Electric Dishwashers— page, color 
Magnavox Television— page 
Philco Refrigerators—page 
Spartan Division of Magnavox 


April 9, 1956 


Admiral Appliances-—6 pages, color 
Bendix Washer-Dryers—page 
Coleman Air Conditioners—' page 
Crosley Television—page, color 
Culligan Electric Water Softeners 
Duo-Therm Power Mowers— page 
Frigidaire Refrigerators—spread, color 
General Electric Radios—page, color 
General Electric Ranges—spread, color 
General Electric Tubes——page, color, 
facing page 
Gibson Refrigerators—'f page, color 
Hammond Chord Organs—page 
Homko Power Lawn Mowers—page, c. 
Maytag Washers—page, color 
Singer Sewing Machines 


April 16, 1956 
Apex Vacuum Cleaners—' page, color 


Crosley Refrigerators—page, color 
Frigidaire Ranges— page, color 


s page 


Vy page 


page, color 


General Electric Air Conditioners— 


page, color 






*Source: 


A Study of the Household Accumulative 


Gibson Refrigerators—'4 page, color 
Kelvinator Refrigerators—page, color 
Master Wax-O-Matic—56 lines 

Reo Lawn Mowers—page 
RCA-Whirlpool Air Conditioners— page 
Universal Vacuum Cleaners—! page, c. 


April 23, 1956 


Bendix Washer-Dryers—page 
Coleman Air Conditioners—'4 page 
Easy Washing Machines—spread, color 
General Electric Automatic Skillets—page 
General Electric Dishwashers—page 
General Electric Washers—page, color 
Hotpoint Division of General Electric— 
page, color 
Lewyt Vacuum Cleaners— page, color 
Norge Refrigerators—spread, color 
Pfaff Sewing Machines—page, color 


Westinghouse Air Conditioners—spread 
April 30, 1956 
Duo-Therm Power Mowers—page 


General Electric Ranges 
Gibson Refrigerators—'4 page, color 
Master Wax-O-Matic—56 lines 
Necchi Sewing Machines—page, color 
Norelco Shavers— page 

Philco Ranges—page 


page, color 


dudience of LIFE. 


LIFE’s circulation is 5,603,875 
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LIFE’s weekly audience is 26,450,000 





cut the cost of handling the actual in- 
warranty failures. 
It’s as simple as A B C 


1. Reduce Unnecessary In-War- 
ranty Returns. Two manufacturers 
estimate (highest and lowest) and 
dealers know from actual ex 
perience that from 30 to 60% of 
illeged in-warranty failures bear evi- 
dence of the customer's ignorance of 
proper use and care of the appliance. 
It follows, therefore, that you may be 
able to cut down immediately on un- 
necessary in-warranty returns by in- 
sisting that your sales personnel give 
a thorough demonstration at the point 
of sale—no matter whether the cus- 
tomer has used an appliance similar 
to the new one or not. 


many 


2. Select a System. To get rid of 
the job with one handling, send it to 
your nearest factory authorized service 
center as you no doubt have been do- 
ing, but instruct them to return the 
repaired appliance directly to your cus- 
tomer. This method not only saves 
you some handling expense—such as 
receiving, unpacking, notifying the 
customer, and returning—but also it 
relieves you of the time-wasting busi- 
ness of acting as a go-between 4 the 
customer's inquiries when the job is 
delayed. If you like this idea but feel 
that it has to be sold, emphasize these 
three points: (1) it is quicker because 
one heat has been eliminated from the 
ailing appliance’s relay race, (2) if the 
job is delayed, the customer can com- 
municate directly with the servicing 
agent and thereby get an immediate 
response, and (3) the customer will be 
spared a second trip downtown, for 
the repaired appliance will be de- 
livered to her door by the postman o1 
other carrier. 

If, however, you value your cus 
tomer’s second visit to your store (as 
a sales potentiality) to pick up the re- 
paired appliance, instruct the service 

tation to return the article to you. 


3. Cut Clerical Costs. If you do not 
already have repairs order forms espe- 
cially suited to work to be assigned 
to another firm, it may pay you in the 
long run to devise a type that will 
necessitate writing but once every de- 
tail relating to the job. The four-part, 
one-time-carbon form illustrated on 
page 86, is an example. If the rates are 
extremely high for this type of print 
ing job in your area, you may decide 
to work out something a little differ- 
such as the use of a manifold 
order book instead of the one-time 
carbon—but keep in mind that all the 
designations are important as they 
serve to remind your employees what 
information to ask for when they re- 
ceive an inoperative appliance. 


ent 


4. Cut Packaging Costs. With a re- 
pair order form such as described in 
the preceding paragraph, an inopera- 
tive appliance is ready to be packed 
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This Form Simplifies Repairs 


CONTINUED FROM PAGE 86 
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for shipment immediately after it has 
been received. But unfortunately for 
ome customers, it is at this point that 
i delay occurs, for though most deal- 
ers have adequate wrapping supplies 
and equipment for parcels that are to 
be carried away by the purchaser, 
many do not have the facilities for 
packaging for shipment. So the dread 
of improvising prompts procrastina- 
tion and the ailing appliance may lie 
in an obscure corner for a few days- 
just out of your sight—until the cus- 
tomer starts chewing your ear, de 
manding that you tell her when her 
toaster will be returned and on in 
vestigation you find that the thing 
hasn't left your store yet. How red can 
a fellow’s face get? 

It is unlikely, though, that the em- 
ployee you designate as shipper will 
defer his job if he has at least the 
basic materials to work with—and they 
are not costly. 

Doubtless you already have on hand 
36” kraft paper and heavy twine, but 
to make a strong package you should 
have also gummed tape not less than 
2” wide. You can get a large roll of 
this tape and a dispenser-moistener for 
about $10. 

And had you ever thought of stock- 
ing a few assorted new shipping car- 
tons for the various small appliances 
instead of sending one of your em- 
ployees on a box hunt, hoping he will 
find among your collection of used 
cartons a good one near enough to the 
right size to ensure delivery of the ap- 
pliance to the service center without 
further damage in transit? 


5. Initial Investment. Prices of ma- 
terials and printing vary in different 
localities, of course, and the quan- 
tities will depend upon your needs, 
but after eliminating from the list 
below what you already have, you can 
make a quick estimate of the initial 
cost to institute a new system as sug 
gested herein or to modify your pres 
ent one. 


Printing (form as illustrated, 


1000 sets) : $60.00 
Tape and Dispenser 10.00 
Assorted cartons 5.00 
Kraft paper (36”) 10.00 


6. Cost of Operating the System. 
From reports based on the records of 
manufacturers who responded to a 
query, it was learned that in-warranty 
failures—including those abused—vary 
with the kind of appliance from one 
to two percent of their total electrical 
housewares output. Moreover, a num 
ber of dealers agree that this average 
of a mere 14% is a reasonable ratio 
for the industry. Boiling this down- 
and speaking figuratively—if you were 
to drop 2¢ into a box every time you 
sell a traffic appliance, the chances are 
good that you would be able to pay 
from the meager allotment all your 
in-warranty housewares repairs han 
dling costs, including packing, post- 
age, and clerical expenses. End 
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"WE HAVE SOLD 97 REVCO 
~ CHEST FREEZERS IN ONE MONTH" 
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Left to right: Da 





Left to right: Walter Hanner, Jr., Mrs. Donald Grate, 
Mrs. Charles Going. 


“‘REVCO is the chest freezer that’s 
easiest to sell’’ 


“Revco large chest freezer sales are eosy to make,” 
according to Mr. Walter Hanner, Jr., of Frozen Food 
Lockers in Dover, Ohio. 

“To begin with,” says Mr. Hanner, “fewer manufacturers 
are offering large chest freezers today — yet our rural 
families insist on the large chest sizes.” 

“I've tried other brands of freezers, but 1 know now 
that Revco has exclusive features that make a real 
impression on prospects. We can prove Revco’s Faster 
Freezing Action with the Demonstration Kit — and 
usually this demonstration is the sales clincher, 


Sveo 


SPECIALISTS IN 





Revco Trend-Setting Products 








vid Dewey, Hugh Sweet, Charles Dewey, Dick Dewey, Roy D 
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ewey and E. C. Dewey. 


Left to right: Eugene Blaine and Walter Jones. 


“REVCO freezers are a good profit 
item for me” 


“Close to 10% of my profits come from Revco large 
size chest freezers,” says Euguene Blaine of Renton 
Refrigeration, Renton, Wash. “It boils down to this — 
we hove little or no service problem with Revco. Our 
customers are satisfied and they tell others who, in 
turn, become Revco customers for us. Feature-for-feature 
we can prove that Revco has the best chest freezer.” 






tion; Lower operating costs. 


1956 


REVCO’S convincing demonstration — John Fiocca, 

Revco District Manager, using the convincing Revco 

consumer demonstration proving (1) Revco faster 

a action; (2) Flaver-Saving food preserva- 
(3) 


D&S Appliance on Rural Route No. 1 
in Oberlin, Ohio, has handled Revco 
large chest freezers for four years 


“This year we expect to increase our 
Revco large chest freezer business by 
100%—and we are well on our way,” says 
Mr. L. M. Dewey of D&S Appliance. He 
adds that selling Revco is easy when he 
and his salesmen follow these steps: (1) 
tell the Revco product superiority story 
(2) prove it with the Revco Demonstra- 
tion Kit (3) be able to compare Revco 
with competition. 

Revco wins out on all three counts, 
continues Mr. Dewey, and “that is why 
Revco accounts for 12% of our profit!’ 


REVCO chest freezers 


are selling fast... 
AND HERE’S WHY: 


Only Revco has a complete line of large ches? 
freezers in different price rangss. 


Revco can prove the lowest cost per cubic foot. 


Revco can prove (with a startling consumer 
demonstration) the fastest freezing action in 
the industry. 


Only Revco has the advantages of an all- 
aluminum liner with aluminum tubing bonded 
to the liner. 


& cd ro— 


You are not really in the 
freezer business without 
the REVCO chest line 


POTEET EEE OHHH EEE EO HEHEHE RHEE EE eeeeee eee eee eee eee 


REVCO, INC. ane 
Deerfield, Michigan 


Please rush the full story on the Reveo large chest freezer 
program. Prove to me — without a doubt that Reveo ond 
only Revco has a freezer line | can't afford to be without, 
Nome 

Firm name 


Address 


City , State — 
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Telechron Timer Advertising Puts 


Give the gifts that cannot forget... 
Clock-Radios with Electric Memories! 


They’re here now, ready for giving...new CLOCK-RADIOS with built-in ELECTRIC 











MEMORY TIMERS that wake you to music, have the coffee perking, tell you the 


right time, turn appliances on or off... remember for you—automatically! 
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Telechron Timers 


make life easy—automatically 


> ci vory : st 7 1] dio é v Automatic, Benrus, Capehart, CBS-Columiva, ( ey, DuMont, Emerson, Firestone, Granco, 
allcratters, Magnavox, Mitchell, Motorola, Packard Bell, Philco, RCA, Raytheon, Sentinel vertone, Sonora, Stromberg-Carison, Sylvania, TraVier, Truetone, Westinghouse, Zenith. Look for the 
q buying a clockhradiwo. Telechron Time Clock and Timer Department, General Electric Company, Ashiand, Ma 











Watch for this full-color ad in the May 5 


Saturday Evening Post...plan your gift promotions now. 


We'll help! 
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~ New Sell in Gift-Sale Promotions: 


6 different gift-selling demonstrations that can close clock-radio sales 





) : —Show customers how the clock-timer times the bottle 
Mother S Day Gifts warmer, buzzes when it’s ready. 





F th ’ [) Gift —Show customers how the clock-timer remembers to turn 
d ef S ay | S on Dad’s favorite sports program. 





W ddi Gift —Show customers how the clock-timer wakes the bride to 
e Ing | S music, and perks the coffee, too. 





G ( {| Gift —Show customers how the clock-timer turns record players 
ld Ud lon | S on or off, and signals teens when meals are ready. 





BI thd Gift —Show customers how the clock-timer lulls them to sleep 
If ay | S at night, then turns itself off automatically. 





NS NR a oe oe 


. - —Show customers how the clock-timer turns on fans for 
Anniversary Gifts you, or turns them off after you fall asleep. 


merchandising kit... 


_ 
as) 
®& 


Sparkling new counter and window display ideas... plus clock-radio display card... 
plus streamer... plus mounted reprint... ideas galore that stop shoppers, build store 
traffic, help sell more clock-radios. Write for yours today, and also ask about Telechron clock- 
radio timer itinerant window and department displays. Telechron Timers, Clock and Timer 


Department, General Electric Company, 234 Homer Avenue, Ashland, Massachusetts. 


Telechron Timers make sales easy—automatically 
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TUNE IN "TV READER'S DIGEST’ EVERY WEEK 


- 


America’s easiest riding, 
hardest working truck — and here’s why! 


Exclusive Twin-Traction Differential*—new pull-away Cross-link, variable-ratio steering—steadier, easier han- 
power where other trucks bog down. dling on turns and straightaways. 
Shortest stroke V8—bar none! High torque delivers Two-stage undersiung rear springs- smoother going with 
greater economy. Thrifty 6's, too! heavy loads; freer action “riding light.’ 
High payload chassis construction—extra-strong frame Improved Studebaker economy—cut your gas-oil and 
for long truck life. maintenance costs through the years. 
Widest clear floor in pick-ups—exclusive double-walled Priced with the lowest. Studebaker Transtars are priced 
construction with no lost wheel well space, for today’s market; excel in value! 

*available on \/,-ton models at extra cost 

Check your Studebaker dealer before you buy—see why you 


get more truck for your money t« hen you trade f or a Transtar! 


TUDEBAKER TRANSTARS “vices 
with saving ways 


or eee? ef 


STUDEBAKER DIVISION OF STUDEBAKER-PACKARD CORPORATION—WHERE PRIDE OF WORKMANSHIP STILL COMES FIRSTI 
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YOUR WESTINGHOUSE FAN PREVIEW 


Leaders in the line that will be “FIRST ASKED FOR...FIRST SOLD OUT" again in ‘56 

































































NEW AND DIFFERENT! THE WESTINGHOUSE 


AUTOMATIC CONVERTIBLE 


The better-built 20" fan with all the new features 
your customers want... 








the Riviera “20"' 





the best-looking family of fans in 


Most powerful fans for their size . . . for the most powerful sales appeal ! 
Patented Air-Injector Rings increase fan capacity up to 40%, 
Patented Air-Jet Vanes increase air penetration up to 50% 









Enroll in “May Days Are Fan Days” 
National NEMA Window Display Contest 
$3000. in U. S. Savings Bond Prizes! 


the famous 





the Riviera"“10" | 
inthe Giles 





for every need...the Westinghouse 


RIVIERA FANS 


j™,| four ways... 

















the popular Westinghouse 


MOBILAIRE FANS 
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PLUS 20 other outstanding Westinghouse Fans for 1956 — all 
guaranteed 5 years! Oscillating, hassock, and exhaust fans, and Detaches from mobile mount for use Tilts through full 360° . . locks in any 


built-in type ventilators round out the industry’s most complete, 
most advanced line! 


as window, table, wall or hassock fan. position for all around cooling 


NOTE: More TV support than ever before —« hard- 
selling fan demonstration by Betty Furness on Westinghouse 
“Studio One" every week, May 21 through July 23. Tie in! Ask 
your Westinghouse distributor salesman for the Westinghouse 
“Hot Weather Package” containing Deluxe Fan catalog, Selling 
Guide, and sales aids 


you CAN BE SURE...iF iTS Westi nghouse 


Fans Demonstrated 

by Betty Furness 

on Westinghouse 
Studio One” 











Discount Shoppers 
CONTINUED FROM PAGE 91 


thinks, if the two lines are mixed and 
the customer is only interested in one 
of them. 

Although equal space is given over 
to both lines in the store, housewares 
did get two concessions. DeMarco put 
on another clerk to help handle the 
increased traffic. Second, the window 
and shelf displays were arranged so 
that traffic driving down the street 
would spot the housewares line easier 
and faster than appliance items. He 
did this because he felt his store—10 
years in Tuckhoe— already was known 
as an appliance store and consumers 
who were intent on buying appliances 
didn’t need to be told. On the other 
hand, housewares would act as a spur 
to appliance sales. 


Introducing the Line 


To introduce the new line, direct 
mail form letters were used. News- 
paper advertising was not used in this 
case, primarily because, outside of an 
occasional ad in the Tuckahoe weekly 
newspaper, DeMarco advertised in the 


OBO LOLOL II IIIS SS 


Too many appliance dealers these 
days are so busy getting new cus- 
tomers they never take the time to 
hold the old customers. 


SOA BABB SAAB 


New Rochelle paper daily—but only 
appliance items featured at both stores. 

Although he depends on his own 
judgment as to what items are selling, 
he also consults customer-friends in 
determining his housewares line. As a 
result, kitchen items predominate. 
Reasoning, too, that the housewife 
would buy most appliances, or at least 
pressure the husband into considering 
such purchases, it was necessary to 
have housewares that primarily at- 
tracted the housewife. Among kitchen 
items, DeMarco remarked, wastepaper 
baskets are a top seller. 

“Why, I don’t know,” he said, “but 
I do know that they sell well and in 


Continued on page 126 
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@ Four Display-5 packages 
Soundcraft Red Diamond Recording Tape 
One Display-5 with five 600 ft. reels 
One Display-5 with five 1200 ft. reels 


Soundcraft Plus-50 Recording Tape 
One Display-5 with five 900 ft. reels 
One Display-5 with five 1800 ft. reels 


@ Display Card 


One card for shelf or counter, easel-mount 


With this complete package, the Soundcraft Dealer 
Pack, you start selling to a really fast-growing market, 
Over 2,000,000 recorders are now in use! 


~ The Sound 









Retail Plan 


puts any dealer 
in the 

tane business 
at a profit! 


@ Now Soundcraft helps dealers 
compete in soaring tape market. 









@ Features low inventory, compe- 


titive pricing for fast turnover, 
complete merchandising aids. 


PUT YOURSELF IN THE TAPE BUSINESS 


with the most complete Tape merchandising package ever offered. Here it is: 


@ Literature and Literature Holders 


Red Diamond, 40 folders and one holder 
Plus-50, 40 folders and one holder 


@ “Recorders Sold Here" Streamer 
Attractive window streamer that tells your 
customers you sell recorders. 


@ Wire Rack Bonus 


Contact your distributor for sturdy bonus rack, 


Soundcraft’s Dealer Package contains the finest quality 
tape. The tape your customers want: Soundcraft Red 


Diamond. Soundcraft Plus-50. Under Sound Retail 
Plan, tape is priced to compete at a profit! Stocks won't 


gather dust. 


EVERYTHING YOU NEED in one compact package that 
your Soundcraft Supplier can tuck under his arm to 
bring you! And to reorder you need only ask for 
additional Display-5’s. 





1956 


Holds tape and displays. Lights up with your name. 


Order this new SOUNDCRAFT SOUND RETAIL PLAN merchan- 
dising package from your distributor, or write to Sound- 
craft direct to find out how you can participate, 


FOR EVERY SOUND REASON 


serves SOUNDCRAFT cone. 


10 East 52 Street, New York 22, N. Y. 
338 N. LaBrea, Hollywood, California 
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Step up Profits this Summer 


PULL ’EM IN 
WITH THE 


ScoT 


t’s America’s top value! 











Build lively floor traffic with super-thrifty “Scot” mer- 





chandising models, These genuine big-capacity Amana 
Air Conditioners sell for far less than other comparable 
models—to give you positive value-price leadership! 
Feature mighty Powerpact Refrigeration Unit with 










amazing extra power in reserve. 





SELL ’EM 
THE PROFITABLE 


“DELUXE” 








Cash in with the exclusive features that make the “De- 
luxe” a real value. Like Jet-Flow Cooling (boosts cool 
air capacity as much as 20%) * “Wall of Silence” (makes 

It has the luxury features it the quietest air conditioner on the market) «+ Auto- 
prospects go for! matic Thermostat « 100% air filtration + %4, 1, and 1% hp 
models fit any window, flush inside or out. 
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It’s just the “ticket” for those 
who want the very best! 


Here is the last word in a luxury air conditioner. Provides 
true balanced climate — all year! Every feature of the 
“Deluxe,” plus exclusive activated charcoal Amana-Magic 
Filter, Single-Knob Glider Control, Dial-Matic Timer — 
even a Chill-Check Heater! 4%, %, 1, and 1% hp models. 
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TO THE HIGHLY PROFITABLE 
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-»»- FEATURES LIKE THESE HELP YOU SELL! 


@ “Jet-Flow” Action boosts cool air output up to 


20% without using more current. 


@ “Wall of Silence” triple insulation makes Amana the 


quietest air conditioner on the market. 


GET THE FACTS! FILL OUT THIS COUPON AND MAIL TODAY! 





(Want fast action? Wire collect!) 


ROOM AIR CONDITIONER 


Backed by A Century-Old Tradition 
of Fine Craftsmanship 
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@ Amana-Magic Filter removes dust, dirt, pollen, 


even odors. 


@ Amana Quality assures dependable, trouble-free opera- 


tion. Backed by the industry's most powerful warranties. 





Amana Refrigeration, Inc. 
Amana 16, lowa 


Gentlemen: 


Quick! The facts on the new Amana Room Air Conditioners and how 
they can boost my profits! 


Name ___. 
Address _. 
Store ... 


- ENE : Zone... State 


| 
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DOMINION 





.-efull profit margin sales-builder for 
Mother's Day, June Bride promotions 


Here’s a gift the girls will really appreciate. 
And you can bet plenty of your customers 
will be buying the Dominion Fry-Skillet for 
Mother on her day .. . and for that very spe- 
cial June Bride. 

No wonder! The big 4-quart capacity with 
deep, square design is perfect for the newly- 
weds or a family of five. And it’s immersible 
for easy cleaning... features automatic con- 
trolled heat ... retails for just $19.95 (cover 





in polished aluminum or copper finish slight 
extra cost). 

Backed by continuous national advertis- 
ing in leading consumer magazines, TV 
and radio —the new Dominion Fry-Skillet 
will give you plenty of busy sales days. 
And, more important — full profit margins 
with a healthy profit percentage on every 
sale. Better check with your Dominion 
distributor today! 


OMINION 


DOMINION ELECTRIC CORPORATION * MANSFIELD, OHIO * In Canada: Samson-Dominion Limited, Toronto 
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Discount Shoppers 
CONTINUED FROM PAGE 123 


several cases have led consumers to 
buy an appliance item. Recently, one 
couple came in to buy a $1.49 waste- 
paper basket and ended up buying, in 
addition, a $425 TV set.” 

I'he housewares line, incidentally, 
does not forget the men folks. Items 
often needed in day-to-day simple 
house repair jobs are in evidence as 
well as tools for the do-it-yourself 
hobbyist. 


Most Sales Are for Cash 


Because Tuckahoe is a suburban 
community and considered a fairly 
wealthy one at that, most of his sales 
are cash. 

“In fact, over 95 per cent of appli- 
ance buyers pay cash and it’s been so 
long since I’ve handled a sale on terms 
that I’ve almost forgotten how to write 
one up,” he said. 

Housewares sales are almost entirely 
cash although DeMarco sometimes lets 
the customer (if he knows him) walk 
out with the merchandise and mail a 
check later. Everything’s on an in- 
formal basis and the customer carries 
the ball on payments for housewares. 

“I may be told by a customer that 
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Never do something today if you 
can take a little time to think about 
it and do the same thing better to- 
morrow. 
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he or she will mail a check in a day or 
so and then not get it for a month or 
two. But I know these people and 
they'll pay me sooner or later,” he 
observes. 

After a little over a year with his 
new housewares line, what does De- 
Marco think about it? 

“It’s a nuisance, but it makes money 
and that’s what I’m in business for. 
After all, I’d rather spend 20 minutes 
selling a major appliance than 20 
minutes selling a wastepaper basket. 
If I had more room to add to my line, 
I could quadruple my business, not 
just in housewares, but in appliances. 
Housewares often help consumers to 
make up their minds about appliances 
ind that’s when I can get them on an 
impulse sale and make a normal 


profit * End 


Servicemen Can't Sell. . . 


seems to be a generally accepted 
conclusion among appliance deal 
ers. To prove that they were wrong 
Howard Emerson points up the 
findings of Charles Rolla, Redwood 
City, Calif., whose servicemen ac 
count for 40 percent of his yearly 
volume. It’s all wrapped up in a 
pictorial presentation to appear 
soon in the pages of . . 
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Handsome new styles! Wonderful new sound! 


Full five- r rant n “Impac” case! ‘“ 9” 
your Guarenes © P the famous non-breakable “Impac” case 


RCA Victor announces a full new line of portable 
radios — in the “Impac’”’ case that won’t chip, dent 
or crack! Improved, up-to-the-minute models of 
the portable that outsold all others in 1955! 

At every price — from $27.95 to $139.95 — RCA 
Victor offers new styles and colors 


4 
‘in 2n rant ry 





CRASH-TESTED! In a rugged test-drop from a hovering helicopter, the non-break- 
able “Impac” case came out intact! Not a chip, dent, split or crack! 









mge w 


nm Mortha Raye Show, April 17, Milton Berle Show, May 
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filling “Golden Throat” tone. And best of all, 
backed 
by RCA Victor’s full five-year guarantee! 
Within a few weeks, millions of televiewers in 
every state will see the “Impac’”’ case “crash-test- 
ed” from a hovering helicopter. Millions more will 
hear the same test on the radio. Top newspapers 
plus ear- and magazines will carry the great news to every 









Announcing a great new sell-up line of RCA Victor portables in 
the non-breakable “IMPAC” case that made portable history! 


city and town! 


With great new features like the new “Wave- 


finder” Directional Antenna that turns until you 


find the strongest signal and the guaranteed non- 
breakable “Impac” case in a rainbow of colors 
plus famous “Golden Throat” tone 


R¢ ‘A Victor 


gives you the chance to sell portable radios like 
you've never sold them before! 





Lowest priced RCA Victor 
portable in non-breokable ‘Im- 
pac’’ case. Plays 3 ways! ‘Golden 
Throat” tone. In flame, two-tone 
green or two-tone gray. The Ship 
mate. Model 7BX5. $29.95. 





, 


High-style 3-way portable 
with new precision tuning — new 
““Wavefinder’’ antenna, Non- 
breakable “Impac” case. In aqua 
or gray. The Wanderlust. Model 
7BX7. $39.95, 





3-way portable with extra 
marine band! New "Woavefind- 
er” antenna, In surf green non- 
breakable “impac” case. The New 
Yachtsman, Model 7BX9. $69.95, 


Compact 3-way portable with 
new “Wavefinder’ antenna that 
turns for strongest signal, In gray, 
antique white or aqua. Non 
breakable “Impac” case, The Mid 
shipman, Model 7BX6, $34.95. 





New sensitivity —new selec- 
tivity! Extra-powerful 3-way 
portable with ‘“Wavefinder” an 
tenna, In gray or aqua non- 
breakable ‘‘Impac’ case, The New 


Globe Trotter. 78X8. $49.95. 





New 7-Band portable powered 
to pick up the world! Plays 3 
ways, Telescoping antenna, Gen- 
vine tan cowhide case. The Strato 


World Il, Model 76X10, $139.95. 


More fast-selling RCA Victor portable favorites 





Lowest priced RCA Victor 
portable! No bigger than a 
book, battery operated, with 
room-size volume. In red or white 
polystyrene case. The new Per- 
sonal. Model 684, $24.95, 








Tiny ... and the tone’s terrif- 
ie! Transistorized portable in non 
breakable “impac’” case. Weighs 
less than a pound, Two-tone alu 
minum and gray, The Transistor 


Six. Model 7819. $65.00. 


Transistorized! Portable with 
battery life of over 500 listening 
hours. “Golden Throat” tone 
Bound in rich blond leather. The 
Transistor Seven. Model 78T10 
$75.00. 


RCA VICTOR 


RADIO CORPORATION OF AMERICA 


CAMDEN 8, NEW JERSEY 


higher in Far West and 


5, and on the spectacular Producers’ Showcase,’’ May 26. 
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Widest Variety of Quality Built-ms 












Electric Appliances 


Hotpoint’s Available in beautiful, 


greater decorator-approved 


selection of models 


o 


greater freedom in 


planning your ~ Co le to se Ss, 


kitchens Gleaming Stainless Finish, 
and Coppertone 


wok » Hotpoint hoe 
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Bi-Level Oven Super Oven on top 
cooks complete oven meal for 24, Lower 
Thrift Oven is ideal for smaller quantities. 
Rota-Grill rotisserie with carving rack. 
Insulated window. Eye-level controls. 








Automatic Oven with Rota-Grili— 
Deluxe model features automatic eye-level 
timing and temperature controls, automatic 
Rota-Grill rotisserie 
of same huge size is also available. 


A standard model 





Refrigerator -Freezers—Special trim 
frames enable you to build in two-door 
model, or any of 5 one-door models. Less 
expensive to buy, install and service than 
other built-ins 





Four-Unit Surface Cooking Section— 
Super ‘'2600"' Calrod® unit is the world’s 
fastest cooking unit. Rota-Switches pro- 
vide five heats for each unit, lights indicate 
those operating. 


Choice of 3 models. 
Available with or without deep-well 
cooker and receptacle for plug-in French. 
fryer. All units controlled by remote- 
control, color-lighted pushbuttons 


Two-Unit Sections 


Automatic Dishwashers — Exclusive 
Spot-Less Dishwashing—two complete 
5-minute washes, both with fresh detergent; 
two thorough Spot-Less Rinses, with spot- 
preventing super wetting agent in last. 


Pre-sold by Powerful National Magazine and Television 


Advertising, Plus a Strong Local Merchandising Campaign 


Here's the line of appliances you need to take full 
advantage of the big, booming, built-in market! 
Your prospects know and respect the HOTPOINT 
name—they recognize it as the symbol of the 
FINEST .. 
beauty . . 


.in quality... in dependability .. . in 


_and in exclusive automatic features. 


This tremendous pre-so/d popularity is the result 
of over a half-century of Hotpoint leadership in the 
appliance business. It is stimulated by Hotpoint's 
constantly aggressive, full-scale advertising cam- 
paigns in leading magazines, and on the “Ozzie 
and Harriet’’ network television show ...and is sup- 


ported by a powerful /oca/ merchandising program. 


In addition to the widest available variety of 
matching built-in appliances, Hotpoint Custom- 
line offers a choice of 5 exciting new Colortones— 
Coral Pink, Sunburst Yellow, Seafoam Blue, Wood- 
land Brown and Meadow Green—as well as gleam- 
ing stainless finish and luxurious Coppertone. 
These beautiful, consumer-approved finishes give 
you even greater flexibility in planning kitchens 
to blend with any decor! 


the finest hint 
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RANGES + REFRIGERATORS + AUTOMATIC WASHERS + CLOTHES DRYERS + DISHWASHERS ‘Nes 
DISPOSALLS” + WATER HEATERS + FOOD FREEZERS + AIR CONDITIONERS + CUSTOMLINE 


HOTPOINT CO. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, illinois 


Have your Hotpoint Distributor give you a// the 
sales-building details on the entire Hotpoint Cus- 
tomline of built-in appliances—today! It’s the 
answer to faster, more profitable kitchen sales! 
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tired of “pocket change” 
profit in Air Conditioners? 


Wee Male 

























for the Longest Margin 


\ 


| // 


Coolerator 


in the industry! 
































MORE SALES, BIGGER PROFITS 

It’s going to be another big year for room air 
conditioners, Coolerator’s big dealer margin 
means you can’t be out-priced or out-promoted - 
in 1956, 4 


MORE EXCLUSIVE FEATURES 


To create rea] customer interest — to help you 
close sales. 


A COMPLETE, TOP QUALITY LINE 
All Coolerator Room Air Conditioners are 
Maximum Performance Tested at the factory 


—all carry a dealer and customer protective 
warranty backed up by... 


NATIONWIDE SERVICE STATION FACILITIES 


17 strategically located factory-type service 
centers to give you faster, better air condi- 
tioning service. 


Coolerator 


FIRST NAME IN HOME COMFORT APPLIANCES 


mag ce CO a 


ROOM AIR RESIDENTIAL «DEHUMIDIFIERS 
CONDITIONERS am 
CONDITIONERS 


winnow —- TROPICAIRE 
FANS GAS ANO 
Oil HEATERS 


McGRAW ELECTRIC COMPANY 
LONERGAN MFG. DIVISION 
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~ — 
NEW! 
THE ECONOMY % H.P. 


“Plug-In” Model 


A Real Sales Leader! 


Convenient—plugs into any regular 





Name — 
71) NORTH CLARK STREET 
ALBION, MICHIGAN Company 
Address ~ 
ne an a 





— 


115 volt, 15 amp. A.C. circuit 
No special wiring 


Inexpensive-—Costs less to operate 


less to install. 


Features Galore——Famous Coolera 


tor Super features including 
pushbutton and _ thermostatic 
controls, high-velocity blowers, 
4-way directional grills, flush or 
adjustable mounting 


Big Room Capacity. 


THIS COUPON WILL GET 
YOU COMPLETE PRICE AND 
FEATURE INFORMATION 


See 
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Clubwomen Sell 


—_————- CONTINUED FROM PAGE 92—————_—— 


Les Morris, popular Roto-Magician. 
Before the event, Seltzer gives the 
seven women the Roto-Broil sales 
pitch. By actually cooking on them, 
the women often become enthusi- 
astic, he remarked. 


Chance To Win Watch 


After the affair, these seven women 
get a chance to earn more money for 
the club and an opportunity to win a 
wrist watch by selling broilers to other 
club members and to personal friends. 
Seltzer gives them a week during 
which time he adds $1 to the club’s 
charity for each broiler sold. ‘The 
Legion promotion attracted 400 
women and helped to sell approxi- 
mately 80 broilers. 

[he promotion has another ad- 
vantage. By offering to help prepare 
invitations for the club’s affair, Seltzer 
gained its membership list. The club 
itself bore the cost of postage. After 
the event, he followed up with his 
own letter thanking each woman for 
attending. He also enclosed a card 
worth $3 or $5 special discount for 
a certain length of time on the pur- 
chase of a new broiler. 


Bridal Shop Helps Him 


Another promotion that works re- 
sults from a cooperational bridal shop 
next door that gives prospective 
brides cards entitling them to a free 


vBBB BBD DD DDD DD DD DDD ™ 


Always remember, it’s no sin to 
tell a customer a lie—as long as its 
a flattering lie. 
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gift perfume stick. The perfume 
usually costs $1 a stick, but by pur- 
chasing at a closeout, Seltzer got them 
for 15 cents apiece. When the pros 
pect enters the store, he shows her 
the broilers and asks if she would sug- 
gest a broiler gift from his store to 
some friend. If the girl prefers, he 
will contact the person suggested. If 
the prospective purchaser finds the 
broiler gift too expensive, Seltzer will 
try to sell other, less expensive mer- 
chandise. 

The perfume also is offered persons 
on a mailing list made up of old cus 
tomers and names supplied by a mail 
list firm. Prospects are urged to pick 
up the gift perfume, thus offering an 
opportunity for a broiler sales pitch. 

As a holiday promotion, he offers 
a free 10-pound turkey with each 
broiler purchase. Newspaper ads, 
window displays and mail folders pro- 
mote the offer a few weeks before 
Thanksgiving and Christmas. Old 
customers are thanked for previous 
purchases and new customers are 
reached through regular direct mail 
form letters. Previously, prospects 
were offered a 50 per cent discount 
on a turkey with each broiler pur- 
chase, but it got to be a bookkeeping 
(Continued on page 134) 


























salt 


Here’s a sure way to up your water heater sales 
and profits. Put your big push behind the hot 
line, State Gas and Electric Water Heaters. 
They’ve got features you can merchandise, features 
that will produce more sales for you. 


Jor Extra Profits... State Built-In Ranges 


renee Sls anaes) Over one-half of all new homes are now 


equipped with ranges. About one third of all PTITTTITT TTT Titi ttt ttt rae. o 0 if 


new homes are sold with built-ins. Be ready 
for this vast market with State Electric and 
Gas Built-In Ranges. They're styled right, 
priced right and finished in eye-catching stain- 
less steel or coppertone porcelain enamel finish. 
Full line of State Conventional Ranges, too. 
Write for Catalogue. 











' 


STATE STOVE AND MANUFACTURING COMPANY, INC. 
Dept. EM 509 25th Ave., N., Nashville, Tenn. 
Please rush ["] State Electric and Gas Water Heater Catalogue 
[_] State Electric and Gas Built-In and Conventional Range 
Catalogue ["] Distributorship Information ["] Dealership In- 
formation. 


NAME & TITLE. 
FIRM NAME 
ADDRESS 


CITY & STATE. 


Send Coupon Today for Catalogue and Complete Information 
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TOTAL SAVINGS 
REDUCTION ON § 23°05 
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A DELUXE MODEL 
Not a Stripped Down Special 


SUGGESTED 
RETAIL PRICE 
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Everything is right about this Spring 
Special! 


Good timing with a top quality product 
at a new low price. 


You offer home owners a Big Bonus Buy! 


A free Dish-Quik, the handiest dishwasher 
... gets dishes done . . . double quick. 


It's fair-traded everywhere for $9.95. 


Ten bucks for their old sink .. . and if 
you take the old sink out and replace it, 
you get added profits from service charges. 


And, that’s not all .. . your customers get 
five accessories, the kind every housewife 
wants (1) Soap basket (2) Sliding towel 
bar (3) Bread box cover (4) Cutting 
Board (5) Cutlery Tray. 

In addition to fast profits on their tre- 
mendous value, this special will — the 
doors of plenty of homes ready for kitchen 
remodelling. 

It’s a sure-fire bet that you'll get plenty of 
other cabinet sales to match up with the 
Beauty Queen DeLuxe 54 inch model. 
Two words of warning “Don’t Delay’! 


Because of our low profit on your big profit 


special, we will make one factory run... 


when these are produced and sold. . . 
“that’s all there is’’. 


So don’t feel sorry later that you didn't 
jump on the bandwagon... act now. 


Use the coupon for 
Quick Action! | 
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Sales Helps bring traffic 


to your Big Value Bonus 


DISPLAY 





We leave nothing to chance to 
bring in your prospects .. . 
National Advertising . . . the 
big poster shown on the left 
page... local newspaper 
mats ... radio scripts... and 
consumer literature... ALL 
FOR FREE! Get behind this 
program for 30 days with a 
display unit and use all the 
free sales helps for a banner 
sales month. 


Toledo Desk & Fixture Co., 1020 Ford Road, Maumee, Ohio 
Please rush full information on your Big Bonus Buy Promotion. Also name of 


nearest distributor. 


Neme_ Address. 





City 


Pate State 
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Picture This For 





Volume Fan Sales 
Now 














WITH THERMOSTAT 


“The wmostatic controls pe rmit owner to 
“Dial Away the Heat”. It’s electrically 
reversible and portable. Exhaust rated 
at 2500 CFM®. Floor stand, roll-up 
stand and wipdow. spacer kit available 
at extra_eost. Order No. 1020 
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Sales-Tested 20” Viking Fan l a Mt) 


Set sales records in 1955. A portable and Hil 














reversible circulating or exhaust fan. Ex- 
haust rated at 2500)CFM®. Roll-up 
stands, floor stands and window spacer 
kits available at extra cost, Order No. 920 



















Low Cost Cooler, 20” Viking Fan 


A new popularly priced fan designed 
to help you build store traffic. A port- 
able, circulating or exhaust fan. Exhaust 
rated at'2400 CFM*. Window spacers, 
floor stands and roll-up stands avail- 
able at extra cost. Order-No. 820 


wt eeeeesess aes: 


ty 


PUTEREAETITIT 


Fast-Selling 22" Viking Window Fan 


Electrically reversible for exhaust or intake 
cooling. Features handy pushbutton controls 
and four powerful but quiet blades. Exhaust 
rated at 3500 CFM®. 
dow fan made, Order No, 955 


The most powerful win- 


A short line of popular Viking Fans in the two sizes that accounted for 84% 
of the window fan sales in 1955. Gives you maximum dollar volume for your investment in inventory. 
Plus Viking’s popular Co-op Selling Support. See your Viking Distributor for complete 

details before you order fans for 1956! 





* All Viking Fans are 
rated according to 
standards set by the 
Propellor Fan Manu. 
facturers’ Associa- 
tion as indicated by 
this seal. 


AIR PROOUCTS 


Division of The National-U. 5. Radiator Corporation 
5601 WALWORTH AVENUE * CLEVELAND 2, OHIO 





Win 
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Clubwomen Sell 


CONTINUED FROM PAGE 130 





headache when the butcher 
around to redeem certificates. 

Only newspaper advertising is used. 
Window displays tie in with ads and 
the varied promotions. By repeating 
prices often, Seltzer feels he condi- 
tions customers to normal prices— 
aside from the one window-displayed 
item. The ad pitch, ‘“Roto-Broil 
Headquarters in Wilmington” is used 
to condition a consumer to seck a 
broiler at his store. 


came 


Better Merchandising Setup 


He finds handling one line of 
broilers saves time and gives him a 
better merchandising setup. 

It confuses customers to have to 
compare brands and takes up to much 
of my time,” he said. It’s simpler to 
let the customer eliminate models. 

“I’m a small dealer,” he continued, 
“but I realize I have to continually 
promote in order to sell. By handling 
one line of broilers and conducting 
promotions that result in others help 
ing to bring in sales, I find I have 
enough time to oversee the promo 
tions daily—as well as to work on the 
floor. In this case, the clubwomen 
and the bridal shop are my ways of 
extra sales,” he concluded. End 


Hotpoint 
dishwashers 
are advertised 


"TIME 


| because... 

‘ % 
| “Spotless dishwashing’ 
is what everyone wants 
, d —and TIME-reading 
: families can buy it. 








TIME readers can buy the best. 
They out-buy everybody else 
in all these appliances —the 
} quality products in quality 
lines: 


16% own dishwashers 
(national average—4%) 
20% own ironers 
(national average—9%) 


22% own clothes dryers 
(national average—9%) 





ps) ee 


° 


an 
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a 


| §4% own automatic washers 
1 (national average—30%) 
= 76% own kitchen mixers 
(national average—38%) 
92% own vacuum cleaners 
j (national average—64%) 
*SEE PAGES 52, 53 
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when 2000 women* were asked, “What 
one feature is most important to you in an 
electric range?" the majority said: 


“Kase of Cleaning~™ 





TK’ Surface Units are the easiest of all to clean! 


Look for Tuttle & Kift Units in your ranges—talk up TK easy-cleaning features 
for more range sales! By demonstrating these features (see below) you offer 
your prospect what she wants most in an electric range—ease of cleaning! 


“Impartial nationwide survey 
conducted by Market Facts, Inc., Chicago 





ELECTRIC HEATING ELEMENTS 
CEVICES + SWITCHES 4&4 CONTROLS 





1823 N. MONITOR AVENUE + CHICAGO GG, ILLINOIS 


DEMONSTRATE J 7 
AN ELECTR da iu coisas . 
3 Hot coil can be flipped up instantly to Easier to clean! Coil stands by itself leaving Pans are extra deep. Smallest 
RANGE prevent burning of spillage below. both hands free for removing spillage. holds 6 oz 


Pans are removable—wash as easily 
6 4 dish 
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DRAMATIC DEMONSTRATION 


Sells Eureka’s New Double-Size Dust Bag 


Introduced with the 
Sensational All-New 1956 


UREKA 


Super Roto-Matic 


MODEL 910 





ITS LIGHTER! 
ITS MORE POWERFUL/ | 


EUREKA’S exciting new giant, DOUBLE-SIZE paper 
dust bag supported by a giant DOUBLE-SIZE cloth 
bag is the hottest demonstration-selling feature to 
hit your sales floor. 
Make no mistake — this DOUBLE-SIZE dust bag 
plus EUREKA’S new CYCLONIC AIR ACTION pre- ~ i 
vents clogging of the dust bag... keeps suction power ; 
at much higher cleaning efficiency even with many 
pounds of dirt in the bag. Then, too, the bag lasts 
twice as long...cuts replacement cost 50% 
These two dramatic demonstration sales-winners 
plus the many other advanced new EUREKA features 
quickly prove the all-new 1956 Super ROTO-MATIC 
the greatest cleaner value on wheels! 


Still 


69% 


LOADED WITH EXCITING NEW FEATURES 












itt! e New Double-Size Dust e New Easy-Glide Rug 
Nol Bag Nozzle 
e New Cyclonic Air Action e New Deluxe Tools with 







earty! 


e New Zip-Clip Open- Vinyl Hose 

















talk Citic niin te iii Easy Top e NewStep-On Toe Switch 
eats e New 4 Rubber Swivel e Motor rated 750 input 
on 4 Rubber, Swivel Wheels watts (1 H.P.) at 
Ball-Bearing Wheels e New Lighter 14,000 R.P.M 


Weight e Full One Year Guarantee 














EUREKA 
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and Cyclonic Air Action 


10. 
CHOON ACTION 


In Big Double-Size Dust Bag 


























makes terrific “Show-Sell” edule 
| Store Demonstration! Povced 10 repla 












Violent cyclonic movement of 
confetti is seen through clear 
vinyl demonstration top. 

Spectacular demonstration 
shows why even large quantity 
of dirt does not clog sides of 
Eureka’s big Double-Size Dust 
Bag. Only Eureka has it! 
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Suction Locks Vinyl 
FREE! =" 


Demonstration 
Top To Cleaner 














oe 
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t 
ion at ovr store of 


or 10 DAY HO 


Order mats from 
your Eureka 
Distributor and get 
your big Spring 
Promotion going now! 


See live demonstra" 






CORPORATION *+ BLOOMINGTON, 
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WITH” SEE-THRU TOP. .... 


OTHER CURRENT EUREKA MODELS 
INCREASE DEALER SALES! 
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regular shee! top 


Price to dealers $300 












EUREKA 


Roto-Matic Model 805 


Offer ‘4 Os 
At WITH TOOLS 


Formerly $69.95 


Roto-Dolly at slight extra cost. Fea- 
ture in “‘Box”’ in all new Model 910 ads. 


EUREKA 


Automatic Model §-255 


.. with throw-away paper dust bag. 
For wall-to-wall carpets —big rugs. 
Beats, Sweeps and Suction Cleans 


mr $795 


Regular Price $89.95 —Tools $19.95 





Deluxe —Yet Lists for Only ‘2995 


DELIVERS A 50-FT. REFRESHING BREEZE - 2 SPEEDS 


A favorite for summer comfort everywhere— and now you can 
sell it at a price that will appeal to average pocket books. 

In addition to low price, Dayton gives you top quality 
throughout: a quiet 18” plastic blade delivers 2400 CFM at 
high speed; a heavy-duty, 2-speed, 115V, Dayton Motor in a 
chromed canopy; and a 2-piece chromed guard, with close- 
spaced wires, that meets safety ordinances. 

Fan head swivels on chromed base and is secured with easy- 
grip knob. Its refreshing breeze can be directed to any angle 
to provide services illustrated above. Has carrying handle for 

ease of portability. 

You have a big 1956 home, office, store and 
factory market for this versatile breeze maker. 
Order your sample today—test the fan that will 
be one of your big traffic items this summer. 
Model No. 2C549. Liberal discount to dis- 
tributors and dealers. 


DAYTON ELECTRIC MFG. CO. 


MAIN OFFICE: 110 S. OAKLEY BLVD. + CHICAGO 12, ILLINOIS 


be 
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COMPLETE DAYTON LINE 
WILL HELP YOU SELL 
LARGER MARKET IN 1956 








MANUFACTURERS ot Dayton Fans and Blowers—Dayton Motors—Teel Pumps 
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Joske’s Counters 
CONTINUED FROM PAGE 95 


ented on the products’ features and 
makeup. 


Avoid Loss Of Time 


“We urge customers to take the re 
pair work direct to the service station 
to save time. This avoids delays 
through our having to send it out, get 
it back, then return it to the cus 
tomer,” Fritz says. “And it eliminates 
paper work for us.” 

Because San Antonio’s population 
includes 40 percent Latin-Americans, 
many of them relatively poor, the store 
has set up a convenient payment plan. 
Though terms vary, usually 10 to 15 
percent is paid down, the remainder 
paid off in a few months. 

Another factor is the military popu 
lation, unusually high because San 
Antonio is known as the military 
center of the nation. Though service- 
men can buy for less at base ex 
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Remember the one way an elec- 
trical appliance dealer can get along 
with folks is to not try to get ahead 
of them, 


PBB BBD DDD DP DP DPD DDD DDD 


changes, not all of them can pay cash, 
so Joske’s payment plan benefits them, 


too. 


Occasional Sales Held 


held on occasion, but 
I’ritz said that in most cases the nam 
brand merchandise is sold at list price. 

“We find we can attract sale cus 
tomers by promoting off-brand items 
at their normal low prices with a few 
off-brand items given special sak 
prices,” he adds. 

Sales are publicized through news 
paper advertising and direct mail to 
charge customers. Also, the small ap 
pliance department is on the sale floor 
with housewares, hardwares, major ap 
pliances, television and radio and this 
helps to draw traffic. 

“We feel we are offering the public 
good merchandise and service and 
there is no reason why we can’t get 
our normal profit. Displays and dem- 
onstrations prove the products’ value 
and when that’s the case, the public 
will buy,” Fritz concludes. Find 


Sales are 


WE'VE GOT A COLOR SET, THAT'S ALL | SAID!” 
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Now G-E Aluminized Picture Tubes 
with the new ‘‘100-Series”’ 
red seal for quality! 


Six more brand-new General Electric 
Service-Designed Tubes! 


TV-radio Tune-up Program, 
nationally advertised by G.E.! 
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FOLLOW THE PARADE OF BP eT Ps lh 
SERVICE ATTRACTIONS... © #70—- hed fis ‘ann in 
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GB Acommzeo 
PICTURE TUBES 


with the RED Stag 


The symbol 
of quality 
found only 
on GE 
Aluminized Tubes 
















G-E ALUMINIZED TUBES WITH 
THE RED SEAL. FINEST EVER! 


TV owners will learn about them through big 
G-E color ads—*‘100-Series’’ G-E Aluminized 
Picture Tubes with the red seal, finest ever 
built! The new red sea! stands for top picture 
tube quality. Bright, sharp, clear pictures; de- 
pendable performance that lasts throughout 
tube life—these spell customer satisfaction, 
establish you as a dealer handling only the 
best. Large-scale G-E advertising of ‘100 
Series’’ Aluminized Tubes with the red sea/, 
soon to commence on a nationwide basis, will 
boost your tube and service sales. Here is a 
new and important business and profit-builder 
—with all the sales impetus behind it of a 


tremendous national advertising campaign! 
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SIX MORE NEW G-E SERVICE-DESIGNED 
RECEIVING TUBES! 


Ready to install: new types 1X2-B, 6ALS5, 
6BK7-A, 6BQ7-A, 6BZ7, 6CB6. Remember 
the fine reception given other G-E Service- 
Designed Tubes—how customer goodwill in- 
creased sharply, how service business boomed 
for dealers handling these superior tubes, 
made only by General Electric? The 6 new 
types will cut call-backs still more, increase 
your sales and profits further. A revolution- 
ary new “‘lightning-rod”’ design, new low-level 
tube microphonics, greater sturdiness, longer 
tube life—these and many other vital improve- 
ments are included. Now—in all—you will 
have 20 G-E Service-Designed Tubes which 
will out-perform and outlast their prototypes! 









out-perform 
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GET THE LION'S SHARE 
OF SERVICE BUSINES 
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NATIONAL 
» ADVERTISING 
WITH 
LOCAL TIE-IN 


NATIONALLY ADVERTISED TV-RADIO 
TUNE-UP PROGRAM! 


Biggest boost to TV-radio service ever under- 
taken! That's G.E.’s nationally advertised 
Tune-up Program. Through large G-E color 
ads in 6 national magazines—reaching every 
home in your neighborhood—your customers 
will learn that a TV-radio tune-up now is es- 
sential to high-quality pictures and clear, clean 
reception. Every ad will ask that readers see 
or phone you, their local independent techni- 
cian. This plan for TV-radio service action will 
greatly increase your customer list, keep your 
telephone ringing busily. You will sell more 
profitable G-E Aluminized Picture Tubes, 
more receiving tubes and TV-radio parts, than 
you have ever sold before! 
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CENPCRHOTS 
DRALER 
ATTRACTIONS 


yochL yf Newspaper Ads 
a Radio Sports 
x tv Commercials 


x Point of Sale 
a Direct Mail 


MOST ATTRACTIVE DEALER 
ADVERTISING AIDS EVER OFFERED! 


Strong local advertising tie-ins will increase 
your sales still more. G.E. has ready for you a 
real Big Top group of colorful displays and 
other helps. Many of them are shown on the 
following page. Besides wall and window. 
banners, they include window-stickers—TV 
radio spot commercials-—point-of-purchase 
selling aids—direct-mail pieces—other items 
Vivid, fresh, new, these advertising aids 
underscore G.E.'s nationwide TV-radio Tune 
up advertising, and focus its appeal to set 
owners on your store or shop. Become the 
service center for your neighborhood by using 
these Big Top tie-ins! Your G-E tube distribu 
tor has them. Ask his salesman for details! 





RIDE 
TO 
GREATER 
PROFITS 


with this 
eo eat new 


Selling plan! 


G-E SERVICE FINANCE PLAN! YOUR 
CUSTOMERS CAN PAY OUT OF INCOME! 


Most powerful stimulus ever given to tube, 
parts, and service sales, is G.E.'s great Service 
Finance Plan. Now the latest instalment meth 
ods are available for the benefit of dealers 
handling G-E tubes. Your customers’ needs 
can be filled immediately and paid for out of 
income. They no longer will feel they must 
wait to replace worn-out picture tubes with 
new G-E Aluminized Tubes—instead, can 
afford, on an easy instalment basis, the best in 
tubes and service. Costly installation jobs wil! 
be far easier for you to sell. Your whole busi 
ness will feel the beneficial effects of Genera! 
Electric's pace-setting Service Finance Plan! 


Here is a Grade-A sales and profit-builder! 





NEXT PAGE: HOW G.£. SPOTLIGHTS YOU TO REAP THE BENEFITS! 
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AUIMORITED 6-1 TUDE OLALER Sammy 





SERVICE 
OESIGNED 
tubes- 


Every parent will want one or more 
of these fascinating books for their 
children’s enjoyment. Amusing 
rhymes; appealing outline sketches 
to be filled in with crayons. A top- 
notch store traffic-builder! 
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G-E Big Top wall and window-banners, window-stickers, colorful tie-ins galore, will target 
your store as TV-radio service headquarters. All are available from your G-E tube distributor! 


Television-radio service——how much it means to high- 
quality performance; why owners should consult their 
local independent technician—will be pushed from 
coast to coast, border to border, during General Elec- 
tric’s TV-radio Tune-up campaign. Giant 2-page maga- 
zine ads in color will seize and hold readers’ attention, 
show why regular service attention is a TV-radio ‘‘must’’ 
Six big national magazines will be used, all with many 
millions’ circulation—Life, Look, Collier's, American 


Weekly, This Week, and TV Guide 


Tie-in displays are ready for you. Part are shown on 
this page—though justice can’t be done here to their 
many bright colors, or smart and novel appeal. Eye- 
stoppers, every one! These Big Top tie-ins will focus 
sharply on your establishment all of General Electric's 
gigantic TV-radio service advertising effort 

Lead the TV-radio service parade! Profit from the 
business-building attractions G.E.'s Big Top holds! Your 
G.E. tube distributor is waiting to hear from you. Tube 
Dept., General Electric Co., Schenectady 5, N. Y 
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Here’s the “fresh air” approach to more profit per fan sale... 
the FASCO Model 2060 with Thermostat Comfort Control — 
leader in the FASCO line for its all around superb quality 
... leader in effectiveness because of the unique 
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Venturi Cowl which takes the place of the conventional flange 


\ \ 


plate... leader of all fans because it delivers 


\ 


maximum air volume with minimum noise. 


THERMOSTAT COMFORT CONTROL — Set it... forget it, the 6 POLE MOTOR — Motor operates on overdrive principle... 
fan turns on and off automatically all summer long! less drive, more power and less noise, with little wear on 
ELECTRICALLY REVERSIBLE —This fan changes from fan to PsA eC 

exhaust at the flip of a switch. CURVEX ONE-PIECE DESIGN — The outside shroud is styled for 


3 SPEEDS — High, Medium and Low Speeds deliver maximum modern or traditional surroundings . . . its exclusive one-piece 
air volume at their individual settings... minimum noise. design adds to its pleasing appearance. 


TWIN SAFETY GUARDS — Both side guards, bar the tiniest fin- ADJUSTABLE WINDOW PANEL AVAILABLE — 


gers, can be removed for easy cleaning. Adjusts from 2914” to 38” 


FIVE YEAR GUARANTEE ON FANS AND MOTORS 


EVERY FASCO FAN HAS AT LEAST ONE DIFFERENT FEATURE THAT MAKES IT A “BEST SELLER”! 7) 


Deluxe! 20°’ 
PORTABLE 


WINDOW FAN 
with 
PUSH BUTTON 
CONTROL 


Model 2047—Electrically Reversible 


HARD-TO-FIT 


1 y Atel | or 


PORTABLE WINDOW FANS 
Hanger Bor Included FREE 


Know the facts, check your distributor or write 


j VARY al] Industries, [mcC. 131 AUGUSTA ST., ROCHESTER 2, N.Y..U.S. A 
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Model 56-SRPT Central Rubber & Steel Corporation 
Findlay, Ohio 
OVER 50 YEARS MAKING GOOD WASHERS! 
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TOASTMASTER 
Hot-Food-Tainer 


Toastmaster Products Div., 

Mc Grow Electric Co., 

Elgin, Hil. 

Device: ‘Toastmaster Hot-lood 
l'ainer keeps all foods fresh and 
hot until serving time. 

Selling Features: ‘l'wo-drawer, stain 
less steel electric warming unit; can 
be built into kitchen cabinet bases; 
idapted from commercial hot-food 
server by same company; features 
6-sided air circulation around all 
sides of drawer which provides uni 
form heat and reduced movement 
of air around foods; a moisture con 
trol knob regulates amount of mois 
ture retained in drawers eliminating 
possibility of food becoming too 
dry or too moist; humidity control 
dial can be opened to 4, 4, j o1 
recessed thermostatic con- 
trol permits temperature settings up 
to 250 degs. F.; pilot light in ther 
mostat dial indicates when in use; 
plugs into 110 volt current, uses 
$00 watts; Fiberglas insulation in 
sures minimum heat loss; instruc 
tion tray built into top of unit; 214 
in. high, 21% in. wide and 224 in. 
deep 


“crisp”; 





EUREKA Cleaner 


Eureka Div., 
Eureka Williams Corp. 
Bloomington, III. 


Model: Eureka Roto-Matic canister 
leaner No, 910 

Selling Features: Double-size throw- 
away dust bag; cyclonic action that 


moves 70 cfm; new step-on toc 


ELECTRICAL MERCHANDISING—APRIL, 


APPLIANCE 


switch; 4 rubber swivel wheels; easy 
opening “zip-clip” top; new deluxe 
cleaning tools; vinyl tool rack; fin- 
ished in iridescent yellow and gray. 
Price: $69.95 complete with tools. 

No. 805 canister is continued in 
line at reduced price of $49.95 
with tools. 








NORGE Range 


Norge Div., 

Borg-Warner Corp. 
Merchandise Mart Plaza, 
Chicago, 54, Ill. 


Device: Norge Futura range with 
vertical broiler, 

Selling Features: Steak, chicken, 
hamburgers, other food is sus- 
pended vertically between 2 broil 
ing units in a built-in compartment; 
seals in juices and flavors, cuts 
shrinkage and shortens cooking 
time; broils over pan which can be 
used for a companion dish; rack 
slides into vertical position along a 
track in broiler compartment; re 
movable handle locks into the rack; 
21-in. additional oven for broiling 
ind baking. 

New advanced infinite heat con 
trols provide an unlimited number 
of measured heats on each of 4 
top surface units; lighted dials 
change color shade as setting is 
varied; infinite heat control on ver 
tical broiler maintains temperature 
at desired degree during entire 
cooking period; an automatic timer 
turns off broiler and rings a bell at 
any selected time; a wrought iron 
trivet to hold broiler pan for range 
to table-serving; a chart fused on 
porcelain door-liner lists broiling 
times and heat settings for meat, 
fish and fowl. A_ thermostatically 
controlled top-surface unit, “Meal 
Sentry”, maintains temperature; 
the 36-in. range in white, pink, 
green or yellow, 

Other models in 1956 line in 
cluding 41, 36, 30 and 20 in 
models. 

Price: Futura, E-3620-VB, $429.95; 
other models from $179.95 to 
$489.95. 
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WESTINGHOUSE 
Laundry Twins 


Westinghouse Electric Corp., 
Mansfield, O. 


Device: Automatic clothes washer 
and dryer in floor space 25-in. wide. 
Selling Features: Fach appliance is 
25-in. wide; designed to permit 
dryer to be installed above Laund 
romat, making the two into a 
single space-saving unit; front open 
ing combined with front mounted 
control dial on each model makes 
vertical installation possible as free 
standing or built-in units; can also 
be installed side-by-side as free- 
standing units or built-into-a-wall 
or under a counter; dryer features 
modified direct air flow system for 
quicker drying; look-in-glass in door; 
door hinge for right or left open- 
ing. 

Laundromat 25 features full 8-Ib. 
capacity, single dial control; tumble 
action washing; flexible cycle that 
permits repeat, erase or eliminate 
any phase of cycle with economy 
of hot water; same door hinging 
flexibility as on dryer. 

Both models available in yellow, 
aqua, pink, gray and white. 

Price: ‘I'wo units together, $400. 





ae ee 
GLOBE El 
Globe American Corp., 

Merchandise Mart Plaza, 

Chicago, 54, Il. 

Device: Globe Electropanel con 
verts 220 volt current to 110 volt 


for convenient use of clectric hous 
wares. 


ectropanel 


Selling Features: Four appliances 
can be used at a time in this 174 
in. wide x 44 in. high unit without 
overloading circuits, or blowing 
fuses; one outlet for timed cooking 
controlled by an electric clock posi 


ANNA A, NOONE 


New Products Editor 


tioned in center of unit; available in 
stainless steel or copper exterior; 
also provides 3 normal outlets; all 
circuits protected by circuit breakers 
with 2 handy reset buttons; may be 
flush-mounted in wall in front sec 
tion of a base cabinet or any other 
convient place, 

Price: $9.95, 





GIBSON Freezers 


Gibson Refrigerator Co., 
Greenville, Mich. 


Models: 2 new chest type freezers 
Hh-22 and HF-15 
Selling Features; Hl 
pacity of 21.65 cu. ft., and stores 
758 lbs.; HF-15 has 14.68 cu, ft 
capacity and holds 514 Ibs.; Gibson 
guardian lights, removable, adjust 
able dividers, removable baskets, in 
terior lights and locking mechanism 
in handles 
Prices: HI'-22, 
$429.95. 
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$529.95; THIP-15 





DOMINION Table Stove 


Dominion Electric Corp., 
Mansfield, O. 


Device: Dominion thermostatically 
controlled table stove No, 1435 

Selling Features; Full-size alumi 
num griddle with 150 sq. in, cook 
ing surface in addition to two 
T & K monotube clements; range 
type dial switches with thermostat 
controls provide infinite heat set 
tings from simmer to high; formed 
lip around outside catches 
griddle slides into base when not in 


LICAM 


use; porcelain enamel top and base 
new line includes 4 double-burner 
and 2 single-burner units 
Price: No, 1435, $34.95 
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SILEX Percolator 


The Silex Co., 

Hartford, Conn. 

Model: Silex automatic percolatos 
No. AP-S 

Selling Features: Makes 4 to 5 cup 
dual elements; starts perking in 
about 60 seconds, when done, ther 
mostat automatically changes to 
low heat and keeps coffee hot in 
definitely; double wall insulated 
pump and tube; adjustable flavor 
control; signal light glows when cof 
fee is brewed 

Price: $14.95 





TOASTMASTER Frypan 


Toastmaster Products Div. 
Mc Grow Electric Co., 
Elgin, 11. 


Device: ‘Toastmaster automatic fry 
pan 

Selling Features; Square shaped 
cast aluminum in 11 and 12-in 
sizes; high tapered sides provide 
greater capacity; sealed, tubular ele 
ment cast into base; temperature 
control provides range to 420 degs, 
located at end of brown Bakelit« 
handle; cooking chart for 17 foods 
on handle; pilot light; immersible 
to tip of handle; weighs 34 Ibs; 
1150 watts; instruction book 





THERMADOR Oven 


Norris- Thermador Corp. 

5119 District Bivd. 

Los Angeles, 58, Calif. 

Model; Thermador “Easy View” 
oven has been added to built-in 
range line. 


Selling Features: Oven with 9% x 
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NEW PRODUCTS 


Sie in. double window allows in- 
spection of cooking processes with- 
out opening door; double panes 
with air-insulated compartment be- 
tween will not discolor or fog; sili 
cone seal on inner pane prevents 
greasy vapors from entering air 
compartment 

Oven equipped with automati 
preheat, interval timer, automatic 
time control, electric clock, infra 
red smokeless broiler, removable 
“balanced heat’ bake clement; 
stainless steel or choice of 7 deco 
rator enamel colors; copper, brown, 
yellow, grey, green, pink and whit 





LASKO Frypan 


Lasko Metal Products Inc., 
West Chester, Pa. 


Device: Lasko “square meal’ auto 
matic skillet. 

Selling Features: Square, 12-in 
aluminum pan “vapor seal” no drip 
cover; cooking range 200 to 420 
degs. plus warming zone; heat re 
sistant plastic handle; red light 
glows until desired heat is reached; 
push button pan release frees 
skillet from separate heating unit 





HOOVER Cleaner 


The Hoover Co., 
N. Canton, Ohio 


Device: Hoover “Citation upright 


cleaner 

Selling Features: Designed to 
place model 63; new fashion color: 
of sandalwood with mulberry 
equipped with vinyl jacket instead 
of fabric dust bag, resistant to wea: 
and abrasion and wipes clean with 
damp cloth; a year's supply of 
“throw-away” bags comes with 
each cleaner; tools employ the 
Ultraflex hose which _ stretches 
nearly twice its length plus tele 
scoping wand 

Price: $124.95. 








WESTINGHOUSE Toasters 


Westinghouse Electric Corp. 
Mansfield, O. 

Models: 5 pop-up toasters in 4 
colors. 


Selling Features: Available in yel- 
low, pink, aqua, gray and white 
porcelain enamel on steel with eb 
ony finished phenolic plastic ends; 
single piece steel casing wraps over 
top and sides of toaster; uses same 
operating principle as current model 
with a thermostatic control to 
regulate amount of heat needed to 
brown toast; 115 volts a.c. 
Price: Chrome model, $21.95: col 
ors $2, extra 





CHATTANOOGA ROYAL 
Barbecuers 


Chattanooga Royal Co., 
Chattanooga, 6, Tenn. 
Models: 36 models in new portable 
barbecue grill line 
Selling Features: ‘Top model RC 
400 has 12 motor-driven spits for 
shiskabob and heavy duty spit for 
rotisserie cooking; 582 sq. in. grid 
area over 2 separate firebowls and 
2 warming ovens with heat indi 
cators; satin black and copperton« 
finish 
Great Smoky hoods and smoke: 
domes for smoke-flavor cooking 
RCY-10, a barrel type model for 
broiling and grilling when open and 
closed for smoke cooking. 
“Kwik-Flik” grid control raises or 
lowers grid to 5 positions from fire 
it flick of wrist without cranking 
Patio brazier grills in compact 
cabinet style with 441 sq. in. grid 
area are in addition to regular round 
brazier models, 
RC-19 series feature plated, spiral 
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grid which lowers inside firebowl 
tor quick charcoal searing; easy roll- 
ing wheels and grid adjustment of 
44 in. up and down. 

RC-24 basic model, has _half- 
hood windbreak; RC-24-HEE. has 
an electric motor and spit. RC-24, 
with Kwik-Flik adjustment has 
394 sq. in. grid area 

RC-15 series for easy carrying; 
steel; fold to compact carrying size. 

Luxury braziers include RC-98 
and RC-88 series; square portable 
braziers in satin black and copper- 
tone with chrome grids, fitted with 
7 in scm pneumatic Tear wheels 
and 2 front casters. RC-98 has 5 in. 
firebox adjustment; warming oven 
hoods, built-in heat indicators and 
smoker domes are available. 
Prices: RC-400, $299.95. Other 
models from $4.95 up. 





NATIONAL 
Built-In Range Units 


National Stove 
163 Avenue A. 
Bayonne, N. J. 


Models: New line of built-in ovens 
and range inserts in electric and 


gas. 


Selling Features: Magic door on 
built-in electric ovens operate au 
tomatically; closes. with 
touch of button, can also be man- 
ually controlled without affecting 
special motor; all models have satin 
chrome interiors; specially designed 
rotisserie holder and rotisserie front 
to-back unit with oven rack and spit 
holder built in; new oven venting 
slopes downward; oven controls re 
cessed in special panel; vat-type 
oven insulation. 

Chromalox Microtube elements 
take only 10 secs. to heat; gas burn- 
ers have hypodermic lighters that 
ignite instantly; new gas automatic 
pilot cuts off in case of gas failure; 
perma-view door. 

All models available in satin 
chrome or antique copper. 


opens, 
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Waring Spring tonic deal 
two-way P Q OF ! I prescription 


Sell the BLENDOR’ at... Sell the MIXOR’ at... 
43% PROFIT! 43% PROFIT! 





















You buy 2 BLENDORS ($27.41 ea.) $54.82 


You buy 1 BLENDOR ........... 22.04 
YOUR LOW COST (average $25.62) 76.86 


You sell 3 at $44.95 e0......... 134.85 


























. $a tae hi You buy 2 MIXORS ($12.17 ea.). pene 
field—a choice of 9 YOUR LOW COST ($11.48)...... 3444 
Color-tone (including Be $$ [Hf yoy sett 3 at $19.95 ea........ 59.85 
new turquoise-blue) Be ff [Hf  — — youR BiG PROFIT............. 25.41 


and metallic models 
to please even the fus- 
siest customer. Re- 
member, “if it isn’t a 


@ The WARING MIXOR is the only 
WARING, it isn’t a 


portable purposely designed as a true 








BLENDOR!” hand mixer! Specially made to give so 
much more in comfort, power, style 
and push button ease. 

43 oO PROFIT tor you on one or both 
—e of WARING’S two great sales leaders! 


R — here’s just the deal the doctor ordered — a Spring Tonic to put real pep 
into your PROFITS—a long 43% PROFIT on every WARING sale you make. 


No matter what your choice — MIXOR or BLENDOR Deal — remember, your 
DEAL EXPIRES APRIL 30, 1956 discount is 43%, tax included! 


WARING PRODUCTS CORPORATION 


A subsidiary of Dynamics Corporation of America @ 25 West 43rd St., New York 36, N. Y. 
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o YY CONVENTIONAL WINDOWS... 
Airtemp combines the famous Forward 
= a Look with Chrysler engineering to as- 


sure the finest performance. ‘‘Conven- 
tional Deluxe’”’ (in %, 1, 1% and the 
brand new 2 H.P. series) has the best 
features money can buy anywhere. 
“Conventional Special’ (in % and 1 
H.P. series) answers the need for the 
lower-cost leader. The % series Con- 
ventional Special is available in 7! 
amp... .can be plugged in anywhere! 












ODivistoaown 


CHRYSLER CORP 
IN "56 


Close More Sales With Airtemp! 
Plan now for a big season in Airtemp sales. 





Airtemp offers your customers a complete line of 
room air conditioners to meet every need, every 





budget. 15 models are available for conventional 
windows, casement windows, “‘All-in-Window” and 
“All-in-Wall.” Airtemp offers the selling magic of 
the Chrysler name backed by large-scale, 
powerful advertising and promotion. 


ALL-in-WALL and ALL-in-winDOW 

IMPERIAL ... New models that open a 

new big market — there’s no projection 
THE FORWARD LOOK IN AIR CONDITIONING >> outside] Wherever outelde projection is 

forbidden or undesired, Airtemp pro- 
vides this new sales answer. In 4, %, 
and 1 H.P. 


DISPLAY THIS SIGN 
OF THE MOST COMPLETE LINE AIRTEMP 
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FOR CASEMENT WINDOWS. ... now available in 74 amp. 
size which can be plugged in anywhere, the “Casement Deluxe”’ 
and the ‘“‘Casement Special” are installed from inside, 
without removing glass or cutting window frame, and without 
interfering with opening, closing or locking windows. 
Both models in 4% and % H.P. 


DAYTON 1, OHIO 


THE LINE DESIGNED FOR A COOL PROFIT 
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L & H Oven 


A. J, Lindemann & Hoverson Co., 
Subsidiary Norris-Thermador Corp. 
Milwaukee, 15, Wisc. 


Model: * 
Selling Features: Large oven interior 
is 18 in. high and wide by 19% in 
deep with almost 6,500 cu. in. space 
fits into standard 24 in. cabinet; 
automatic; features air-cooled door; 
recessed infra-red smokeless broiler; 
specially designed Space-saver bak 
ing element; Dual-range electric 
timer; slanted control panel; heat- 
deflecting hood, Matching stainless 
steel cooking tops consist of 5 
models with optional griddle and 
deepwell cooker 


Classic” custom-bilt oven 





GIBSON Range 


The Gibson Retrigerator Co., 
Greenville, Mich. 


Model: Gibson Economy model 
R1-40SP to supplement 1956 line 
Selling Features: Banquet sized 
oven 16x16x20 in. with Super-heat 
rod; adjustable oven racks and oven 
thermostat; 7-speed rotary controls; 
two 8-in, and two 6-in. T&K units; 
convenience outlet; 3 large storage 
drawers mounted on nylon rollers; 
2900 watt broiler unit; 2000 watt 
bottom unit; Titanium porcelain 
enamel finish 


I 





FARBERWARE Frypans 


S. W. Farber, inc., 

415 Bruckner Bivd. 

New York, 54, N. Y. 

Models: Three Farberware auto- 
matic frypans No 300, 310 and 
280. 

Selling Features: No. 300 104 in. 
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round model; No, 310, 12 in. 
round, and No. 280 square. All 
models are completely immersible; 
thermostatic control is in plug; pro- 
vides cooking temperatures from 
160 to 420 degs.; red light indi 
cates when desired temperature is 
reached; stainless steel with alumi- 
num clad bottom; cooking guide 
on handle. Available with or with- 
out covers 


———— a 





ze 





RHEEM Dryer 


Rheem Mfg. Co., 
7600 S. Kedzie Ave., 
Chicago, 29, Ill. 


Device: Rheem-Wedgewood dryer. 
Selling Features: Special top com 
partment, accessible by lifting coun 
terbalance top for gently drying 
such fabrics as woolens and nylons 
at same time sheets and towels are 
in tumbler below in stream of warm 
air fed from high capacity blower; 
tumbler designed for high air flow 
rate; Epon resin finish; filtered ait 
intake of fine metal mesh; lint trap 
on top of dryer; venting may be 
done from either side or back; small 
-in. round ducts for venting 





G-E Telechron Clock 


G-E Telechron 
Ashland, Mass. 


Device: ‘“Kitchen-Mate” 
clock, 

Selling Features: Styled in 4 color 
combinations of white with pink, 
red, yellow or turquoise; dial fea 
tures numerals that float around its 
peremeter giving a 3-D effect; full 
vision crystal covers entire dial; 
diam 632 in. 

Price: $4.50 


kitchen 


NEW PRODUCTS 





WESTCLOX Clocks 


Westclox, Div. General Time Corp. 
LaSalle, til. 


Models: Sheraton and Snowflake. 
Selling Features: Sheraton, electric 
alarm fruitwood finish; scroll dial, 
round brass legs; suitable for bed- 
room Or as an occasional clock; 44 
in. high. 





Snowflake wall clock, suitable for 
kitchen, bedroom, den or playroom; 
non-breakable crystal protects new 
3-dimensional dial; red, green, pink 
or charcoal; front hand set knob; 
7-in. plastic case. 

Prices: Sheraton, $8.95; Snowflake, 
$5.95 





SILEX Boilmaster 


The Silex Co. 

Hartford, 2, Conn. 

Device: Silex instant Boilmaster for 
use in car or home. 

Selling Features: Plugs in dash 
board cigarette lighter or household 
outlet; boils, heats, cooks, alumi- 
num finish; non-spill cover; 8 cup 
capacity; Sa-Fuse disconnects if 
unit boils dry; weighs 24 Ibs.; avail 
able in 2 combinations 6 volts and 
110 volts; 12 and 110 volts, both 
a.c.-d.c. Also comes with Trav-Ler 
kits: cups, saucers, spoons and car- 
rying case, 


Prices: From $14.95. 
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TOASTMASTER 
Waffle Baker-Grill 


Toastmaster Products Div., 
Mec Graw Electric Co., 
Elgin, tl. 


Device: Toastmaster automatic 
waffle baker-grill No. 2D3. 

Selling Features: Provides more 
than 560 sq, in. grilling area—8] 
4. in. on each of 2 square surfaces 
which fold against each other for 
storage, sandwich grilling and waffle 
baking, expansion hinge for extra 
thick sandwiches; four 44 in. square 
waffles are made at one time; cast 
aluminum grids are interchange- 
able and painted with Siltex; 
chromed streamlined exterior fea- 
tures non-drip rim and drip spout 
to channel off excess fat Bakelite 
handles—front handle drops down 
to form a rest when cover is 
opened; combination control knob 
and indicator light; control knob 
has 3 settings—high, medium and 
low: 1300 watts, 115 volts, a.c. 





TORO Mowers 


Toro Mfg. Corp., 
Minneapolis, Minn. 
Models: Toro’s 20-in. and 18-in. 
Whirlwind rotary mowers. 
Selling Features: 20-in. model fea 
tures “auditone” muffler to reduce 
engine and blade noise; plug-in 
starting optional; new aero-dynami- 
cally designed aluminum housing 
eliminates clogging and packing, 
improves cutting and leaf mulch- 
ing and distributes clippings evenly 
through front discharge chute; 
average cutting capacity 23,000 sq 
ft. with 2-in. overlap at 3 mph; 2 
hp Briggs & Stratton engine; elec 
tric starter plugs into 110 volt 
circuit; other features include recoil 
starter; push-type mower. 

18-in. companion model has all 
new features of 20-in. model except 
electric plug-in starter. 
Price: 20-in. $109.95; starter $25. 
additional. 18-in. $89.95. 
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The sale comes easier when they see this label 


In the eyes of your prospects, any appliance is a better appliance when it wears the Fiberglas* label. For Fiberglas 
is an old friend they've met in hundreds of extra-value products . . . and continue to meet every week in LIFE and 
a dozen other consumer magazines. Our year-round program of national advertising tells your customers how 
Fiberglas Insulation makes good appliances better—and new appliances possible—by muffling sound, controlling 
heat in everything from a small roaster to a huge freezer. Put this consumer 








acceptance to work for you—point to the Fiberglas label during every demon- EQUIPPED With 
stration . . . and clinch the sale! Owens-Corning Fiberglas Corporation, 
Dept. 104-D, Toledo 1, Ohio. li BERGLAS 





INSULATION 





OT-M. (Reg. U.S. Pat. Off.) 0-0, ¥. Corp. 
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Speedy 
Sales 
Maker 


Take a minute of your sales talk for 
this brief, simple demonstration of 
the superiority of Fiberglas 
Insulation. It pays dividends— ‘ 
generates real conviction that may 
help you change a no sale to a sale! 
Write today to the address below 
for your free “selling sample” of 
Fiberglas Insulation, and — 








‘ 





Sell with the sample: 


Compress the Fiberglas Insulation 
sample between your fingers— 
show how it snaps back. Tell your 
customer that a resilient insulation 
won't ever settle, pack down, 
leave un-insulated hollows. 

















Then drive the point home. Siam the 
appliance door a few times. Tell 
your customer how the door will be 
slammed tens of thousands of times 
in the normal life of the appliance, 
making it essential to have a 
non-settling insulation. 





Show the Fiberglas Insulation again. 
Explain how glass fibers—many 
times thinner than a human hair— 
trap millions of dead air spaces... 
more than ordinary insulating 
materials. That's why less Fiberglas 
is needed on the job... why an 
appliance can be smaller on the 
outside, bigger on the inside, 

when it's Fiberglas-insulated! 


See Fibergias’ big two-page ad 
in full color in LIFE, April 30th. 
t's part of our continuing 












NOTHING BUT 
PORCELAIN 


WIPES NEW...ALWAYS 




















Protect Profits! 


PREFERRED 


on household § : 





Porcelain enamel helps sell appliances—and can build 
EXTRA PROFITS for dealers, too! Appliance buyers’ 
strong preference for Porcelain enamel, as confirmed again 
in recent surveys*, gives you a big edge in developing 


sales . . . and in closing them with a fair profit. 
WON'T STAIN because it can’t stain! It won't scratch ; 
either! Porcelain enamel is actually glass fused right Naturally, to cash in on Porcelain enamel, a dealer 


inte the metal. Naturally immune to heat and mois must have it... know it...and push it in selling his appli- 
ture, the new Porcelain enamels are unaffected by . . 
ances. He must point out Porcelain enamel’s advantages 


household acids and detergents, by wear and hard 


usage to the owner, the same features we’re stressing every other 
week in the Saturday Evening Post. 


*Gilmore Research Associates, Philadelphia 


WON'T FADE 


a. SELL MORE, 


of Porcelain — 
pes easily ‘ 
no odors ' ed , behind this 
on undersink - . ; . 
+* ; 


oo, a4 well as 





major home appli 
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NOTHING BUT 


Push Porcelain! On Cet 


E103 


{ @ major appliances 






















y . 7 
Ad No. 15 appearing in 
APRIL 28 issue 
, 
WON'T SCRATCH because it can’t scratch! Genuine 
5 Porcelain enamel is actually glass fused right in 
: metal. A glass so thin and tough you can bend it 


write on if try to burn it and nothing happens 


Look for it on your new home appliances 


WON'T RUST! 


because if can't rust! 
through” either! Por 


celain enamel is glass 


hard, non-porous, ir 


Y 
« ” . 
is ig Cc a m pa ig n a ppea ri ng mune to heat and mois 


ture, unaffected by 


household acids, alkali 


every other week in the wih detergents. Pres! 


cally a “must” for laun 
“A BETTER BUY" 


CORPORATION ~ 7 +r 
today’s finer Porcelain enamels (as aap Tp iW ws i er a 
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dry equipment, it adds 


value to any product 


FERRO CORPORATION 
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GIBSON Air Conditioner 
Gibson Retrigerator Co., 
Greenville, Mich. 
Device: Gibson low-volt window ai 
conditioner No. GAC-771B 
Selling Features: A i h.p. model 
available with a 2-wire, 2-spring 
service cord to plug into any 115 
volt outlet; draws less current (7.4) 
than many small appliances; may 
be transferred from window to 
window or from house to house 
wherever an outlet is available 





AMANA 


Central Air Conditioning 


Amana Refrigeration Inc., 
Amana, lowa. 
Device: “Central” self-contained 
residential air conditioning system 
Selling Features: Easy to install 
packaged, air-cooled central air con 
ditioner in 2 and 34 h.p. sizes; r 
quires no remote refrigerant lines 
pipe connections or remote con 
densers; can be installed anywhere 
with prefabricated glass fiber ducts 
which are available as accessories 
with both models plus air diffusers, 
return air grilles, and outside atti 
vertical grilles. A 34 h.p. size can 
cool home up to 2200 sq. ft in size; 
2 h.p. model, residence of 1500 
sq. ft, Can be connected to furnaces 
or installed with independent duct 
system; low-voltage thermostatic 
control for remote operation is 
standard 

34 hip. unit has twin 1} h, p. 
compressors, one or both of which 
operate and cycle at same time de 
pending on needs. 





Amana Correction 


The above _ illustration = of 
Amana’s 1956 window-type air con 
ditioners inadvertently appeared up 
side down in our February issue, 
page 202. 
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WHITEHALL Air Conditioner 


Whitehall Engineering Co., 

1630 S. Michigan Ave., 

Chicago, 16, Ill. 

Device: Whitchall ‘‘Kool-A-Bout”’ 
portable room conditioner No 
WK-11D 

Selling Features: Requires no win- 
dow installation; mobile unit pro 
vides } ton capacity; beaver brown; 
steel exterior; partially sloping top 
provides air distribution without 
draft; cabinet (31 in. high, 19 in 
wide, 18 in. deep) mounted on 4 
ball bearing casters; panel on right 
gives easy access to push-button 
controls and thermostat; Freon-22 
refrigerant; uses water for heat 
dissipation; do-it-yourself installa- 
tion kits; 115 volt, 60 cycle a.c. 
uses 19.5 amperes; weighs 164 lbs 
Price: $349.95, 





ADMIRAL Dehumidifier 


Admiral Corp. 
3800 Cortiand St., 
Chicago, 47, Ill. 


Device: Admiral portable dehumidi 
fier No, DF-5, 

Selling Features; Mounted on 4 
swivel casters; can be plugged into 
any standard 110-115 volt a.c, out 
let; controls moisture in closed 
areas up to 10,000 cu. ft.; removes 
as much as 24 pts. water from air 
every 24 hrs.; moisture is removed 
by cooling a series of coils to below 
room temperature; air drawn into 
bottom of unit by fan passes over 
these coils, moisture condenses and 
drops into removable rustproof con 
tainer; drainage can be made auto 
matic by connecting units hose to 
a drain; 134 in. wide, 204 in. high; 
grey-beige enamel finish; hermeti- 
cally sealed $ h.p. compressor. 





NEW PRODUCTS . setter a 





COOLERATOR Dehumidifier 


Mc Graw Electric Co., 
Lonergan Mfg. Div. 
Albion, Mich. 


Device: Coolerator dehumidifier, 


Selling Features: Dehumidifies areas 
up to 13,000 cu. ft.; removes up to 
3 gal. moisture every 24 hrs.; easy 
to move from room to room on 
swivel-type rubber casters; plugs 
into 115 volts; 1/5 h.p. Tecumseh 
compressor; condenser, evaporator 
and connecting tubing in one con- 
tinuous hermetically sealed refrig 
eration system; 8-in. aluminum cir- 
culating fan; 234 in. high, 144 in 
wide, 124 in. deep; tan finish with 


gold. 





MITCHELL Dehumidifiers 


Mitchell Mfg. Co., 

Div. Cory Corp. 

2525 N. Clybourn Ave., 

Chicago, III. 

Models: 2 Mitchell dehumidifiers, 
Imperial and Economy. 

Selling Features: Imperial circulates 
and heats as well as removes water 
from air: “humidity dial” con 
stantly reads humidity in room and 
tells when to turn unit on or off; 
4-position switch for circulate, de 
humidify, heat and off; Dyna-sys- 
tem air dryer removes from 2 to 
3 gal. water from a room in 24 
hrs. depending on temperature and 
humidity; 1000-watt heating coil; 
high speed circulating fan; 3-way 
water disposal includes  casy-to- 
empty container, a hose connection 
for disposal through drain, and pro- 
visions for collecting pan to de 
posit water directly when unit is 
located over drain; filter removes 
dust and foreign particles from air; 
weighs 65 Ibs.; furniture steel cabi- 
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net on casters with hand holds for 
easy moving; will remove 17 to 
25 pts. water per day in closed area 
up to 10,000 cu. ft., delivery 3410 
btu/hr. and recirculates air at rate 
of 165 cfm; # h.p. hermetically 
sealed compressor motor; 4-watt fan 
motor operates on 115 volts, 60 
cycles, a.c. 

Economy removes from 2 to 3 
gal. water a day; hermetically sealed 
compressor; 3-way water disposal; 
furniture steel cabinet on casters; 
weighs 65 Ibs.; removes 17 to 25 
pts. water per dav in 10,000 cu. ft. 
closed area } h.p. compressor 
Prices: Imperial, $139.95; lcon- 
omy, $119.95. 





CHELSEA Window Fans 


Chelsea Fan & Blower Co. Inc., 
Plainfield, N. J. 

Model: Deluxe Chelsea window 
fans feature automatic thermostat 
controls 

Selling Features: Thermostat con 
trols that provide automatic tem 
perature control available on all 
2-speed, electrically reversible mod 
els in line; fan automatically turns 
on when temperature rises and 
shuts off when room is cool; dial 
located on front panel of fan; new 
models have dome mounted on 
safety guard; gray baked enamel 
finish; quiet capacitor motor that 
permits rapid reversal of fan with 
out first stopping 





FRIGID Window Fan 


Frigid Inc., 

128 32nd St., 

Brooklyn, 32, N. Y. 

Model: Deluxe automatic push but- 
ton 20 in. venturi window fan No. 
WR20T. 

Selling Features: Automatic ther- 
mostat control provides even 
temperature set and forget; elec 
trically reversible-push buttons ex- 
haust hot air, bring in fresh cool 
outside air; changes air of average 
apartment in 2 min.; 2-way fan 
finished in white enamel with pol- 
ished aluminum 20 in. 4-bladed 
propellers; 4 h. p. motor; 3 speeds: 
1000, 800, 600 rpm; 3520 cfm; 
finger-tight guard; adjustable slid- 
ing panels 27 to 36 in 
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AtG Us PAT OFF 


Packard Electric Division 
General Motors, Warren, Ohio 


ELECTRICAL 


MERCHANDISING—APRIL, 


1956 








satisfied customers 
don't keep it a secret! 


This man’s bought a new way to do an old job. . . an electric power mower 
to cut his lawn. It’s powered by a Packard Electric motor, in fact, and he’s 
letting his neighbor in on its smooth, quiet, dependable performance. No, 
there’s no secret here. There seldom is when an appliance is Packard-powered! 


Packard Electric is an old hand at building satisfaction into motors. For over 
39 years, Packard fractional horsepower electric motors have been deliver- 
ing the kind of performance that makes for scenes like this. And scenes 
like this can’t miss building sales and goodwill for appliance manufacturers. 
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“There has long been a great need for an industry- 
wide campaign like LIVE BETTER. .. Electrically. 

“This campaign, devoted to raising the standard 
of living by increasing the use of electricity in the 
American home, will serve as a powerful supple- 
ment to the selling efforts of dealers everywhere. It 
will emphasize to the public many ways for them 


a pect to top to LIVE BETTER... Electrically and do much to 
help the sales of appliances and lighting, as well as 
. , : ‘ to educate people on the need for adequate electri- 
the record-breaking 1955 sale a 


“Everyone connected with the electrical industry, 

of electrical products” no matter how remotely, stands to gain from the 
successful advancement of the electrical-living idea. 

“As I see it, distributors and dealers will be the 

first to feel the increased demand for electrical 

products and appliances that can make home life 

happier, housework easier and leisure hours longer.” 


How you can make the most of 


LIVE BETTER... J 


On the national level, in magazines and on television, the word 
will be spread all over the country “LIVE BETTER... 
Electrically.” At the local level, newspapers and radio, bill- 
boards and car cards, truck signs and window banners, postage 
meters and mailing pieces, business cards and letterheads, 
window displays and giveaways — all will be putting over one 
idea — “LIVE BETTER ... Electrically.” 

What's bound to be the result? Of course! People will be- 
come convinced that the way to live better is to live electrically. 
They'll want air conditioning; they'll want electric cooking, 
electric shop tools and water heaters and better wiring and 
better lighting and another television set and a hi-fi and all 
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ELECTRICAL 





Don Gabbert 





Electrically § 


the other electrical wonders that you make. . 
tribute . . . or you sell! 
Doesn't it just make sense to tie in with an idea like that? 


. or you dis- 


Isn't this the star you've been waiting to hitch your wagon to? 
Get in touch with your local power company, find out what’s 
. tie in! A new 
64-page book has been produced to help you help your cus- 


being done in your area and tie in ... tie in.. 


tomers live better electrically. In digest size, this book contains 
complete plans for “load-matched” residential wiring systems 
. anew and realistic approach to a steadily growing problem. 
For your copy, call or write your local electric utility company, 
or mail coupon at right with 10¢ to cover cost of handling. 
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President, National Appliance and 
Radio-TV Dealers Association 





LIVE BETTER.. 
P.O. Box 505 
Great Neck, New York 


. Electrically 


Please send me a copy of book entitled “How to help 
home owners LIVE BETTER... Electrically.” 1 en- 
close 10 cents to cover cost of handling 

Name 


Street address 


City Zone State 








COMMAND.-AIR Fan 


Tenna-Lite Mfg. Co., 
1809 Milwaukee Ave., 
Chicago, 47, til. 


12 fan 
Selling Features: Motor has 1550 
rpm and 2350 cfm air delivery; 
12-in. blades; 360 deg. no-draft 
circulation; weighs 19 Ibs; conveni 
ent carrying handle; 115 volt 60 
cycles a.c.; can be used on floor 
desk table top, suspended from 
ceiling, etc. Model No. 12 is a 
single speed model; No. A.P., has 


Device: Command Air No 


; speeds 
Prices: No. 12, $24.95; No. A.P., 
$29.95 



























KISCO Fans 


Kisco Co. Inc., 
2400-40 DeKalb $t., 
St. Lewis, Mo. 


Models: Two new Kisco air circu- 
lators: C-15, Circulair and RE- 
20MX deluxe electrical reversible 
20-in, window fan. 

Selling Features: C-15 hassock fan 
recireulates 4600 cfm; recom 
mended to increase efficiency of air 
conditioning, also designed to fur 
nish cooling comfort used alone; 
s-speed heavy duty motor; four 
l2in. deep-pitched Torrington 
blades provide quiet, efficient air 
distribution without drafts; modern 
safety grille; steel construction 
bronze with champagne top 





RE-20MX 
versible 20-1n. cabinet window fan 
has exhaust or intake action in high 
or low speeds; push button control; 
louvered fine “Mini-Mesh” grille 
provides cooling without drafts and 
automatically directs incoming ait 


deluxe electric 
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downward; guards blades and mo- 


tor; Champagne baked enamel fin- 
ish; 20-in. blades; side panels pro 


vide an extension to 38 in 





















BROAN Fan 


Broan Mfg. Co., Inc., 
1669 N. Water St. 
Milwaukee, 2, Wis. 


Device: Broan No. 700 Room-to 
room fan, 

Selling Features: Propels warm o1 
cool air from one room to another 
it equalizes room temperatures ind 
provides greater economy in opera 
tion of room air conditioners, space 
heaters, wall type heaters or floor 
furnaces; 8-in, diam. venturi-typé 
fan delivers 250 cfm.; manually op 
erated with pull chain switch; ad 
justable for walls 24 to 5} in. thick; 
modern, white baked enamel finish 






Fans and 


NEW PRODUCTS .... Air Coolers 


ment; 2 speeds: 700 and 1000 rpm; 
replaces up to 2800 cfm; fits snugly 
into window; fits windows from 28 
to 39 in.; panel is mounted on rub- 
ber stripping; closemeshed safety 
guard, 





CONSTELLATION Fans 


Constellation Fan Co., 
Div. Chelsea Products Inc., 
Plainfield, N. Y. 


Device: Constellation 4-way fans. 

Selling Features: Automatic ther- 
mostat controls for automatic cool 
ing; available in 16 and 20-in., 
2-speed, electrically reversible mod 
els; 20-in. model has capacitor 
motor; can be reversed while run 
ning at full speed; box type design; 
portable, can be used as floor cir 
culator, adjustable window fan, 
tilting floor model or floor type 
rollabout that adjusts from 44 to 
60 in.; green finish, has removabk 
fingerproof safety guard front and 


back 




















FASCO Ventilator 


Fasco Industries Inc., 

Rochester, N. Y. 

Device: Fasco Powerhood venti- 
lator contained in adjustable hood. 
Selling Features: Snap-in ventilator 
is attached to underside of hood; 
turbo radial impeller wheel, push- 
button controls and underhood 
light come _ ready-installed on 
Powerhood with working parts con 
cealed to give a modern appearance; 
metal hood adjusts to fit undersid« 
of any cabinet from 30 to 42 in; 
pre-wired, easy to install; no cabi 
net cutting push-button panel with 
fingertip control of 3-speed im 
pellor and underhood light; remov 
able, adjustable grease tray trap; 
comes in white, copper, or stainless 



































; Be 4 
DIEHL Ventilators 


Dieh! Mfg. Co., 
Electrical Div. 
Singer Mfg. Co., 
Somerville, N. J. 
Models: Portable 20-in. 3-way venti 
lator and electrically reversible win- 
dow type ventilator. 
Selling Features: Portable model 
performs 3 services, can be (1) set 
in window frame to exhaust air; 
(2) turned around in window to 
take fresh air into house; (3) or re 
moved from panel for use as floor 
or table circulator; 2x2 ft., 8-in 
thick; ventilates over 300 sq. in 
wea; “lapped” aluminum blades 
built wide with deeper-than usual 
pitch; cools as many as 5 large 
from single installation 
point; 2-speed motor; 1000 and 
850 rpm; oyster white, rectangular 
cabinet fits any window from 28 to 
39 in. wide; close meshed safety 
grilles front and back 

Reversible window type venti 
lator reverses upon flicking a switch, 
exhausts, or brings cool air from 
outside; wide-winged 20-in. blades 
lapped to give maximum air move 


rooms 























CHICO Air Coolers 


Portable Air Cooler and Heater, Inc., 
San Francisco, Calif. 


Device: Chico 1956 line of portable 
evaporative air coolers. 

Selling Features: New models re- 
tain features of early models plus 
re-designed styling; Coronado has 
mahogany woodgrain finish; Mon- 
terey modern tone bleached blue 
grey; other features include in- 
reased capacity including a 1/25 
h.p. motor; a 3} gal. water reser 
VOIrT, ine reased accordion type cooler 
pad surface area of 380 sq. in.; 
aspen fibre pads have cloverleaf fan 
which draws air directly through 
their watered surfaces; cooled air 
is then blown through large open- 
ing in quiet air flow providing com- 
plete change of air every 2 min. in 
room 18x20 ft., with 8-ft. ceiling; 
all-aluminum; weighs 14 Ibs.; can 
be carried from room to room; 
handle and switch on cabinet top. 


APRIL, 





THERMADOR Cooler 


Thermador Electric Mfg. Co., 

5119 District Bivd., 

Los Angeles, 22, Calif. 

Device: Thermador deluxe portable 
evaporative cooler CF'12P. 

Selling Features: 1200 cfm; mod 
ern cube grille for directional air 
flow; cools average room in home, 
office, motel trailer or shop; equip 
ped with diagonally balanced 1 2-in 
4-blade fan; 1/25 h.p. motor; easy 
grip carrying handle; plugs into any 
120 volt outlet; 3-gal water capacity 
accessible through easy-fill water 
spout; ivory baked enamel with 
brown; 214 in. high, 17 in. wide, 


154 in. deep. 


DAVIS Mower 


G. W. Davis Corp., 

Richmond, Ind. 

Model: Davis 22 in. reel-type rider 
mower. 

Selling Features: 1956 line of over 
20 models features the “Seahorse”’ 
with unit-level throttle control 
which controls automatic clutch; 
V-belt drive, 22-in. reel, semi 
pneumatic puncture proof tires, 
(rear 2 diamond cut), self- aligning 
eup and cone ball bearings, heavy- 
duty frame and all steel, tractor size 
bucket seat. 


Price: $159.95 
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It thinks as t plays! 


The new amazing WEBCOR MAGIC-MINO" 


fonografs change speeds automatically! 



















bibbbiiil 
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HOLIDAY Coronet. High Fidelity. With MAGIC 
MIND. Powerful amplifier, two large speakers, ceramic 

urtridge with 2 sapphire needles. Ebony or California 
tan. ONLY $104.50". 


Ade 


4 » 


sat 








It’s sheer magic! The new Webcor MAGIC MIND is the 
most amazing record playing mechanism since Webcor 
developed the first practical low-priced diskchanger! 

Just stack up any assortment of 45 and 33'4 rpm 
records you want to play... 7”, 10”, and 12", all mixed 
up in any sequence. Regardless of speed or size Webcor’s 
MAGIC MIND automatically selects the proper turn 
table speed, and sets the tone arm down accurately on 
the starting groove! 

SEE IT WORK! It’s magic! At any of the Webcor 
dealers listed on this page! 


Another WEBCOR First/ 











™* "MAGIC-MIND" 


Watch this MAGIC MIND Speed Selector 
operate by itself on microgroove records! 
It automatically turns from 33'4 to 45 
rpm and back again, as each record 
comes along! (Plays 78 rpm records, 








too, of course!) 








MUSICALE Coronet. High Fidelity. With MAGIC 
MINT 


ond, sapphire sty Three speckers for 
4 


ound Beautif hand 4 cabi 


1} 60 } J | rubpbdec 
y or Blonde. ONLY $164.95". 


Al/ music sounds better on a 


WEBCOR 





NO 
CUSTOMER 


will even consider 
another fonograf 
once he sees 


WEBCOR 


fonografs with the 


Magic Mind 


And why should he? At 
no extracost... your cus 
tomer gets the finest in 
strument on the market 
today ...PLUS the 
MAGIC MIND~- the 
greatest feature since the 
invention of the fonograf! 
Noother fonograf today 
has this automatic speed 
selector for microgroove 
records! It’s the hottest 
most natural sales 
clincher you ever saw! 


ADS LIKE THIS 


with dealer listings 
will appear in 


PARADE 
THIS WEEK 


and 


INDEPENDENT 
SUNDAY 
SUPPLEMENTS 
Starting April 8. 


Other ads to follow in 


SEVENTEEN 
HARPERS 
HIGH FIDELITY 


HI-Fl MUSIC AT HOME 
ATLANTIC MONTHLY 
SATURDAY REVIEW 


OF LITERATURE 

























iT JUST STANDS TO REASON! 





THE WORLD’S MOST POPULAR TAPE RECORDERS 
MEAN MORE SALES...MORE PROFITS...EASIER SELLING! 


WEBCOR 


(Phoy outsell any othon tape recorder today) 


Webcor pioneered tape recorder selling. Two recording heads... multiple 
Webcor alone aggressively promotes speakers ...no reel turnover... two 
them in consumer magazines, televi- motors ...input and output jacks... 
sion and radio. Webcor alone is hitting Magic Eye for recording level .. . 
the huge school market with consistent quality construction . . . and profes- 
promotion. sional performance . . . at prices com- 
And remember this. No other tape parable to those of ordinary recorders. 
recorder offers the exclusive features See your Webcor distributor today 
... high fidelity tone . . . easy opera- for the fastest-selling tape recorders 


tion your customers get in Webcor. on the market today—WEBCOR. 









WEBCOR 
Royal Coton Yh 


TAPE RECORDER 


Finest high fidelity tape recorder in the 
popular price range! 

Three speakers for omni-directional 
sound of stereofonic dimensions! Two 
recording heads... two powerful motors 
for constant speeds... two speeds 3% 
and 7% ips. Fast re-wind. New tape 
counter. Records in either direction, 
eliminates nuisance of reel turnover. 
Automatic stops. Easiest one-knob con 
trol. Monitor switch. Input, output 
jacks. Magic Eye for precise recording 
level. Wide range frequency response. 
Complete with microphone, 7” reel of 
tape and empty 7” reel. 






































Royal 
TAPE RECORDER 


Here's the tape recorder that outsells 
any other on the market today! 

Has two recording heads two 
motors two speeds—3% and 7% ips 
Records in either direction, eliminates 
nuisance of reel turnover. Easiest one 
knob control. Input and output jacks 
Monitor switch. Tape counter. Magic 
Eye for accurate recording level. Auto- 
matic stops. Safety button to prevent 
accidental erasure. Wide range frequen 
cy response for high fidelity 




















A/l/ music sounds better on a 




















Order the new 


WEBCOR 


FONOGRAFS 
and 
TAPE RECORDERS 
from your 
Webcor Distributor 


Alabame-tirminghom Elec. Bat. Co., Birmingham 
Arizone-Biack & Ryan Co., Phoenia 
Arkenses-—Cariton Whise. Radio, inc., Little Rock 
Lavender Radio & TV Supply, Texorkana 
Wise Radio & TY Supply, Fort Smith 
Calif ornie—Kaemper-Barrett, San Francisco, 
Oakland, Son Jose 
Kierviff & Co., Maywood, (Los Angeles) 
Sacramento Electronic Supply, Sac., Stockton 
Western Radio & TV Supply, San Diego 
Colorado-—interstate Radio & Supply, Denver 
Connecticut—American Dist. Corp., New Haven 
United Appliance Dist., New Britain 
Washington, 0.C.-Emerson Radio, Washington 
Delawere-—Radio Electric Service Co., Wilmington 
Ploride—Thurow Distributors, inc, Daytona Beach, 
Ft. Myers, Jacksonville, Miami, Orlando, Pensacola, 
St. Petersburg, Taliachassee, Tampa, W est Paim Beach 
Georgia—Edwords-Harris Co., Atlanta 
Minois—Crook Brothers, Springfield 
Lincoln Radio and TV Corp., Chicago 
The Cameron Co., Rock island 
indiene—Radio Dist. Co., indianapolis, South Bend 
lowe-Burghart Radio Supply Co. of Sioux City, Sioux 
City; Gifford-Brown, inc., Cedar Rapids, Des Moines 
Kanses-interstate Electronic Supply Corp., Hutchin 
son, Wichita 
Kentuck y—Kentucky Electronic Dist., Louisville 
Radio Equipment Co., Lexington 
Lovisiane—Lavender Radio & TV Supply, Shreveport 
Southern Radio Supply Co., New Orleans 
Meine—Nelson and Small, inc., Portiand 
Maryland-—Allied Appliance Dist., Baltimore 
Massachusetts—DeMambro Radio Supply Co. 
Boston, Worcester 
Soundco Electronic Supply, Springfield 
Michigan—Allied Music Sales Corp., Detroit 
Radio Electronic Supply Co., Grand Rapids 
Minnesote-Lew Bonn Co., Duluth, Mpls., St. Paul 
Mississippi-Brown Music Co., Jackson 
Missouri-fridiey Bros., inc. Kansas City, 
Mardick Distributing Co., Joplin 
Ozork Motor & Supply Co., Springfield 
Montane-—Electronic Supply Co., Billings 
Nebraska-Omaha Appliance Co., Omaha 
Nevade-Osborne & Dermody, inc., Reno 
New Hampshire—-DeMambro Radio Sup. Co 
Manchester 
New Jersey—Al!-State Distributors, Newark 
Radio Electric Service of NJ., Atlantic City 
Radio Electric Service of NJ., Camden 
New Mexico-Momsen, Dunnegan & Ryan Co., 
Albuquerque 
New VYork-—Erskine-Healy, inc. Rochester 
Fort Orange Radio Dist., Albany 
Progress Distributing Co., Buffalo 
S & L Electronics, Middletown 
Sanford Electronics Corp., New York 
Staliman Distributing Co., Ithaca, Syracuse 
North Caroline—Dixie Radio Supply Co., Charlotte 
Freck Radio & Supply Co., Asheville 
Southeastern Radio Supply Co., Fayetteville, 
Greensboro, Kinston, Raleigh 
North Dak ota—Bristo! Distributing Co., Fargo 
Ohie-Allied Music Sales Corp., Toledo 
Appliance Wholesalers, Youngstown 
Electronic Distributors, inc., Columbus 
Sanborn Music Co., Cincinnati, Dayton 
Vanguard Distributors, inc., Cleveland 
Oklehome-—Trice Wholesale Electronics, Okla. City 
Oregon-United Radio Supply, Portland 
Pennsylvenia-George D. Barbey Co., Lancaster, 
Lebanon, Reading 
General Electronics Dist., Altoona 
General Radio & Refrigeration Co., Scranton 
General Radio & Electronic Co., Wilkes-Barre 
Olympic of Pittsburgh, Pittsburgh 
Radio Electric Service Co., Philadelphia 
Warren Radio Co., Erie 
Rhode Islend—DeMombro Rad Sup Co., Providence 
South Ceroline—Dixie Radio Supply Co., Columbia 
Florence, Greenville 
Wholesale Radio Supply Co., Charleston 
South Dekota-—Burghardt Radio Supply 
Watertown, Sioux Fails 
Tennessee—Braid Electric Co, Nashville 
Chem City Supply, Knoxville 
Jones-Sylar Co., Chattanooga 
Lovender Radio Supply Co., Memphis 
Texas-—Crabtrees Wholesale Radio, Dallas 
Electronic Equipment & Engr. Co., Corpus Christ 
Hargis-Austin, inc., Austin 
Momsen, Dunnegon & Ryan Co., Ei Paso 
R & R Electronic Co., Abilene, Amarilio 
R & R Supply Co., inc., Lubbock 
Reader's Whise. Dist., inc., Houston, Beaumont 
South Texas Appliance Corp., San Antonio 
Bill Sutton’s Wholesale Electronics, Ft. Worth 
Uteh-E. E. Pritchett Dist, Salt Lake City 
Virginia—Radio Sup. Co., Norfolk, Richmond, Roanoke 
Southern Electric Corp. Staunton 
Washington-—C & G Radio Supply, Tacoma 
Columbia Electric & Mfg. Co., Spokane 
Seattie Radio Supply, Seattle 
West Virginia—Genera! Electronics Dist, Wheeling 
Mountain Electronics Co., Charleston, Clarksburg 
Mountain Electronics of Huntington, Huntington 
Wisconsin—Standard Electric Supply Co., Milwaukee 
Alaska—Yvkon Radio Supply, Anchorage 
Heweill—Honoluiu Electrical Products Co., itd, Honolulu 
Canede—Canodian Marcon: Co 


St. Louis 


Toronto, Ontario 
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TOASTMASTER Toaster 


Toastmaster Products Div. 
Mc Grow Electric Co. 
Elgin, til. 


Device: ‘Toastmaster copper toaster. 





Selling Features: Copper automatic 
toaster provides an extra-high toast 
pop-up making small slices easy to 
remove; Superflex timer; a handle 
is pressed down to lower toast and 
the toaster automatically takes care 
of process from that point on. 
Heavily plated durable finish with 
special transparent protective coat- 
ing; handles and feet are brown 
bakelite 

Price: $22.95. 


PIONEER Sweeper 
Pioneer Appliances Inc., 

136 N. St. Clair St., 

Dayton, 2, Ohio 

Device: Whisk-Away sweeper. 
Selling Features: Full-size sweeper, 
48 in. high; requires no attach- 
ments; weighs 7 Ibs. complete; lifts 
dust, dirt, litter from rugs and bare 
floor at rate of 7,000 cfm, the 
manufacturer claims; hangs in 
closet; polystyrene plastic motor 
housing, cleaning nozzle, cord hold- 
ers and handgrip; tubular steel han- 
dle; flip-switch on handle’s under- 
side; cloth bag removes easily; beige 
handle, gray cord, balance blue. 
Price: $19.95. 








ALLIED Heater 


Allied Precision Industries, 
425 Stevens St., 
Geneva, Ill. 


Device: Allied Radiant glass port- 
able heater No. 1400. 


Selling Features: Styled by Ray- 


ELECTRICAL 


mond Loewy; silver and gold ano- 
dized aluminum frame retains a 
120-volt, 1000-watt glass panel; 
built-in thermostat allows selection 
of desired temperature; tilted glass 
directs heat upward, provides uni- 
form warmth by radiation; no fans 
or hot coils; equipped with perma- 
nent guard bars and handle; radi- 
ates 3400 btus from one side only; 
26 in. long, 204 in. high. 





WESTINGHOUSE 
Floor Polisher 


Westinghouse Electric Corp. 
Springfield, Mass. 

Model: Westinghouse twin brush 
floor polisher FP-3. 

Selling Features: Two 6-in. counter 
revolving brushes; patented handle 
swivel for easy operation at any 
angle; 2 cleaning brushes; 2 polish- 
ing brushes; 2 felt buffing pads; 
+ h.p. a.c. d.c, Westinghouse mo- 
tor. 2-tone turquoise finish, 


Price: $69.95. 






me 


: 7 
a fee arce 


BURGESS Sprayer Kit 


Burgess Vibrocrafters Inc., 
Grayslake, III. 


Device: Burgess deluxe sprayer kit 
VS-700. 

Selling Features: Deluxe sprayer 
with sapphire nozzle, gray hammer 
finish, 1-qt. size aluminum jar; 4-0z. 
auxiliary touch-up container; ac- 
cessory nozzle adaptor for spraying 
up or down while holding sprayer 
level; paint strainer attachment; 
“fogging” nozzle for mothproofers 
and insecticides; spare parts kit; in- 
struction booklet; steel carrying 
case; sprayer is self-contained; knob 
on top adjusts for heavy or light 
spray; for use with paint, varnish, 
lacquer, enamel methocation, gar- 
den sprays, water insecticides. 

Price: $29.95. 
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CIRCLE AIR Heaters 


Circle-Aire Industries, 
244 Herkimer St. 
Brooklyn, 16, N. Y. 


Device: Circle-Air electric unit heat- 
ers. 

Selling Features: All models incor- 
porate Circle-Air ‘“Heat-Saver” 
which keeps fan in operation after 
thermostat has been satisfied, and 
continues until fins cool-off to 210 
degs; thermostat is set lower than 
degree of heat desired; ‘““Heat-Saver” 
also ends blast of cold air when 
unit starts—fan is inoperative until 
fins “warm up.” Wafer thin, closely 
spaced aluminum fins provide maxi- 
mum air contact with element, pro- 
viding largest amount of mens 
heated air; complete range of heat- 
ers available to fit all needs from 
3,000 to 10,000 watts; ‘Heat Saver” 
standard on all; models are avail- 
able for wall thermostat or with 
single or double pole built-in ther- 
mostats; sand colored, baked 
enamel case. 


BRIEFS 





Mall Tool Co., Chicago, announces 
an orbit action sander attachment 
that sands across and with grain 
at same time; for use with Mall 
No. 149 drills; uses 4 standard 
9x11 in. abrasive sheet; price, 
$15.95, 


A new laminated freezer paper for 
long term frozen meat protection 












is announced by KVP. Features in- 
clude 4-ply thickness; a heavy-duty 
once-around wrap; to protect meat 
for up to 12 months of storage; one 
side of paper has plastic wax coat- 
ing for added protection, 





An electronic device to regulate 
timing of automatic clothes dryers 
poate,“ to clothes dryness instead 
of timer setting is announced by 
El-Tronics Inc., Philadelphia, Con- 
trol unit employs a conducting 
plastic wafer whose electrical re- 
sistance changes in proportion to 
relative humidity present, provid- 
ing an exact measurement of safe 
drying period for each load, auto- 
matically shuts off machine when 
proper degree of dryness is 
achieved, regardless of time, For 
use on existing dryers; “less than 
$50, including installation charges. 








A 54-in sink base cabinet with 
matching wall cabinet for installa- 
tion above sink is announced b 
Marvel Metal Products Co., 384 
W., 43rd St., Chicago. The 4-door, 
double drainboard porcelain top, 
54-in, steel sink unit features 2 
cutlery drawer undersink cabinets 
with all fixtures. The one-piece 
54-in. wall cabinet ensemble con- 
sists of two 15-in. wide cabinets 
with right and left opening doors 
each of which has 3 shelves and 
double insulated doors with chrome 
handles, plus a 2-door center wall 
cabinet with two roomy shelves, 
and a built-in utility shelf. 


PERFECTION Heaters 


Perfection Industries 

Div. Hupp Corp., 

7609 Platt Ave., 

Cleveland, 4, O. 

Models: Perfection “Cool Cabinet” 
gas heaters X245, X230 and X220. 
Selling Features: Available in 22, 
000, 30,000 and 45,000 btu capaci 
ties; interior baffles;  foil-faced 
fiberglas insulation at top; porcelain 
enameled steel burner; draft hood 
for vertical or horizontal flue con 
nections; choice of 7 duotone col 
ors; manual or automatic control: 
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ATTENTION ALL | 
ADVERTISERS | 


You can up sales in an unprecedented way, during the 
week of April 22nd, in these cities: Battle Creek, Mich. ; 
Charleston, W. Va.; Knoxville, Tenn.; Lorain, Ohio; Mans- 
field, Ohio; Milwaukee, Wis.; Wichita, Kan.; Detroit, 
Mich. (May 20) ; Cincinnati, Ohio (June 19). 


To get the most mileage for your products, be sure they’re 
advertised in these influential newspapers. Most of the news- 
papers will run special Good Housekeeping sections filled 
with advertising by local merchants, on products with the 
famous Good Housekeeping money-back Guaranty Seal. 


Alert your dealers, salesmen, distributors! See that 
your products are displayed in all of the participating cities 





...80 that you can cash in on this multi-city promotion. 


She’s sold when she’s told: 
{ Nood ousekeeping 
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APPLIANCE 





More Good Housekeeping 


Weeks are 
on the way! 


If you are not an advertiser now... there’s still time to 


get in on the great October “Good Housekeeping Week.” 


Will the October event be a success? Virtually all cities 
and newspapers that participated last October will repeat! 
Papers like The Albany Times Union, Baltimore News-Post, 
Dallas Times Herald, Fall River Herald News, Houston 
Chronicle, Arkansas Democrat, Meridian Star, New Orleans 
Item, Pittsburgh Sun-Telegraph, San Antonio Light. And 


among the newcomers: The Charlotte News. 


What’s in it for you? Sales! Only products with the Guar- 
anty Seal will be singled out for spotlighting in stores and 
for local advertising. See how you can qualify, by calling 
Good Housekeeping, 57th Street and 8th Ave., New York 19. 


Guarantees It’ 
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ENQUIRER AN» NEWS 
Charleston Baily Mail 


THE CINCINNATI BNQUIRES | 


Fort OF Mistery Sq 


DetroieaPimes 
hay Fnoxville Journal | 


. ~» UO 









et bfforts 


THE LORAIN JOURNAL 
BAN Pi 















MANSFIELD NEWS-JOURNAL 


/MILWAUKEE SENTINEL 


Candidate Woman Denies Beating 


VW u fe — YX 


_ THE WICHITA BEACON 


| Hg tee jrneet Benson, GOP Leaders Hoid 
a a on Farm Program 

a om ‘we pervs 
2 =) 4 


< a ® by @ 
Good Housekeeping 
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RAYTHEON TV Set 
Raytheon Mfg. Co., 
TV and Radio Operations 
Chicago, II. 
Device: Raytheon “Rollabout’’ com 
bination ‘I'V set and wheeled cart. 
Selling Features: A 2-whecel cart 
afixed to bottom of model 
M-1760-E, 17-in. table set permits 
the set to be wheeled about from 
one room to another; wheels ar 
located on rear legs only-no wheels 
on 2 front legs to provide solidity 
when in use; other features include 
top tuning, a vertical chassis with 
lMprove d circuitry; all-steel cabinet 
Price: $139.95; cart alone, $14.95 





SYLVANIA Radio 


Sylvania Electric Products Inc., 
Radio & TV Div. 
Buffalo, N. Y. 


Model; “Sportsman” No, 3201 
3-way portable, 

Selling Features: Dial carries out a 
“compass” theme, mounted on 
front of set, its large circular tuning 
ring has CD “Conelrad” “yer 
cies marked; volume control built 
into top of case; carrying handle 
folds into recess; operates on a.c./ 
d,c, or battery; 4-tubes including 2 
dual-purpose tubes plus | rectifier; 
4-in, permanent magnet Alnico V 
speaker; direct-drive 180 deg. tun 
ing; color-molded polystyrene. 





MOTOROLA Radios 


Motorola Inc., 
4545 W. Augusta Bivd. 
Chicago, 51, Ill, 


Models: Motorola 1956 line in 
cludes 6 portables with all-transistor 
pocket radio topping line. 
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Selling Features: New transistor 
model 56TI housed in unbreakable 
metal case that features Motorola 
slim silhouette; a rotating antenna 
doubles as carrying handle; meas- 
ures 54x34x14 in.; PLAcir chassis 
with 5 transistors ave; 23 in. Jensen 
speaker, 

Full size portables include a 
6-tube roto-tenna model, Ranger 
600, housed in same case as Mo 





torola 5-tube models; ST Acir chassis 
modular; ave; civilian defense in 
signia, insulated chain cover 
tainer, permanent battery connec 
tions Alnico 5 Magnet speaker, 
precise vernier tuning; charcoal ot 
sun steel case 

Riviera 5-tube in antique whit 
and in a combination of blue and 
white, brown and white; deluxe fea 
tures include die cast gold finished 
faceplate, earphone receptable pre- 
cise vernier tuning; cases covered in 
ostrich grained fabric. 

Fiesta Roto-tenna portable, in 
charcoal, flame, pink or blue, has 
built-in features such as permanent 
battery connections, Alnico 5 Mag 
net speaker; crushed cowhide 
grained fabric covering 

Corsair, lowest priced 5-tube 
model has diamond-grained fabric 
covered steel case and automatic 
volume control. 

All models warm instantly from 
any power source, all operate on 
90 volt batteries 
Prices: From $29.95 for Corsair to 
$49.95 for Transistor 56T1. 





ADMIRAL Portable Radios 


Admiral Corp. 

1191 Merchandise Mart 

Chicago, 54, Ill, 

Models: 3 new portable radios with 
printed circuit chassis. 

Selling Features: Ac-de-battery port- 
ables feature an automatic battery 
shut-off when radio is operated on 
a.c. or d.c.; Rotoscope antenna on 
all models pops out of cabinet on 








NEW PRODUCTS .... TV and Radio 


push of button, can be turned in 
any direction for best reception; 
tuning dial has CD markings; auto- 
matic volume control, long distance 
superhet circuit; battery-saver cir- 
cuit; 4 cold tubes and a low tem- 
perature selenium rectifier; super 
deluxe model 4H22 features spring 
back power cord which winds up 
automatically on concealed ree] in- 
side cabinet; comes in three 2-tone 
styles: red and white, tan and white 
and turquoise and white. 

Custom deluxe 4F22 has power 
cord which tucks into cabinet 
through back opening; 2-tone sty] 
ing with deluxe trim 

Deluxe portable 4£.21 has char- 
coal gray finish 


Prices: From $29.95 for 4F.21. 








RCA Portable TV 
RCA Victor TV Div. 
Radio Corp. of America, 
Camden, N. J. 


Device: RCA Victor “Personal” 
portable TV set No. 8pt703. 
Selling Features: New chassis con- 
tains only 10 tubes plus kinescope 
type 8dp4 with 84 in. outside di- 
agonal measurement providing 36 
sq. in. viewable picture; 4 crystals, 
l-tube rectifier and a double se 
lenium rectifier (7 of 10 tubes are 
double purpose duothermionic); 
picture tube length has been re- 
duced to 10} in. with wide angle, 
90 deg. deflection; filtered safety 
glass front; V-type disappearing rod 
antenna adjustable for maximum 
reception in normal signal areas; 
for weaker areas a connection for 
an external antenna is provided; 
tuning controls under small panel 
on cabinet top include fine tuning, 
contrast, tes Peasy vertical, hori- 
zontal hold as well as channel se- 
lector and volume; set is 104 in. 
high, 94 in. wide, 12% in. deep, 
weighs 22 Ibs. without stand; 
matching carrying handle folds into 
cabinet top; matching stand avail- 
able; choice of 3 decorator colors: 
red, gray, ivory. 

Price: Approximately $125. 


RCA Portable Radios 


RCA Victor Rodio & Victrola Div., 
Radio Corp. of America, 

Camden, N. J 

Models: 1956 line of RCA Victor 
portable radios includes 6 models: 
Shipmate, Midshipman, Wander- 
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lust, Globe Trotter, New Yachts- 
man and Strato-World II. 

Selling Features: All models but 
Strato-World II have Impac non- 
breakable cases, dual-purpose styl- 
ing for table or lightweight port- 
able use, 

New Yachtsman No. 7BX9 fea- 
tures a Marine Band as well as 
standard broadcast. Four new mod- 
els including New Yachtman and 
new version of the Globe Trotter 
feature “Wavefinder” rotating di- 
rectional rod _ ferrite antenna, 
mounted on top of set with power- 
ful circuits using 90-volt batteries— 
“Wavefinder’ climinates need to 
change position of set for best re- 
ception on each station. Shipmate, 
5-tube model has enclosed ferrite 
core antenna; choice of red, 2-tone 
gray, and 2-tone green. 

Midshipman, 5-tube chassis 
comes in aqua, gray with polished 
aluminum front, vernier tuning. 
Globe Trotter, 6-tubes, in gray or 
aqua; slide-rule dial vernier tuning 
rubber-mounted 3-gang condenser. 

New Yachtsman, 6-tube chassis, 
slide-rule dial, vernier tuning, green; 
long distance reception on Marine 
or Standard band. 

Strata-World II, 6-tube chassis; 
7-bands, slide-rule dial includes In- 
ternational short wave, 2 domestic 
short wave a standard AM, elec- 
trical band spread system for pin- 
point tuning; 220-volt power line 
converted available as optional ex- 
tra; simulated leather case with 
plastic sides and pull-up 48-in. tele- 
scopic antenna for shortwave broad- 
cast; Magic Loop and Signal Finder 
antennas for train and bus recep- 
tion. All models have Golden 
Throat tone system. 

Transistor 6 and 7 included. 
Prices: From $29.95 to $139.95. 





VOCALINE Radio Transceiver 


Vocaline Co. of America, 
Old Saybrook, Conn. 


Device: Vocaline 2-way radio trans- 
ceiver No, JRC-400. 

Selling Features: Many features of 
Walkie-Talkie type equipment re- 
tained; operates over Citizens Ra- 
dio Band for short distance per- 
sonal radio communications; sends 
and receives over 10-miles when 
units are in line-of-sight; 4 mile 
through obstructions; weighs 4 Ibs.; 
plugs into 115 volt a.c. or 6 volt 
d.c.; no tuning needed, message is 
receiver over loudspeaker contained 
in Vocaline; self-contained units 
suitable for boating, farming, other 
outdoor communication purposes. 
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1. Most complete, competitive line 


Magnavox TV prices start at only $149.50 (VHF). High fidelity 
instruments as low as $99.50. Last year on Magnavox sales alone, 
fifty dealers averaged a retail volume of $400,000, One hundred 
Magnavox dealers averaged $300,000, 


2. Greater Profit Margins 


Magnavox offers the largest guaranteed markups of any leading 
television-radio-phonograph manufacturer, 





The Magnavox 


3. Most Step-Up Sales Features 


It’s easy to trade Magnavox prospects up to more prolitable 
models, Your profits step up, too, 


franchise 


4. No Price Cutting 
Magnavox maintains a policy of vigorous price enforcement which 
guarantees you protected profits. 


. Price-Protected Inventories 


assures you 


Your Magnavox inventory is protected under the provisions of 
the Magnavox profit franchise. 


volume sales iin No “‘Annual Line,’’ No Dumping 


New models are integrated gradually. No quick change-over to 
leave you with “out of date” inventory. 
. Transportation Prepaid 


Magnavox instruments are shipped to your door without extra 
cost to you—adds to your profit margin, 


ereater profits 


. No Promiscuous Franchising 


















Magnavox sells to less than 2% of the nation’s most dependable 


Less than 1500 dealers will sell close St aad 
and outstanding retailers. 


to $100,000,000 of Magnavox instruments . ‘ ; 

. Gold Seal Guarantee pe 
Three months’ service on all television - Gold fay, 
instruments bearing the new Magnavox Gold 
Seal, plus a full year’s warranty on all tubes 
and parts, No other manufacturer promises 
such trouble-free performance—and backs 
it up with such an all-inclusive warranty, 


in 1956. No other brand approaches 


such sales per dealer! 








The Magnavision 21 gives you optical The Constellation 21 has 20-tube full- The Magnarama 24 with 2 speakers. he Videorama 21... new concept TV, 
filter, reflection barrier, larger Magnavox transformer “Magnapower” chassis, 8” Top-tuning controls concealed by cover 1 speakers (2 on each side), surround 
ager, _Seagmngnes See aera Magnavox extended-range speaker, top which projects sound forward when viewer with “Stereosonic” sound, In 
chassis. In mar-proof cordovan finish, controls for full-view tuning, In mar open, turns off set when closed. Incordo- Syntex mahogany $299.50 (VHF) with 


complete with stand, only $179.50(VHF). —_ proof cordovan finish, $199.50 (VHF). van, with stand, only $249.50 (VHF). stand, Slightly higher with table shown, 


Let’s talk it over. We'd like to give you all the details so that 
you can compare them point by point across the board, There 
may be a Magnavox franchise open in your area, Why not 
write today? The Magnavox Company, Fort Wayne 4, Indiana. 


Prices subject to change without notice 





The Concerto gives better tonal per- The Concert Master—custom-engi- the magnificent 

formance than many consoles. 3 high _ neered high fidelity radio-phonograph in 

fidelity speakers, 6-watt push-pull ampli- _ fine furniture. Has new drift-free AM-FM <a 4 Lad awed 
fier, precision automatic intermix record _ tuner. 20-watt amplifier; four high fidel- 

changer. Mahogany, with stand,$119.50. _ ity speakers. In mahogany, only $298.50. 
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Hottest Value Leaders 


Liceieveitiis STYLE-MATCHED LOW-COST PAIRS 
: IN COLORS-FOR 




















Hotpoint Fully Automatic 
Low-Cost Style-Matched Pair 
in Coral Pink 


ee ees in 


RANGES + REFRIGERATORS ~ AUTOMATIC WASHERS + CLOTHES ORYERS - DISHWAS + DISPOSALLS” + WATER HEATE 
HOTPOINT CO. (A Dwwon of Generot Ele mpony) 5600 West Taylor Street, Chicago 44, ill 
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/@ in the Low-Pricec Field! 


FOR FULLY AUTOMATIC WASHING AND DRYING 
VOLUME BUSINESS FOR YOU! 


TOP VALUE 


AUTOMATIC WASHER! 


HOTPOINT MODEL LH-11 


@ Automatic Fill... no need to fill the tub with a hose. 
Washing starts automatically. 

® Automatic Water Temperature Selection... no 
need to adjust water temperature at faucet. 

® Automatic Wash, Rinse, Spin-Dry .. . exclusive 
Wond-R-Dial eliminates need for manual control of cycles, 
shuts off when completed. 

® Automatic Partial-Load Control... lengthen, shorten, 
skip, repeat or stop any part of the entire cycle, with 
automatic Wond-R-Dial. 


plus these extra, features... 


@ ALL-PORCELAIN— inside and out! 
@ ALL-STEEL—one-piece, wrap-around construction! 


TOP VALUE 


AUTOMATIC DRYER! 


HOTPOINT MODEL LB-12 


@ Either 115 or 230 Volt Operation ... offers com- 
plete plug-in versatility. 

®@ Precision Electric Timer .. . sets for 15 to 60 minutes, 
plus 30-minute extra period. Shuts off automatically. 

® New Design ... centrifugal-type blower. 

®@ World's Largest Lint Screen ... increases efficiency. 

® Safety Door Switch ... shuts off operation avtomat- 
ically when door is open. 


® Flush-to-wall installation ... adds beauty; keeps 
articles from falling behind Dryer. 


plus these extra, featwren... 


@ ALL-PORCELAIN Chassis and Drum! 
@ SEALED CALROD” HEATING UNITS—no open coils! 


MATCHING BACK PANEL ON DRYER IS OPTIONAL 


BACKED BY THE INDUSTRY'S MOST COMPLETE 
RETAIL MERCHANDISING PROGRAM! 


Your choice of 
Hotpoint 
Colortones 


Coral Pink Sunburst Yellow 
Meadow Green Seafoam Bive 
and Woodland Brown 


Get the complete story on Hotpoint’s hard-hitting, field- 
tested Home Laundry Retail Merchandising Plan that’s local- 
ized to sell your market! It has everything you need to 
develop more full-profit Home Laundry sales! Ask your Hot- 


point Distributor for all the details on this program—and 


the binost= first 


+ AIR CONDITIONERS + CUSTOMLINE 
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for information on the full line of matched Hotpoint Auto- 


matic Washers and Dryers that are setting sales records 
all over the nation! at 14 


ys é. ey fs 
sas SK x 
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CRESCENT Record-Changer 


Crescent Industries Inc., 
5900 W. Touhy Ave., 
Chicago, 31, Hi. 


Device: Corsaire C-607 hi-fi record 
changer. 

Selling Features: Plays and inter- 
mixes all record sizes in sequence 
without selective stacking; auto- 
matic tone arm positioning; double 
angle isolation drive makes it rum 
ble-free; professional stylus pressure 
adjustments prolong record life; 
new silent sentry change cycle; rub 
ber cam design; white para rubber 
turntable mat keeps records clean, 
prevents static; black, silver and 
gold styling 


Price: $54.95 





V-M Corp., 
Benton Harbor, Mich. 


Models: Fidelis No. 750 and “Teen- 
time” No, 625 have been added to 
V-M line. 

Selling Features: Fidelis table 
model tape recorder is equipped 
to play binaural tapes; has frequency 
response of 40 to 12,000 cycles 
plus or minus 3 dbs; 5-watt output 
at maximum 24% distortion; two 
8-in. speakers plus tweeter; separate 
speaker sunita: jacks, also a jack 
for binaural external cord on back; 
blonde or mahogany wood-finished 
cabinets have storage space for a 
dozen tape reels; optional legs in 
black or brass finish with storage 
shelf convert the No. 750 to a 
chairside or consolette model; teams 
with “Fidelis No, 560 4-speed hi-fi 
phono, 





“Teentime” No. 625 is a single- 
speed unit; a 45 rpm automatic 
portable in 3 color combinations. 
Prices: Fidelis No. 750, $259.95 
without legs; Teentime, $39.95. 


TV Accessories 





MEDAL Antenna Kits 


Medal Mfg. Co. 
Sharon, Pa. 


Device: 
kits in 2 series, CR-1 and CR-3. 
Selling Features: CR series includes 


Captain UHF antenna 


an allaluminum, back mount, 
corner reflector antenna. CR-3 
offers a low-cost, chromeplated steel 
antenna. A standard line of acces- 
sories including mast, UHF twin 
lead wire, guy wire, guy clamp, 
lightening arrestor and a choice of 
3 types of mounts are offered. Kits 
with antenna, accessories and hard 
ware are also available. 


\ , 


RMS Indoor Antennas 


RMS, 
2016 Bronxdale Ave., 
New York, 62, N. Y. 


Models: Indoor Glamoramic anten 
nas in 3 colors. 

Features: New series available in 
ebony, ivory or mahogany; engi 
neered into 2 halves that fit snugly 
together, each antenna houses an 
iron casting so maximum weight 
exists on outer edges, producing a 
low center of gravity GL-102 for 
VHR or UHF reception, features a 
6 position switch that tunes for 
peak sharpness by electrically cou 
pling proper elements and phasing 
bar—complete with 3-section brass 
dipoles gold matching twin lead 
and felt cushion base. 

GL-103 for VHF features alumi- 
num dipoles, GL-104 for VHF has 
matching gold twin lead to grass 
dipoles. 

Prices: GL-102, and 104, $9.95; 
GL-103, $8.95 






NEW PRODUCTS «ices 


a * 


CLEAR BEAM FM Antenna 


Clear Beam Antenna Corp. 
100 Prospect Ave., 
Burbank, Calif. 


Device: Sonic-Tone FM Fringe 
antenna D8FM. 

Features: Designed for high gain 
reception across entire FM band of 
12 db from 88 to 108 mc; matched 
impedances for use with customary 
FM tuners; based on yagi prin- 
ciples, it incorporates a tuned set of 
T match dipoles, 5 director ele- 
ments and | reflector element; all 
aluminum; it comes completely 
preassembled. 





SUPERIOR Tube Tester 


Superior Instrument Co., 
2435 White Plains Rd., 
New York, 67, N. Y. 


Device: TV-12 Trans-Conductance 
tube tester. 

Features: Tests all tubes including 
4, 5, 6, 7, octal, lock-in, hearing 
aid, thyratrons, miniature, sub-min- 
iatures, noval, sub-minar and prox- 
imity fuse types; also all transistors 
produced to date; improved trans- 
conductance circuit, amplification 
factor, plate resistance and cathode 
emission are all correlated in one 
meter reading; new roll chart mech- 
anism uses combination of fibre 
and brass gears to eliminate back- 
last and slippage; tapped trans- 
former makes it possible to com- 
pensate for line voltage variations 
to a tolerance of better than 2 
percent. 


Channel Master Corp., Ellenville, 
N. Y. announces a new indoor TV 
antenna, “Glide-o-Matic” _ series 
3700, which provides clear recep- 
tion in strong — areas; a low- 
loss gliding switch helps eliminate 
snow, ghosts and other problems. 
Mounted on tip-proof base; brass 
models available in ivory, mahog- 
any and ebony; aluminum eee 
with ebony bases. Price $9.95. 
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FOR THE DEALER 





Kine Cire Econ 
SPACEMASTER Econ-O-Flex 


Reflector-Hardware Corp., 
2235 S. Western Ave., 
Chicago, 8, Hil. 


Device: King size Econ-O-Flex 71 
KS display shelf 

Features: Provides 583 sq. ft. live 
selling space in 18% sq. ft. floor 
area; frame is 90 in. long; 24 all 
metal shelves; frame is double 
slotted on both sides at 1 inch 
intervals for individual shelf ad- 
justability; all shelves corner-holed 
for glass binning splicers shipped 
complete as shown including sign- 
holder. 

Price: $117.50. 





Appliance Town Wallpaper 


The Warner Co., 
108 S. Desplaines St., 
Chicago, 6, Il. 


Device: “Appliance Town” wall 
paper, especially designed for use 
in dealer’s showrooms. 

Features: A high quality hand 
print, available in single roll and 
triple roll bolts if desired. Single 
roll will cover approximately 30 
sq.ft.;—it is 30 in. wide and 5 yds 
long; design is available on white 
background with coral and _leaf- 
green top tones, on a sandalwood 
background with geranium pink 
and lime green, and on grey with 
coral and chartreuse. 

Price: $8.75 per single roll. 


Faucet adaptors for use with 
clothes washers and dishwashers 
are now available to fit the most 
shallow faucet. These new adap- 
tors, announced by P-G Products 
Mfg. Co., 230 E. 162nd St., New 
York, N. Y., No. 290 and 291, 
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“ 


. since my service man fixed 
it! Complicated sets are scarcely 
my cup of tea, but I do know 
this: he used Tung-Sol Tubes and 
my set’s never worked better.” 


TUNG-SOL MAKES: 
All-Glass Sealed Beam Lamps, Minia- 
ture Lamps, Signal Flashers, Picture 
Tubes, Radio, TV and Special Purpose 
Electron Tubes and Semiconductor 
Products. 


TUNG-SOL 


Blue Chip Quality 
RECEIVING TUBES 
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feature fit-all insets ranging from 
ts to 3 inches that come with as- 
sembly. No. 219 has added feature 
of a Snap-Tite coupler. 


Oasis announces a new Constella- 
tion line of “Hot ’n Cold” beverage 
center water coolers that furnish 
hot water for making instant coffee, 
etc. in addition to cold water. Made 
by Ebco Mfg. Co., Columbus, O., 
they are available in pressure type 
and bottle type—the latter features 
a refrigerated compartment. 





Cabinets for “built-ins” are now 
available according to Brammer 
Mfg. Co., Davenport, Iowa. This 
new line of cabinets are tailored to 
fit all popular brands of appliances 
—and include models for built-in 
ovens, refrigerators, freezers and 
dishwashers as well as for drop-in 
ranges and sinks. Of wild-grain 
birch, they are also available un- 
finished. Do-it-yourself economy 
models complete with instructions 
are also available. 





Toro Mfg. Co., announces a new 


power handle, 1000-watt emer- 
gency generator which will keep 
lighted 10 lamps, each with a 100 
watt bulk, in absence of normal 
current, 


1956 








| 
Temprite Cadet is the trade name | 
of a new line of water coolers an- | 
nounced by Temprite Products 
Corp., Birmingham, Mich. Avail- | 
able in 3 models, 2 bottlecoolers 
one with direct plumbing. De- 
signed to occupy small space. 


Republic Steel Kitchens, Can- 
ton, O., announce two new cab- 
inets which will accommodate 40 
different built-in ovens. Cabinets 
are 24 and 27-in. wide and 60 in. 
high with roomy under oven 
drawer. Matching wall cabinets, 
24-in. high and 13-in. deep with 
an adjustable shelf are included, 


A low-priced, self-priming, cen- 


trifugal pump in 3, 1 and 14 hp | 


sizes is announced by Lancaster 
Pump & Mfg. Co., Lancaster, Pa. 











BROWN Ranges 
Brown Stove Works Inc., 
Cleveland, Tenn. 

Models: Brown gas ranges U 307- 
IEHWZ and U-77-1H. 

Selling Features; U 307-1EHWZ, 
30-in. range features 23 in. wide 
oven; copper escutcheon, concealed 
venting, electric clock with 4-hr. 
timer, lamp, convenience outlet, 
chrome top, Micro-Lite instant top 
burner ignition, Hi-Lo clock valves, 
EZE-Out oven bottom, EZ.E-Kleen 
removable broiler, Windoor with 
interior light, black and copper 
“blue flame” control knobs; drilled 
aluminum burner caps, 

U-77-1H, 36 in, range has copper 
backguard escutcheon with black 
and copper clock, 4-hr. timer, lamp, 
convenience outlet, black and cop 
per “blue flame” control knobs, 
drilled aluminum burner caps, 


EZFE-Out oven bottom and EZFE- | 
Micro- | 


Kleen removable broiler, 
Lite top burner ignition and Hi-Lo 
click valves. 





















“*,.. When I use Tung-Sol Tubes 
for replacement jobs! These de- 
pendable, long-lasting tubes stay 
put. Instead of wasting time on 
callbacks, I’m out servicing new 
business!” 


TUNG-SOL ELECTRIC INC. 
Newark 4, N. J, 


® TUNG-SOL 


Magic Mirror Aluminized 


PICTURE TUBES 
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OVR JOB SURE 
HAS BEEN A CINCH 


Ke SINCE THE BOSS STARTED) 
SERVICF ZA carevine an Att G-e //- 


MOTOR- EQUIPPED 


CAN PUT AWAY youR 
OlL CAN, BECAUSE THOSE 
G-E FAN MOTORS NEVER 








WAS A PLACE TO LIE 
DOWN AROUND HERE 
WHEN THEY WERE 
CARRYING AIR CON- 
DITIONERS WITH 

ORDINARY 


DEPENDABILITY EVER 
SINCE | WAS your 
FOR THE RUSH - 1M GOING 

TO HANG THE “EQUIPPED WITH 
G-E MOTOR” TAG ON THAT 

NEW LINE OF FANS. 














PROMPT, LOCAL SERVICE by the G-E Small- 
motor Service Station in your area mini 


“YEARS AHEAD” DESIGN of G-E motors in- 
cludes many saleable features: long-lasting 


PROVEN CUSTOMER PREFERENCE for General 
Electric motors means easier sales for you. 


Mylar* insulation; no reoiling for summer 
use; all-angle sleeve bearings for vertical or 
horizontal operation 


These sales-aid tags on the products you 
sell will back you up when you say: “We 
carry only the best.” 


mizes customer inconvenience and your re- 
pair expenses. See the “yellow pages’’ of 
your phone book for his location. 


*DuPeont trade. mark for polyester fim 


AND ORDER G-E MOTORS FOR REPLACEMENT, TOO! 


GENERAL €@ ELECTRIC 


FOR FREE FULL-COLOR BULLETIN on the motor featured — ser 702 41, GENERAL ELECTRIC CO., SCHENECTADY, N. Y. 
above, send your name on your company letterhead to: 
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Second Quarter 56: No Need To Worry 


© A few soft spots hurt TV and some major appli- 
ance sales, but manufacturers stick to good vol- 
ume estimates through second half 


© Low saturation appliances, hi-fi and radios show 
strength; no decline in consumer purchasing 
power noted in distribution system 


It still looks like a good year. 

Taking over from a peak '55, this 
year faced stiff competition to equal or 
exceed last year’s record sales figures. 
It now looks as though 1956 will at- 
tain the full $8-billion-plus sales sta- 
ture prognosticators freely granted it. 

Strongly indicative of this are the 
opinions of manufacturers, distribu- 
tors and dealers contacted by Exec- 
rRicAL. MERCHANDISING last month. 
(hey agree that business for the TV- 
industry has been good thus far and 
will continue to be good in the second 
quarter. 

Somewhat less conclusive but also 
encouraging are initial 1956 figures. 
They show that the big guns in laun 
dry equipment—washers and dryers- 
got off to a flying start, but that re 
frigerators, ranges and freezers, along 
with ‘T'V, are off the ’55 first-month 
pace. 

Manufacturer Optimism. Here’s the 
manufacturer response to the question 
of second-half business: 

A spokesman for General Electric’s 
appliance and television receiver divi- 
ion says he looks for continued im- 
provement in second-quarter busi- 
ness conditions and “confidently ex- 
pects our production and sales to ex- 
ceed those for the same period in 
1955.” 

No less optimistic is Frigidaire. 
Pointing to industry retail sales that 
he finds up from 10 to 40 percent, 
a spokesman feels the trend will con- 
tinue into the next quarter. He says, 
“Projected general business conditions 
. Support high volume appliance 
iles.”’ 

Philco’s production on various ap- 
pliances, including refrigerators, freez- 
ers and air conditioners, was recently 
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increased by from 40 to 60 percent. 
This was to accommodate what out- 
going president James Carmine re- 
ferred to as “a record volume of orders 
for the spring season.” The firm 
claims air conditioners are up 30 per- 
cent, radios, 50 percent, and ranges 
and refrigerators, up 40 percent. A 
spokesman sees “no reason to feel 
business will slide off in the second 
quarter—or in the third quarter.” 
Kelvinator’s Walter leftrey points 
to new home construction and a re 
versal of first quarter employment cut- 
backs in the automotive industry as 
indicators that a strong second quarter 
is in prospect. “Appliance produc 
tion and sales prospects continu 
strong,” says Jeffrey. “We sce no rea 


son to alter our year-end forecast of a 
general 6 percent increase in major 
appliance business for 1956.” 

Radio and TV. Radio’s strength at 
the opening of the year was sustained 
going into the second quarter, and 
even though soft spots have been evi- 
dent in Glokden, manufacturers look 
for a pickup. There is no amending 
of the optimistic expectations ad 
vanced in the past. 

Typical comments of those manu 
facturers spot-checked are: 

Motorola’s E.. R. Taylor: “. . . home 
radio, car radio and record players 
nicely ahead of '55. TV sales un 
expectedly soft in February . . . we're 
bullish for the whole year . econ 
omy at high level.” 

Zenith’s L. C, Truesdell: “Our sales 
to date running ahead of last year in 
all categories, radio, television, phono 
graphs . . . believe second quarter will 
be very good . . . danger ahead lies 
in lowering of prices to keep 
second quarter sales up. Zenith does 
not think this is necessary on a broad 
scale . . .”” anticipates “good second 
half due to election activity.” 

RCA’s Robert Seidel: “Production 
and sales volume of RCA-Victor high 
fidelity music systems and radios in 
first quarter substantially above same 
period last year. Outlook for black 
slightly 


and-white television sales 











1956 





more than last year's second quarter 
record high remainder of year 
extremely encouraging based on gen 
eral economic conditions, replacement 
and second-set market for Pack and 
white TV ... public acceptance of 
high fidelity, interest in yrtable, 
transistor and table radios, PE mes sor 
ing coast-to-coast excitement over color 
TV.” 

CBS-Columbia’s Norman C, Owen: 
“Sales and production are up in the 
second quarter. Strength of the re- 
placement TV market, of the second- 
set market, and interest in mobile sets, 
sets with remote control, push-button 
tuning and other features are factors 
contributing to a strong TV market.” 

Du Mont’s William Kelley: “Realis- 
tic look at second quarter indicates re 
duced activity . . . strong market... . 
in our opinion is doubtful . . . with 
presidential election —— activity 
last half looks favorable.” 

With Distributors and Dealers. At 
the selling front, there is mixed reac 
tion as to what business thus far this 
year portends, what must be faced up 
to in the quarter ahead, Dominant 
opinion is that sales will be good, with 
profits holding up in some product 
categories, falling off, despite volume, 
in others, 

A Chicago distributor reports first 
quarter sales ahead by 10 percent, ex 
pects the second quarter to show up 
just as well, 

Another Chicago distributor is 26 
percent ahead in the first quarter be 
cause of a booming air conditioning 
business, while other lines are off 
Profits are less, he maintains, despite 
the gains. He also feels that con 
sumers are over-extended which will 
materially slow second quarter sales 

In Dallas, a distributor also had a 
best-ever quarter in air conditioning 
business, expects the next three 
months to be just as good, Another 
distributor in the same city reports 
an increase of 40 percent in business 
but with the volume not necessarily 
representing a like increase in profits 

One dealer in Milwaukee has had 
an increase in the first quarter in 
kitchen business, finds also that free 
standing appliances and radio and ‘TV 
are continuing good going into the 
second quarter, There seems to be 
a minimum of trouble with over ex 
tended credit in the city 
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it’s Beautifully CHROMED 
It's Fully AUTOMATIC. 


Coffee - Maker 


NEW—Entirely new—trom its long 
graceful spout to its rich gleaming 
chrome finish! ® It's light to handle! @ 
Offering the most useful conveniences 
—the eye-catching Signalite; @ the 
Flavor Control; ® and Fully Insulated 
Pump and Tube for forceful perking. ® 
Enticingly priced for volume sales. 


The Empire “COFFEE-QUICKIE” {| 
2-Cup Electric Percolator i 
With Smart New Styling : 

“A cup for two... ‘ 
or two for you.” ' 
For that quick cup of i 
coffee . . . thrifty!! - 
| 

i 

| 

4 


Ideal for traveling}! 


Retails 
at Only 


$4.00 


No. 63 


Specialists In 
Coffee Makers 
For Over a 


Third of a Century 


The METAL WARE Corporation 


Two Rivers, Wis. 
Merchandise Mart, Chicago 200 Fifth Ave., New York 


Housewares of Enc 
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Competitive air conditioning busi- 
ness in San Antonio may cause the 
second quarter to fall behind last year, 
in the view of one San Antonio dis- 
tributor, while another distributor in 
Houston has had a rousing first quar- 
ter and sees no slackening of the fav- 
orable pace. Dealers in Dallas and 
Midland, Texas, are happy with their 
first quarter results, see equally good 
months ahead. 

Figures Story. Earliest available '56 
figures confirm heavy sales in laundry 
equipment, some low saturation appli- 
ances, and in radio. 

AHLMA, for instance, reports Jan- 
uary sales up as follows: electric dry- 
ers, 34 percent; gas units, 84 percent; 
automatic and semi-automatic washers, 
8 percent; wringers and spinners, 15 
percent. 

Returns from VCMA show vacuum 
cleaners ahead in January by 21 per- 
cent. 

NEMA figures put dishwashers 
ahead 65 percent in January; food 
waste disposers up 20 percent; water 
heaters up 11 percent. Refrigerator 
sales dropped 23 percent below the 
previous January, but two-door units 
gained in the same period by 32 per- 
cent. Standard ranges were down 20 


perceut i january but an early check 
of February indicates an average will 
bring this back to a 9 percent gain 
forthe two-month period. Meanwhile 
built-ins showed a 225 percent Janu- 
ary gain. Freezers got off to a pace 
10 percent below '55 levels. 

Home, clock and table radios, ac- 
cording to RETMA production fig- 
ures, got off to a flying start, 13 per- 
cent ahead of January last year. Auto- 
mobile radios lagged, however, and 
TV was off the pace by 10 percent. 

What’s Ahead? The slow start of 
the volume-builders—TV, refrigerators, 
ranges, and freezers—has not taken the 
edge off a prospective good year. And 
no deterrent factors are chipping at 
the economy. Employment is still 
high, consumer purchasing power 
strong, any rumblings about over-ex- 
tended credit have not trickled back 
to blunt manufacturer, distributor, and 
dealer business. In short, no dip in 
the economy has occurred and none 
is looked for. 

It could mean that the predicted 
5 to 7 percent increase over 55 might 
come to pass. That would mean an 
$8-billion-plus sales year. And the 
second quarter will contribute its 
share. 


Brand Name Dealer Named 


Sam Hagy of Dallas is the appliance Retailer-of- 
the-Year; certificates of distinction go to Lederer, 


Stucky, Bering, and Wilson 


The Brand Name Retailer-of-the- 
Year award in the appliance category 
will go to The Good Housekeeping 
Shop, Inc., Dallas, Texas, Sam C. 
Hagy, president. The award will be 
presented April 18 at the Brand 
Names Day dinner in New York, 

Certificates of distinction will go 
to: Lederer, Inc., Bridgeport, Conn., 
Joseph H. Lederer, president; Stucky 
Bros., Ft. Wayne, Ind., Ken Stucky, 
secretary-treasurer; Mechanical Engi- 


qrantes Pow, , 
af “ation 


Ihrat 


THE BRAND NAMES FOUNDATION re- 
cently honored the Leonard name for 75 
years in the household refrigerator busi 
ness. Foundation president Henry E. Abt, 
left, presented a diamond anniversary cer- 
tificate of service to Walter Jeffrey, vice 
president of appliance sales for American 
Motors Corp. The Leonard refrigerator is 
the only major electric appliance to be 
honored by Brand Names for 75 years 
of service. 
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neering Corp., Norfolk, Va., G. A. 
Bering, Sr., president; and Wilson 
Electric Appliance Co., Gary, Ind., 
Mark Wilson. 

Henry E. Abt, president of the 
Brand Names Foundation, said 1,700 
industry, retailing and advertising lead- 
ers will witness the presentations at 
the Waldorf-Astoria Hotel. Vice Pres- 
ident Richard M. Nixon will deliver 
the keynote address at the April 18 
dinner. 

The winners were among 570 final- 
ists in 24 categories. The judges were 
the top brand name retailers from last 
year. H. B. Price, Jr., of Price’s, Nor- 
folk, Va., was chairman of the judging 
panel. 

The winning presentations will be 
on display in the Astor Gallery of the 
Waldorf-Astoria for three days start- 
ing Monday, April 16. The week of 
April 15-21 will be designated as Brand 
Names Week by Mayor Robert F. 
Wagner of New York. 

The 120 award winners will be hon 
ored in a three-day round of activities 
prior to the Brand Names dinner. Life, 
the Saturday Evening Post and NBC 
will give a series of breakfasts, lunch 
eons, cocktail parties and buffet sup- 
pers for the winners during the three 
day program. The retailers will also 
be taken on a tour around Manhattan, 
to the United Nations, the Metro- 
politan Museum of Art and two ad 
vertising agencies. Famous costume 
jewelry designers, Trifari, Krussman 
and Fishel, will present each winner 
with an especially designed “Key to 
Brand Names Week.” 
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"McCall's Use-Tested Tag 
helps sell our appliances" 


says IRVING GRANOFF, 


Manager of the Asbury Park, N. J. store of the Atlantic Appliance Company, Inc. 








The Asbury Park appliance showrooms (at 
Asbury Ave. and Main St.) of the Atlantic 
Appliance Co., Inc. Eight heavy-traffic stores 
make Atlantic one of the largest appliance 
chains in the state of New Jersey. 








(GRAND NAME)’ 


APPLIANCE 


“we used it and we like it!” 








"We have sold many appliances as a 
direct result of McCall's Use-Tested 
Tag...Our customers are visibly im- 


these appliance models. It is obvious 
these customers have faith inMcCall's 
as homemaking experts. We believe 


pressed when they see McCall's name 
and the statement that McCall's edi- 
tors have actually used and tested 


McCall's Use-Tested Tags, with their 
finger-tip sales-talk, exemplify 
‘informative packaging' at its best!" 











More than 1,800,000 new appliances are now being sold 
with McCall’s Use-Tested Tag by these manufacturers 





*To put your name on this Tag and this Tag 


MAYTAG Kelatnwaton NORGE TAPPAN 
RODER Vive Gor Mums BENDIX { umiversat ( 


Dazevy (ye Waring Presto <i 


ELNA NECCHiI KitchenAid HARDWICK 


on your product, see the man from McCall's, 


VicCalls 


230 Park Avenue, New York 17, N.Y. 
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Most people ‘“‘Remember the Alamo,” but... 






do they know where to find the appliances and 





















other electrical supplies you carry? Use the 
‘Yellow Pages’ of your telephone directory to 
give them information they want — your name, 
address, telephone number and special features 


of your business. 


The ‘Yellow Pages’ are America’s most used 
buying guide —have been for more than 60 
years. And millions of messages in 17 leading 
national magazines are reminding men and 
women at home and in business year after year 


to find you fast in the “Yellow Pages.’ 


That's why it pays to advertise under the 
‘Yellow Pages’ headings that can mean more 


phone-in or walk-in sales for you. 


Find Your 





Advertisers of branded products are using this 
emblem to tell prospects how to find their dealers. 















ASK THE “CLASSIFIED” MAN FOR DOLLARS-AND-CENTS DATA ON ‘YELLOW PAGES’ 
ADVERTISING. HE CAN BE REACHED THROUGH YOUR TELEPHONE BUSINESS OFFICE. 
















No Cliches Here 


Arnold H. Maremont, Thor Corp. 
board chairman, told a recent meeting 
of the New York Society of Security 
Analysts that Thor turned a 1954 loss 
of $2.5 million into a 1955 profit of 
more than $400,000 by discarding 
“cliche thinking” and embarking on a 
program of “assets conversion.” 

“There is no longer a place in the 
home appliance field for the single-line 
company,” Maremont said. “The 
single-line company cannot compete 
with the intensive, expensive mer- 
chandising of full-line companies who 
compete with TV programs and only 
incidentally with their products.” 

In these circumstances, Maremont 
contended, Thor had three choices: 
(1) sell to a big competitor; (2) stay 
in a rut while assets were dissipated; 
or (3) revise its thinking and convert 
assets into profitable enterprises. 

Thor chose the third course, sold its 
washer plants, retained the name for 
washers, now supplied by the Bendix 
division of Avco, bought a paper mill 
and a Christmas tree ornament firm, 
amd expanded its production of elec 
tronic controls. 

Looking ahead, Maremont’s esti- 
mates indicate the washer operation of 
Thor will account for only one-tenth 
of total earnings, which seems to kee 
the firm in the washer business with 
no great surge in the offing. A further 
indication that Thor may be backing 
away from the appliance business was 
in Maremont’s attitude on diversifica- 
tion. 

Admitting that his firm was looking 
for further diversification, his reply 
was an emphatic “No!” when asked 
if it would be in the appliance field. 
A further question as to whether 
Motor Products Corp., of which Mare- 
mont is a board member, would be 
merged with Thor was also answered 
in the negative. 





Manufacturer Briefs 





¢ Zenith Radio Corp. has announced 
the establishment of a research lab- 
oratory by its West Coast subsidiary, 
Zenith Radio Research Corp. of Cali- 
fornia, 


¢ The Permaglas division of the A. O. 
Smith Corp. recently produced its 
3,000,000th glass-lined water heater, 
and J. H. Brinker, division general 
manager noted that the number of 
water heaters in use in the U. S. 
jumped from 13 to 26 million units 
between 1946 and 1956. Brinker 
claimed Permaglas made one of every 
nine of these, and that currently the 
firm makes one of every six produced. 


* Hallicrafters Co.’s stockholders re- 
cently approved the sale of the firm’s 
assets to the Penn-Texas Corp., with 
stockholders owning 81.7 percent of 
the shares voting for the move. Wil- 
liam J. Halligan, president, said the 
management will continue unchanged. 


The board and officers of Hallicrafters 


are expected to be represented by 
present Hallicrafters’ personnel. 
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Specialist in quality service! He helps you give satisfying and 
profitable service with on-the-spot technical assistance. He is one of 
over 20 Field Service Supervisors for RCA WHIRLPOOL appliances 
located throughout the country. 






THEY HELP YOU BUILD 





He tells you what makes it “tick”. In free, at-the-factory training 
clinics (like above) you and your servicemen get acquainted with 
every mechanical detail of RCA WHIRLPOOL appliances... plus the 
latest and most efficient service techniques. 





SATISFIED CUSTOMERS 


These men are service specialists! Their job is to assist you in pro- 
viding customer-pleasing, profitable service on RCA WHIRLPOOL 
home appliances. 

They help you and your service personnel in determining methods 
of doing service jobs faster and most efficiently . . . demonstrating 
ways to avoid costly service call-backs by using only factory speci- 
fication parts... solving unusual service problems... providing 
technical information on the newest engineering developments. 
They help you train your service personnel with field training 
sessions ... free at-the-factory training schools...even correspon- 
dence courses on service. 

RCA WHIRLPOOL home appliances are noted for “original quality” 
that requires minimum service. When service is required, customers 
expect to receive the same high quality. To satisfy your customers, 
Whirlpool-Seeger provides you with the best field-factory service 
organization in the industry. Tell your authorized RCA WHIRLPOOL 
distributor or A.P.J.A. parts jobber you want to take advantage of it. 


Service Division, WHIRLPOOL-SEEGER CORPORATION, St. Joseph, Michigan 


Always use factory specification parts... Only factory author- 
ized replacement parts are made to the exact, original specifications 
to fit right and work right in RCA WHIRLPOOL appliances, Other 
parts may look the same but none give the same dependable, — 
customer-satisfying service, 


FACTORY SPECIFIED PARTS FOR 


Whirlpool PRODUCTS 


meet the toughest specifications 
in the industry. 


Use of trade mors M4 and ECA authorized by Bodie Corp. of America 












Westinghouse Rolls Again 


Electric appliance, radio-TV plants step up to 
full production after 156-day strike; Witting says 
majors to top pre-strike levels by 35 percent 


Nine consumer product plants of 
Westinghouse are back in production 
after a 156-day strike. Four of the 
struck plants make electric appliances 
and one produces radio and ‘TV prod 
ucts. 

C, J. Witting, vice president and 
general manager of the consumer prod 
ucts division, says no effort is being 
spared to step-up production to pre 
strike levels. Major goal is to replenish 
distributor and dealer inventories and 
to take care of pent-up consumer de 
mands for products bearing the West 
inghouse label 

Major appliance plants at Mansfield 
and Columbus, O., according to Wit 
ting, ““. . . will step-up production . . 
by at least 35 percent beyond pre 
strike levels.” 

Warehouse inventories were 1 
ported low or non-existent at these two 
plants as the prolonged stoppage came 
to an end, At Mansfield production 
has been resumed on 1956 models of 
ranges, laundry equipment, dishwash 
ers, water heaters, and electric house 
wares 

At Columbus, O., 
crease production of refrigerators, 
freezers, and washer-dryer combina 
tions is in full swing, 

Springfield, Mass, warehouses are re 
ported almost empty. Production there 
of fans, vacuum cleaners, room air con 
ditioners, dehumidifiers, and water 
coolers has been resumed. ‘To satisfy 
early seasonal demands for room ait 
conditioners, this plant has placed 
orders on four models with a supplier 


the drive to in 


Gibson Greets Gibson 


I'hese are to be made to Westinghouse 
specifications. ‘The firm still plans to 
make its own 1956 room air condition- 
ers at Springfield. 

“Adequate” inventories of radio and 
television models are reported at the 
Metuchen, N. J., plant. Current ware- 
house stocks contain some 1956 mod- 
els, introduced to the trade last fall. 
Normal production of current models 
has been resumed 

An extensive advertising and promo- 
tion program is planned by the firm 
for the balance of the year. Key city 
and cooperative programs in daily 
newspapers will be stepped-up and 
heavy consumer magazine schedules 
are to be continued. So will sponsor- 
ship of “Studio One.” In the second 
half Westinghouse will sponsor cover- 
ige of the political campaigns 


Universal Cuts Mixer 


Landers, Frary & Clark has an- 
nounced a $2 price reduction on its 
model “6230” Universal portable hand 
mixer. Price was $19.95, is now 
$17.95, with distributor and dealer 
profit margins unchanged. 

This follows previous cuts on four 
irons and two toasters 

“This is one more step in carrying 
out Universal’s policy of maintaining 
distributor and dealer margins while 
matching retail prices,” is the way 
H. S. Perkins, division sales manager, 
summed up the move. 








THE NEW PRESIDENT of the Gibson Refrigerator Co., Charles J. Gibson, Jr., 
center, receives a pin for service with the company from the chairman of the 
boord, Frank Gibson, Jr., Vice president A. M. Gibson looks on. Some 1075 
Gibson employees wear the service pin which denotes more than five year’s 
employment with the company. 
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AIR CONDITIONING AND 
REFRIGERATION INSTITUTE 


Annual Meeting 
The Homestead 
Hot Springs, Va. 
May 7-9 


APPLIANCE PARTS 
JOBBERS ASSN. 
Home Ldry Service Conference 
Coronado (Sheraton) Hotel 
St. Louis, Mo 
May 8-11 


NATIONAL ELECTRIC MFRS. 
ASSN. 


Major Appliance Section 
The Homestead 

Hot Springs, Va. 

May 10-12 


PACIFIC COAST ELECTRICAL 
ASSN. 


Las Vegas, Nev 
May 14-16 


STEEL KITCHEN CABINET MFRS. 
ASSN. 


Annual Meeting 

The Greenbrier 

White Sulphur Springs, W. Va. 
June 1-3 


EDISON ELECTRIC INSTITUTE 
24th Annual Meeting 

Atlantic City, N. J. 

June 4-7 


NATIONAL ASSN. OF 
ELECTRICAL DISTRIBUTORS 


48th Annual Convention 
Ambassador-Chelsea Hotels 
Atlantic City, N. J. 

June 10-16 


RADIO-ELECTRONICS 
TELEVISION MFRS. ASSN. 


Annual Convention 
Edgewater Beach Hotel 
Chicago, Il. 

June 12-14 


SUMMER MARKETS 


Chicago, Ill. 
June 18-29 


NATIONAL HOUSEWARES & 
HOME.APPLIANCE MERS. 
EXHIBITS 


Auditorium 
Atlantic City, N. J. 
July 9-13 


WESTERN SUMMER RADIO-TV 
& APPLIANCE MARKET 


Western Merchandise Mart 
San Francisco, Calif. 
July 16-20 


MUSIC MERCHANTS SHOW 


1956 Music Industry Trade Show 
Trade Show Bidg. and 
Hotel New Yorker 
New York City 
July 23-26 





1955: It Was Sensational 


Last year’s appliance sales were the biggest in 


history; financial reports 


mirror the record year, 


although not all firms had increased profits 


Appliance sales in 1955 topped 
$7.9 billion, up from 1954's $6.9 bil- 
lion and well above even the previous 
record, 1950’s $7.4 billion. The f- 
nancial statements released last month 
reflect the record sales, although not 
all companies could claim record 
profits. 

Radio Corp. of America reports the 
biggest business volume in its 36-year 
history with sales over one billion dol- 
lars. Sales increased 12 percent from 
1954 to 1955, from $940,950,000 to 
$1,055,266,000, Net profits were $47,- 
525,000, compared to $40,525,000 in 
1954. 

Chairman of the board David Sar- 
noff said RCA sold more than a mil- 
lion black-and-white TV sets in 1955. 
He added that radio sales were up 40 
percent and, in the last half of 1955, 
RCA sold two-and-a-half times as 
many high fidelity phonographs as dur- 
ing the previous 12 months. Looking 
ahead, Sarnoff reiterated his belief 
that, “The outlook is bright for color 
a a 

General Electric sales in 1955 in- 
creased four percent over the previous 
year while profits advanced one per- 
cent. Sales were $3,095,352,063 in 
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1955, compared to $2,959,077,548 in 
1954. Earnings were $200,923,835 
in 1955 and $198,913,221 in 1954. 

President Ralph J. Cordiner said 
consumer products sales were “up 
substantially” over 1954, but because 
of smaller defense billings, the 1955 
total was under the 1953 volume of 
$3,128,000,000. 

In 1956, Cordiner expects a 10 to 
15 percent increase over last year. He 
said the company’s backlog of unfilled 
orders is steadily growing and he sees 
increased production through 1956 
and 1957. 

Philco sales in 1955 were $373,539,- 
000, an increase from 1954's $349,- 
277,000. Profits were $17,286,000, 
up from 1954's $10,544,000. Board 
chairman William Balderston said, 
“The increase in sales and net earn- 
ings was accomplished in the face of 
extremely competitive conditions in 
the television and appliance industry, 
and a further decline in the average 
price of television receivers sold by 
the industry.” 

He said the largest single develop- 
ment in the past year was in color 
television. “In the Philco research 
laboratories, we have been developing 








in 6 sales catching colors. 


Vowheoss, 


* PINK 

* YELLOW 

¢ TURQUOISE 
¢ CHROME 

* COPPER 

¢ WHITE 


ONLY THE cfunbeam 


THUMB-TIP 

















CONTROL 








Get this traffic 


stopping- 
sales building 


MIXMASTER JUNIOR 


CAROUSEL 


DISPLAY 


FREE! 


Take advantage of this op- 
portunity to increase your 
food mixer profits with this 
new Sunbeam extra profit 
promotion. All six new color 
mixers are attractively pro- 
moted with the modern 16” 
wide x 18%” high wrought 
iron Carousel Display...con- 
verts your impulse shoppers 
into buyers. All merchandise 
plus the Carousel Display 
shipped in one carton. Order 
now! Get your Sunbeam 
profit packed Carousel 
Promotion underway. 



















ae 
(VV 
rhe 


-MIXMASTER JUNIOR 
jl ole ar K OSE / Promotion! 


NOW! Sunbeam Mixmaster Junior 





Mew tn See Lovely Cole ilove 





See your 


Sunbeam Distributor for 


details on this sensational 
EXTRA PROFIT, 
CAROUSEL DISPLAY OFFER 


MIXMASTER JUNIOR HAS ALL THESE SELLING FEATURES! 


, CONVENIENT 
\ HEEL 
\) REST 


ELECTRICAL MERCHANDISING—APRIL, 1956 






HANGS ON 
WALL. 
STORES 
EASILY 














Permaglas ‘i: glass-lined water heater at Coit be copied - 


)) celebrates 4 crowning achievement aa Th aime. 
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A.0.Smith's 


3,000,000 
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a Big National 
Contest to bring Permaglas 
you customers 








me | 
SOOO000 | 
Contest bei mee ced now i = o~ , = 
national magazines to over 60 allen 3 ; 
readers. Everyone must come to your 























store to get entry blanks 


produ mp . win ahniee 
Europe, Howall, Bermuda. Coll your mas We 
Permaglas dhatrtovtor tor tl rT} ” 
Permaglas “formula 
details, You can't lose! 
is the only glass proved 








plus tough enough to use * 
®* Special new in a water heater 
selling aids This secret —— formula—the result 
of 30 years of r rch—is the only glass . 
®* National and coating yet wea shi d that can resist y 
local publicity the corrosive effe at tak adel for any 


length of time. THIS HAS BEEN PROVED 
BY OVER 3,000, 000 FAMILIES! 








Permagias Div., Kankakee, Ill 
taternational Div, Milwaukee |, Wis, 
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| 3 out of 4 times... 
the woman chooses 


the brand! 


The husband may sign the check...but when a 
couple buys an appliance (refrigerator, for in- 
stance), it is the wife who decides on the features, 
who does the preliminary shopping, who elimi- 
nates brands and decides which brand is bought.* 



















Almost half of all women who shop in appliance 
stores read Ladies’ Home Journal, so the manu- 
facturer who advertises his product in this No. 1 
magazine for women is giving the retailer the best 
possible selling support. 


*Based on survey of recent refrigerator buyers 


Never underestimate the power of a woman, 
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nor the power of the magazine that understands women 


JOURNAL =::== 


No. 1 in newsstand sales 
No. 1 in advertising revenue 
among all magazines edited for women 
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CONTINUED FROM PG. 176 


a color television system which is based 
on new —— and offers many 
marked advantages.” He added, how- 
ever, that “substantial work” remains 
to be done before the system 
be offered commercially. 

Sylvania Electric Products reported 
the highest sales and earnings in its 
54-year history Sales were $307, 
371,315, an increase of nine percent 
over the $281,641,987 reported in 
1954. Income was up 46 percent, 
from $9,480,941 in 1954 to $13,812, 
970 in 1955 

President and board chairman Don 
G. Mitchell noted that sales for the 
second half and for the final quarter 
also set all-time highs 
Magnavox sales for the final six 
months of 1955 were $34,025,437, up 
21.4 percent from the last six months 
of 1954 when sales were $28,018,891 
Net profits in the half-year period 
were f ,774,960, compared to $1,532,- 
409 in 1954. 

President Frank Freimann said that 
high fidelity phonograph sales are con 
tinuing to run at a rate 70 percent 
over a year ago. He added that the 
new Spartan label will add $15 to $20 
million to sales volume and with the 
addition of Sentinel, total volume will 
run well over $100 million 

Admiral sales were $202,361,797, 
compared with $219,565,089 in the 
previous year. Net income in 1955 
was $4,076,867, compared to $6,547, 


Can 


974 in 1954. President Ross Siragusa 
explained that the earnings figure re- 
flected “a complete reorganization of 
our television and radio production 


facilities. A major expansion of our 


automation and printed circuit de- 


partments was costly and the full bene- 
fits of our further use of automatic 
assembly systems will be derived in 
1956.” 

He said further, “We anticipate 
higher sales in 1956. Profits also 
should increase during the year ahead. 

lhe outlook for appliance sales 
continues bright and we should con 
tinue to increase our share.’ 

QO. A. Sutton Corp. reported a loss 
of $566,353 in the fiscal year ending 
November 30. In 1954, the company 
earned $1,471,277. Sales in 1955 
were $24,430,993, compared to $38, 
018,762 in the preceding year 

President O. A. Sutton said sales 
in December, January and February 
had been high and the company ex 
pects “satisfactory earnings” for that 
quarter. He added that “given nor 
mal selling weather, we anticipate rea 
sonable profits in 1956.” 

Servel had a loss of $4,047,292 for 
the fiscal year ending October 31 
his loss was only half as large as the 
1954 deficit of $8,157,766. Sales in 
1955 were $87,817,080, as compared 
to $58,614,034 in 1954. In the first 
fiscal quarter of the new year, how 
ever, sales increased 23 percent over 
the same quarter a year ago. ‘The loss 
in the quarter was cut by more than 
$1 million compared to the previous 


Bob Feller 


mows witha wr. ,| eee 


POWER LAWN MOWER 


Bob Feller, Cleveland Indian pitching star, 
likes the ease and dependability of the 
lightweight Homko Firebird, Model JK-50. 
This 18" rotary is an outstanding buy in 
price and performance. Mows, trims... 
perfect in size and utility for almost every 
lawn. Powered by Briggs & Stratton gas 
engine with recoil starter. 


Contact your own 
distributor today or write 
direct for full information, 


Western Tool and Stamping Co. 


the world's largest producer of power lawn mowers 
Dept. ©*-3. 2725 Second Avenue + Des Moines 13, lowa 





mows with a HOM 


POWER LAWN MOWER 


Red Grange, football's immortal ‘‘Gallop- 
ing Ghost,"’ mows his lawn carpet-smooth 
with the self-propelled Homko Caretaker, 
Model XP-160. This 20” trimmer-type ro- 
tary is powered by a 2% h.p., 4-cycle 
Briggs & Stratton gas engine with recoil 
starter, and priced for big volume sales. 


Contact your own 
distributor today or write 
direct for full information. 


Western Tool and Stamping Co. 


the world's largest producer of power lawn mowers 
Dept. —M-3, 2725 Second Avenue « Des Moines 13, lowa 


year. Board chairman Louis Ruthen- 
berg and president Duncan C. Men- 
zies said the company will break even 
in 1956 and possibly show a small 
profit. 

Whirlpool-Seeger Corp., in its first 
annual report, showed sales of $280,- 
362,765 for 1955. Net earnings were 
$14,129,908. (This figure does not 
include RCA stove and air condition- 
ing activity prior to September 1.) 

Board chairman Walter G. Seeger 
and President Elisha Gray II an- 
nounced that a complete line of RCA 
Whirlpool refrigerators is now being 
designed for fall introduction. The 
officials also said that plans are under 


| way to quadruple the output of the 


258,000 square foot automatic dryer 
plant in Marion, O. 

Easy Washing Machine Co. of Can- 
ada reports sales of $6,283,467 in 1955 
and earnings of $360,339. This com 
pares with sales of $5,092,341 and 
profits of $229,702 in 1954. President 
S. J. Randall noted that sales volume 
was up 23.4 percent and net profit 
was up 56.9 percent. 

The Siegler Corp. reported sales of 


| $7,018,467 for the six months ending 


December 31. This compares with 
sales of $5,777,635 in the same pe- 
riod of 1954. Net earnings in the last 








six months of 1955 were $613,855. 
Maytag sales in 1955 were at a rec 
ord high—$93,067,185. While sales 
were up 15 percent from 1954's $81,- 
055,647, net earnings dipped slightly 








to $6,267,174. This seven percent 
| decline from 1954's $6,736,494 was 
| attributed to the 67-day strike in 1955. 
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Zenith Radio Corp. reported a 41 
percent increase in net profits in 1955. 
The 1954 earnings were $5,676,264, 
while profits climbed to $8,034,491 in 
1955. Sales were $152,905,005, the 
second highest in history and ten per 
cent higher that 1954 sales of $135, 
608,360. President E. F. McDonald, 
Jr. announced that the company pro 
duced and sold more sets than ever 
before and enjoyed a 33 percent in 
crease in unit volume as compared to 
a five percent increase for the industry. 

Emerson Radio and Phonograph 
Corp. announced profits of $163,825 
for the 13-week period ended January 
28, 1956. Profits for a similar 1 3-weck 
period ending January 29, 1955 
amounted to $499,392. 

Granco Products, Inc. announced 
sales of $1,110,715 for the last six 
months of 1955. This is a 78 percent 
increase in sales over the 1954 last 
half—$621,626. Net income increased 
83 percent during the same time, a 
cording to president Henry Fogel 

Motorola Inc. reports a sales 
crease of 10 percent and a net earnings 
increase of 12 percent in 1955 over 
1954. This amounted to sales of $226, 
653,953 and net earnings of $8,490, 
539. Sales were ahead of 1954 by $21, 
427,876 and earnings were up from 
the previous year’s $7,572,024. Per 
share earnings for the year came to 
$4.39 compared with the $3.91 for 
1954. Working capital at the end of 
the year was set at $42,892,165, or 
up $4,583,553, and net worth had 
risen $5,587,843 to $56,186,590. Ra 


dio sales gained 55% in 1955 


in 
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Barbara Ann Scott 


mows with a ‘~T2 AKO 


POWER LAWN MOWER 


Barbara Ann Scott, champion ice 
skating star, mows the fast, easy 
way with a Homko Billy Goat, 
Model TD-170. This new 24” reel- 
type riding mower is ideal for all 
level lawns and costs only slight- 
ly more than a walking model. 
Powered by Briggs & Stratton 
gas engine with recoil starter. 


Contact your own 


distributor today or write 
direct for full information, 


Western Tool and Stamping Co. 
the world's largest producer of power lawn mowers 
Dept. EM-3, 2725 Second Avenue+ Des Moines 13, lowa 





Off To A Flying Start 


Several appliance manufacturers report 


that 


1956 got off to a good beginning; January sales were 
better than the robust 1955 figures 


‘or some appliance manufacturers, 
1956 got off to a flying start. Among 
the firms reporting sales increases were 
the following 

Crosley-Bendix home appliance 
sales are runnning 35 percent ahead of 


1 year ago, according to Avco Mfg 
Corp. president Chester G. Gifford. 


In January, Bendix laundry equipment 
was up 53 percent from the preceding 
Crosley up 
+7 percent and Crosley radio and tel 
vision was up 12 percent 


January ippliance wc'e 


Gifford lid = the tar performer 
was the Bendix washer-dryer combi 
nation which increased more * than 


100 percent. For the total year, Gif 
ford earlier predicted an increase of 
20 to 25 percent over 1955. 

Norge sales in January were th 
fourth best for any month in the com 


pany’s history. President Judson S 
Savre said sales were more than $1 
million ahead of the monthly aver 
we of last vear. He said automatx 


dryers and washers were particularly 
good and almost doubled their sales of 
January 1955 

Landers, Frary & Clark reports that 
electric housewares sales for January 
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were “about 50 percent’’ ahead of 
1955. H. S. Perkins, division sales 
manager, said some credit for the in 
crease was attributed to the price re 
duction of Universal electrics. 

Ile added that the company’s pol 
icy of maintaining customary distribu 
tor and dealer margins received “en 
thusiastic” support from distributors 
Over 100 dealers and distributors 
wrote in applauding the action, Per 
kins said, 

Olympic Radio & TV reports that 
in January unit sales of television sets 
were up 44 percent, compared to Jan 
uary, 1955. Herbert Kabat, vice presi 
dent in charge of sales, said the in 
crease was in spite of the 11 percent 
drop in January reported by the rest 
of the television industry. He added 
that the outlook at Olympic is “for 
ontinued increases.” 

Crescent Industries, Inc. announced 
that sales of record changers have in 
creased 500 percent since March 1955. 
General sales manager James F. White 
aid the manufacture of tape recorders 
has increased more than five times. 

In January, sales of Crescent record 
changers, phonographs and tape re 


1956 








corders were 180 percent over January, 
1955. February showed a 225 per 
cent gain over the same month last 
year, White said. He added, “Even 
greater month-to-month sales increases 
are expected throughout the balance 


| of the vear.” 


Jacobsen Mfg. Co. has a 66 pet 


| cent increase in orders for lawn mow 
| ers this year over last year, according 


| 
| 
| 
| 


| radios 


to president Oscar T. Jacobsen. He 
said the company and its two subsidi 
aries had an 11 percent increase du 
ing the last fiscal year. The 66 pet 
cent increase is in the first five months 
of the current fiscal year. 

Kelvinator announced that January 
sales were well ahead of January 1955 
Vice president of sales Walter Jeffrey 
said Kelvinator sales surpassed totals 
for the same month a year previous 
for the twelfth consecutive month in 
a row 

Home laundry equipment led the 
parade with a 57 percent increase ac 
cording to Jeffrey. The home laun 
dry appliance total was the highest 
in the company’s history. The month 
as a whole was the second best Janu 
ary in history, topped only by January 
1950. 

Motorola clock radio sales in Janu 
ary were 45 percent greater than for 
any previous January, according to 
J. B. “Kip” Anger, home and car 
radio sales manager. Car radio sales 
were 120 percent over the January 
1955 figure and sales of all types of 
were 100 percent ahead of 
January 1955. 


Better Drying 


Automatic clothes dryers have it all 
over the weather for drying clothes. 
I'he machines are fast, easy and cheap 
to use, and give excellent results, For 
that reason dryers should be adver- 
tised and promoted in igs Sew 


with the elements, rather than in 
brand competition. 
Ihat’s the view of W. A. Ma 


Donough, vice president and director 
of advertising and sales promotion, 
Crosley and Bendix Home Appliances 
He told a recent dealer meeting in 
New Orleans that pitting brand 
against brand does not stress the ad 
vantages of drying automatically as 
over against drying by outmoded 
clothesline. 

MacDonough also told the New 
Orleans dealers that national dryer 
saturation in 1955 was only 9.2. Also 
that '55 volume topped '54 volume 
by over half a million, and that '56 
results should look equally impressive, 

However, he characterized Louisiana 
dryer sales as “below par,” with the 
ratio of one dryer for every eight 
washers, compared to a national ratio 
of 1 to 2.23, With longer margins 
than most major appliances and with 
no trade-in problems, drvers, accord 
ing to Ma Bean th, offer dealers a 
great sales soteatial 

“Sales are made one at a time, 
he stressed, however, and urged any 
dealers selling dryers to emphasize 
live demonstrations in the store and 
tests in the home. 


” 


mows with a il OMIKO 


POWER LAWN MOWER 


Gene Sarazen, PGA golf pro, gets first 
try at America's first 22” rotary ...the 
new Homko Bearcat, Model RF-22. This 
heavy duty mower is specially designed 
for mowing and trimming larger lawns. 
» Powered by a 2% h.p., 4-cycle Briggs & 
Stratton gas engine with recoil starter. 


Contact your own 
distributor today or write 


direct for full information. 


Western Tool and Stamping Co. 
the world's largest producer of power lawn mowers 
Dept. E”-3, 2725 Second Avenue «Des Moines 13, lowa 
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Cash In On Housewares 


NEMA’‘S electric housewares section 


urges 


dealers to get their share of the billion dollar house- 
wares market; big year foreseen 


The electric housewares industry 
is now in the “post-billion era.” Last 
year, for the first time, sales of house 
wares topped a billion dollars in re 
tail sales. And industry experts are 
predicting new peaks in 1956 

The Electric Housewares Section 
of NEMA is now urging dealers to tie 
into the 1956 electric housewares 
gift campaign. Since the NEMA 
campaign began six years ago, house 
wares volume has doubled. Officials 
note that now total housewares dollar 
volume ranks high in the appliance 
industry, exceeded only by refrigera 
tors and washing machine 

The heusewares section says that 
most of the country’s electrified homes 
still only have five of the 30 electri: 
housewares considered basic for mod 
ern living. To help dealers « ipitalize 
on this potential market, the clectric 
housewares section has outlined a 
ten-point program for year-round sale 


(1) Display. “Electric housewar 


iré an exposure item and they must 
be seen to be sold This can be 
done easily and economically and it 


has been indicated that electric hous 
wares return a maximum profit per 
square foot of space used for display 

“Set up a permanent electric hous 
wares display in a prominent. store 
location. With a few simple props, 
you can gear your display to promot 
sales for different occasions. A card 
board wedding cake will suggest gifts 
for the June bride. You might add 
a sign or banner proclaiming, “Fle: 


tric Housewares—Preferred Wedding 
Gifts.” For added effectiveness, dis 
play a group of items suitable for 


gifting the groom, too 

“With appropriate changes of motif 
your display will sell electric hous 
wares as gifts for Father's Day, Moth 
er’s Day, graduation or any other ox 
casion.” 

(2) Window Display. “Coordinate 
these with in-store displays for maxi 
mum sales value. It’s a worthwhile 
investment to have a store policy of an 
‘electric housewares window’ that 
keeps changing to fit the holidays and 
the seasons. To take advantage of the 
popular outdoor-living trend, spot a 
few greens, some patio furniture, 
which you may be able to borrow 
from another local merchant. Display 
electric housewares items that can be 
used to prepare meals out-of-doors 

“To help you with your displays, 
your distributor and local light and 
power company probably can supply 
you with dealer aids put out by man 
ufacturers and the Edison Electric In 
stitute.” 

(3) Advertising. “Take advantage 
of the combined impact that can be 
created by your advertising in con 
junction with consumer publicity ap 
pearing in local publications. This 
double exposure—at the time of a 
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particular gift-giving occasion or in 
keeping with the modern living them« 

will bring the consumer to the point 
of sale~your store.”’ 

(4) Radio and Television Advertis- 
ing. “Use radio and local television 
in addition to newspaper advertising 
Radio and television are quick-pulling 
media capable of reaching large audi 
ences, and will be found particularly 
effective in creating sales opportunities 
keyed to 
promotion 
housewares for Mother's Day and cash 
in on one of the biggest retail pro 
motions of the year.’ 

(5) Direct Mail. “Her 


method of attracting extra sales 


a special gift occasion or 
Do some spots on electri 


I a prove n 
Sec 
that your sales literature has good il 
lustrations. Again, gear your mailing 
to a particular gift day or modern 
living theme. Plan now to do a mail 
with an electric for 
l’ather’s Day theme and take advan 
tage of this promotion which is grow 
Check dis 


what manufacture 


ing housewares 


ing in importance your 


tributor to se 


mailing pieces he may have available 
for your use.” 

(6) Gift Certificates. ‘Have these 
on hand and display them among 
your electric housewares items. They 
will help make sales to undecided 
customers, and will create double store 
traffic for you in the persons of both 
the giver and the recipient.” 

(7) Gift Wrapping. “This is a 
simple service you can offer to cus- 
tomers that will establish your store 
in their minds as electric housewares 
gift headquarters. You need only a 
few different kinds of gift wrapping 
paper and colored ribbons to match 
or contrast to make a variety of gift 
packages possible. 

(8) Informed Salespeople. ‘Keep 


your salespeople informed of the pro- 


motions of electric housewares you 
are undertaking. This will assure 
their cooperation and insure max- 


imum sales for you. A further means 
by which to impress your sales staff 
with the fact that selling electric 
housewares as gifts is a profitable ac- 
tivity might be the offering of a ‘sales 
incentive’ bonus.” 

(9) Tie-in With Local Promotions. 
‘There are many promotions taking 
place this year with which you can 
profitably tie in. Check your local 
electric light and power company 
ind the electrical league to find out 
what their plans are for promoting 
electric housewares. Then, you can 
coordinate your activities with these 
oceasions for greater sales impact.” 


(10) Keep Stock. “So that you can 


The Large and the Small of It 





RELATIVE SIZE OF RCA’s new “‘personal’’ TV is easy to ascertain in this picture. 
The small set (incorporating an 82 inch picture tube) is displayed on top of a 
24-inch set. First shipments of the portable are being made this month; it will 
retail at $125 (slightly higher in the South and Far West). 
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close a sale on any of the = em 
mately 30 electric housewares being 
promoted as necessary to modern liv- 
ing, check this list to be sure you 
have all these items on hand: 

“Bed coverings, blender, bottle 
warmer, broiler, clock, coffee grinder, 
coffee maker, corn popper, deep fat 
fryer, egg cooker, fan, food mixer, 
hair dryer, heating pad, hotplate, ice 
cream freezer, ice crusher, iron, juice 
extractor, knife sharpener, massager, 
meat grinder, portable heater, roaster, 
sandwich grill, shaver, skillet, toaster, 
vaporizer, vibrator, and waffle iron.” 





Marketing Briefs 





¢ The New York Coliseum, Columbus 
Circle, New York City, has signed 22 
trade and public expositions to appear 
at that new exhibition hall during the 
last eight months of 1956. Among 
the scheduled events is the Interna- 
tional Housewares Show, June 25-29. 


* Norge has extended consumer fi- 
nancing through the B-W Acceptance 
Corp. into four new states —Ohio, In- 
diana, Illinois and Kentucky. The 
new branch, with offices in Cincinnati, 
will finance consumer purchases 
through more than 1,200 Norge deal- 
ers in the four-state area. In all, 18 
states are now covered by the plan. 


¢ Norris-Thermador Corp. recently 
concluded its second “Product Know- 
Ilow Conference.” Six sales represen 
tatives visited the company’s Los An- 
geles plant for briefings on the firms 
product and policies, Frank A. Ball- 


man, general sales manager, said 


¢ CBS-Columbia’s Norman C. Owen, 
vice president in charge of sales, told 
in industry group in Los Angeles re 
ently that “There are too many sales- 
men talkers and not enough listeners.” 
Urging salesmen to think in terms of 
the customer’s viewpoint, Owen said, 
“Too many salesmen think of their 
products only in terms of something 
that is to be sold, and not as some 
thing that is to be bought.” 


¢V-M Corp. is offering a tape club 
plan membership with sales of its 
tape-o-matic recorder. Buyers get a 
trial membership in the Livingston 
Tape Club Plan which allows them 
up to $30 in savings on the purchase 
of ten pre-recorded tapes. 


 Norge’s Judson S. Sayre recently told 
a publishing group in Chicago that 
the “automation” concept of distribu- 
tion could prove to be a dangerous 
delusion. He attacked recent moves in 
the appliance industry to change pric- 
ing and distribution policy, declaring 
that the retailer is “the key to our 
existing economy.” 


@ The National Committee on the 
Observance of Mother's Day is offer- 
ing dealers free a brochure featuring 
sales promotion ideas for Mother's 
Day. The brochure is available from 
Arthur Freeman, executive director, 


430 Park Ave., N. Y. 22, N. Y. 
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“Crosley Zoom-a-Tenna has increased business 35%?’ 


Here’s a three-store chain that’s really seen Crosley TV with 
Zoom-a-Tenna generate retail sales action! Potential cus- 
tomers have come in asking about this new Crosley advance 
and have been convinced of its effectiveness right in the 
store. Result? A big boost in sales volume! 


Customers report reception as good as other 
brands with outdoor antennas. 


“Our customers tell us that the two Providence, R. I., trans- 
mitters are easily received with Crosley Zoom-a-Tenna. In 
fact, in various locations around Newport, Crosley TV with 
Zoom-a-Tenna has pulled in the two Boston stations 50 miles 
away!”’ states Mr. Kelleher. 


*‘We have seen it perform in our customers’ homes fully as 
well as other brands with outdoor antennas.”’ (No wonder 
their sales have boomed! ) 


Crosley TV reduces sales expense 


*‘Not only have our servicing costs been reduced practically 
to the vanishing point, but there has been no demand to 
include a set of rabbit-ear antennas in the purchase price.” 


Crosley Zoom-a-Tenna is not only far superior to any other 
type of built-in antenna, but also makes outdoor antennas 
unnecessary for millions of homes! This is the kind of sales 
advantage you want! And other exclusive Crosley features 
further help make Crosley the money-making T'V line. 


Every Crosley Dealer will profit from 
Crosley’s huge 20-week power package ! 


NEW NBC-TV COMEDY HOUR, COVERING 33 MILLION HOMES, 
GIVES CROSLEY THE LARGEST COVERAGE OF ANY APPLIANCE 
MANUFACTURER! “MIDWESTERN HAYRIDE,” ANOTHER TOP-FLIGHT 
TV SHOW FOR CROSLEY! LIFE MAGAZINE— BIG FULL-COLOR PAGES! 


SEE YOUR CROSLEY DISTRIBUTOR FOR FULL DETAILS! 


CROSLEY iin, BEE 


Crosley Radio and TV sets are sold and distributed in Canada by the Crosley Radio and TV Division of Moffats Ltd., Toronto, Ontario 
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“Crosley Custom V with 
ZOOM -A:TENNA 


sells 15 to 1 over next leading brand!” 


—reports Thomas Kelleher, Manager, Broadway Hardware Company, Newport, Rhode Island 


KNOWN FOR THE NEWEST... 
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Manager of Broadway Hardware Company, Thomas Kelleher, 
finds that advanced Crosley features—especially exclusive Zoom-a- 
Tenna—are skyrocketing sales. ‘‘Crosley Custom V,” he says, “is 
the most profitable line in our store.” 


Every Crosley prospect will know 
where to buy Crosley sets! 


EVERY TV COMMERCIAL, EVERY MAGAZINE AD REFERS 
CUSTOMERS TO WESTERN UNION OPERATOR 25-—- WHO 
GIVES THEM THE NAME AND ADDRESS OF YOU, THEIR 
NEAREST CROSLEY DEALER. 


RESPECTED FOR THE BEST! 
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Feature gas ranges @ 
with automatic top-burtier 
cooking controls 


how heat in pan controls 

the flame and assures perfect 
cooking results. 

why foods can’t burn, 

over-cook, boil over... can’t 

smoke or burn onto utensils. 

that automatic top-burner po 
control makes every cooking “7% 
utensil automatic. 


Ge Seta Kobortshow Fulton 


BP CONTROLS COMPANY atl COMPANY 


me. CONTROLS 


Robertshaw Thermostat Division, 
Youngwood, Pennsylvania 


Robertshaw-Fulton Controls 
(Canada) Lid., Toronto 
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Complete Laundry Unite 


WASHER, 
DRYER, 


at 


liance-\tyled stationai 


NATIONALLY 
ADVERTISED 

















































There's more profit for you, more convenience 
for your customers in selling the complete 
laundry unit; duratub mokes the unit complete 
This oppliance-styled stationary tub is perfectly 
matched to modern avtomatic home laundry 
equipment 


Stainless trim 


Bonderized electro galvanized steel, 
baked enamel finish. 


white 


Fibergias’ tub — 20-gailon capacity — won't 
crack, chip, stain, mar or dent 


3-Purpose Handidrain eliminates need for 
double tubs 


large storage compartment 





Top cover for more counter workspace. 


duratub hos no moving parts — nothing to 
service, easy to install, 





duratub is @ high-profit item it pays you to 
carry. Start selling the complete laundry unit — 
washer, dryer, duratub. Write today for details! 


: urat 
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Radio's Big Week To Roar 


Radio will have a promotional “week” of its own 
this year; industry uses Mother's Day to launch “Give 
A Radio” national campaign 


Radio has been given a “week” of 
its own this year. Mother's Day has 
drawn the honor of kicking off Na- 
tional Radio Week, May 13-19. 

All industry segments are commit- 
ted to extensive cooperative activities 
during the special week’s promotion of 
radio, and effort is being coordinated 
by these men and organizations: James 
DD. Secrest, executive vice president, 
RETMA; A. W. Bernsohn, executive 
director, NARDA; John F. Meagher, 
vice president for radio, NARTB, and 
Kevin B. Sweeney, president, RAB. 

Intent is to bring about a closer 
liaison between manufacturers, dis- 
tributors and dealers and broadcasters. 

Sharpened local activity by broad- 
casters and dealers in local areas is be- 
ing pushed. What is most looked for 
is closer cooperation in these general 
spheres: tours of stations arranged by 
broadcasters, with radio displays promi- 
nently set up in station lobbies; exten- 
sive use of broadcasting personalities 
for special events; and window compe- 
titions which link selling and program- 
ming, and in which broadcasters offer 
free radio time as prizes to dealers. 


Members of the RE TMA public re- 
lations and advertising committee, un- 
der the chairmanship. of Julius Haber, 
have already set in motion a promo- 
tional program to supply manufacturer 
kits to dealers. These will contain 
window display materials, stories on 
radio’s history and advancement, 
strides in product features, and ideas 
for getting old sets operative and more 
new sets into America’s homes. The 
recurring theme is “Give a Radio,” 
during National Radio Week and all 
year-round, 

Providing a week for radio to roar 
out on its own is not new. In 1939 the 
promotion was started as National Ra- 
dio Festival Week. In 1945 the name 
was changed to National Radio Week, 
remained that until 1949, when tele- 
vision was included. 

Now the promotions have been 
separated, with TV in the fall and ra- 
dio in the spring. The start of the 
portables season provided a propitious 
time for pushing the radio-in-every- 
room theme. Mother’s Day was se- 
lected as an ideal special event to get 
the program off on the right foot. 











The network schedules of color television for the month of April include the 


following programs: 


DAILY, Monday thru friday (except April 13, 
‘Matinee’ dramatic series. 


NBC— 


16, 23, 24, and 25) 3-4 EST, 


DAILY, Monday thru Friday, 5:30-6 EST, NBC——Howdy Doody 


APRIL 2, 8-9:30 EST, NBC—Producer’s Showcase, 


“The Barretts of Wimpole 


Street’ with Katherine Cornell. 


APRIL 3 
APRIL 3, 8-9 EST, NBC——Milton Berle 
APRIL 7, 

APRIL 7, 9:30-11 


, 7-7:30 EST, CBS—Gene Autry. 


9:30-10 EST, NBC——Texaco Star Theater, Jimmy Durante 
EST, CBS—Ford Star Theater, 


“Twentieth Century,’’ with 


Orson Welles and Bette Davis 


APRIL 8, 3:30-4 EST, NBC—Zoo Parade, 
APRIL 8, 4-5:30 EST, NBC-——NBC Opera Theater, 
10, 7-7:30 EST, CBS—Gene Autry 
8:30-9:30 EST, CBS—-Shower of Stars 
7-7:30 EST, CBS——-Gene Autry 
9-10:30 EST, NBC-——Maox 


APRIL 
APRIL 12, 
APRIL 14, 


APRIL 14, 

Alfred Drake 
APRIL 15, 7:30-9 EST, NBC 
APRIL 17, 


APRIL 21, 


Liebman Presents 


Sunday Spectacular, ‘’The 


“Oddities of Africa.” 
“Trial At Rouen.” 


“Marco Polk with 


Baseball Spectacular.’’ 


9:30-10 EST, CBS——Red Skelton Show 
7-7:30 EST, CBS—Gene Autry 
APRIL 22, 3:30-4 EST, NBC——Zoo Parade, “’ 


Safari.”’ 


APRIL 24, 8-9 EST, NBC—WMilton Berle Show 


APRIL 26 
APRIL 26, 


8:30-9:30 EST, CBS—Climax. 
10-11 EST, NBC——Lux Video Theater 


APRIL 28, 7-7:30 EST, CBS—Gene Autry 
APRIL 29, 3:30-4 EST, CBS—Zoo Parade. 
APRIL 30, 8-9:30 EST, NBC—Producer’s Showcase. 





APRIL, 
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Now! A great advance in room air conditioning 


1 Servel Announces 


} WALL-TO-WALL 


COOLING 


SS. LO LT LK sR 
More power, greater cooling surface, stepped-up air-flow make 
the 1956 Servels the most efficient room air conditioners today! 

















Gone forever are the “hot spots” of ordinary 
room conditioners! The completely re-designed 
1956 Servels out-air-condition by 10.5% the 
average of 11 other leading makes—actually 
cool floor-to-ceiling and wall-to-wall, yet use 
less current! 

Imagine how easy that can make your sell- 
ing job. But, it’s only the beginning! 

You get features like Push-Button Weather! 
Extra-high dehumidifying capacity for greater 
comfort! Quietest operation of all! Sealed 
power unit built by Servel, an air conditioner 
leader — not an “orphan” make! 

So, for big Summer profits, get in on the 
big things happening at Servel—call your Dis- 


tributor today! 


ROOM AIR CONDITIONERS 


Evansville 20, indiana 











FLUSH WITH DRAPES! SMART FURNITURE STYLING! 


Beautiful Tropical Beige and Hawaiian Sand colors “go” with any decor. 


Flush design doesn’t mar room beauty or take up valuable space. 





GREATEST COOLING AMONG 12 BRANDS 


(Ratings in btu/hr) 














% hp lhe 1% hp 
PUSH-BUTTON WEATHER! a nics mee mom 
No extra controls to fuss with! One push 
of a single button gives exactly the 
weather you wish! ata td ds 8,200 10,400 14,600 
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ADVERTISING 


IS ESSENTIAL TO US” 


That’s why year ‘round advertising in 
ELECTRICAL MERCHANDISING pays off in sales ac- 
tion among the smartest dealers in America. Your 
trade advertising dollar goes further and works 
harder to build good distribution where it really 
counts, 

Joe Lederer, twice runner-up in the National 
Brand Names Retailer of the Year Contest, en- 
tered this highly competitive field in P. T. Barn- 
um’s home town, Bridgeport, Connecticut, in mid- 
depression 1933. He says... 

“We regard ELECTRICAL MERCHANDISING as 
the ‘Bible’ for the appliance-TV dealer. We read 
the advertising in ELECTRICAL MERCHANDISING 
to bring us up to date on everything that is new. 
The advertising in ELECTRICAL MERCHANDISING 
is essential to us. We read it from cover to cover 
and it is very convenient to use the Index to 
Advertisers if we want to refer to any manufac- 
turer’s product. We’ve been handling a line for 
years which we picked up because it was adver- 
tised regularly in ELECTRICAL MERCHANDISING. 
The advertising pages even give us many ideas 
which we use in our own local advertising efforts. 
The ads are written by experts and we believe 
their layouts are really fine ... even for our own 
retail advertising.” 

Like other top dealers who like to hear the 
cash register ring, Joe Lederer clips and saves 
the editorial pages of ELECTRICAL MERCHANDISING 
which give him sales ideas. He believes that it is 


® ELECTRICAL 


p 


-..says Joseph Lederer, nationally known Brand Names retailer 


good business to represent a national firm which 
manufactures a quality product. That’s one of the 
reasons why he has so thoroughly read the adver- 
tising in ELECTRICAL MERCHANDISING for 23 years, 

A busy business man, Joe doesn’t neglect the 
civic duties which build integrity. Twice Presi- 
dent of the Bridgeport Chamber of Commerce, 
Member of the Board of the Better Business Bu- 
reau, a member of the Board of Associates of the 
University of Bridgeport, on the Board and Exec- 
utive Committees of both the Community Chest 
and the American Red Cross, he believes such 
activities are part of the responsibility of a good 
citizen. And, good salesman that he is, last year 
he was Ringmaster of Bridgeport’s P. T. Barnum 
Festival . . . following in the footsteps of the 
“World’s Greatest Showman.” 

He’s quite a guy .. . especially when he’s sell- 
ing your line. 

Manufacturers can really build sales with deal- 
ers like Joe Lederer, Such dealers are more than 
twice as likely to pick up ELECTRICAL MERCHAN- 
DISING purposely to read the advertisements as 
they are the field’s second publication. And, like 
distributors, they vote it the most useful publica- 
tion for advertisements. Make ELECTRICAL 
MERCHANDISING work to build your distribution. 
It’s the appliance-radio-TV Industry’s year ’round 
market place. Use it regularly. It can help you cut 
sales costs. 


MERCHANDISING i 
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‘DEALERS feel their 
function is to sell goods 
ond services,’ Don Gab- 
bert, new NARDA presi- 
dent, tells National Ade- 
quate Wiring Convention 
in Chicago, as he invites 
aid in a three point pro- 
gram to get more dealers 
“into the act.” 


A Challenge 


... and An Award As 


WINNER of the LOOK 
magazine award for ade 
quate wiring is appliance 
dealer Edward Webster, 
left, of John J. Webster 
& Sons, Washington, D. C. 
This is the first such 
award ever presented to 
an appliance dealer in 
the LOOK annual compe 
tition. That’s LOOK vice 
president Fred Bauer 
making the presentation 





Adequate Wiring Bids for Dealer Support 


There are six reasons why dealers don’t promote adequate wiring, in the view of NARDA president 
Gabbert, and all of them can be knocked down by his three-point dealer participation plan 


HAT is the appliance dealer's 
W iat in adequate wiring and 

what's he supposed to do 
about it? 

lor some years now, the National 
Adequate Wiring Bureau has pro 
moted better wiring in new homes 
and rewiring of old homes to accom 
modate the added loads incurred by 
more appliances with higher wattages 
The appliance dealer, while asked 
for support, has always been less en 
thusiastic about such programs than 
contractors, manufacturers, and utili 
ties because of indirect rather than 
direct benefits to be derived for him 

Recently, at the National Adequat 
Wiring Conference in Chicago, a 
strong plea for more dealer aid was put 
forth and the president of the Na 
tional Appliance & Radio-TV Dealers 
Association, Don Gabbert, shook his 
audience with a blunt statement that 
most dealers “feel their function is to 
sell goods and services at the retail 
level and are quite indifferent gener 
ally as to what fuel is used.” 

The Philadelphia Electric Com 
pany's residential sales manager, P. M 
Alden, charged that dealers don't give 
enough support and Gabbert, making 
his maiden speech as NARDA presi 
dent, countered this statement by say 
ing that dealers haven't been sold on 
adequate wiring nearly enough so far 


Dealer's Stand. Said Gabbert, “The 


appliance dealers will join in the ade- 
quate wiring program and help with 


PAGE 190 






the home wiring bottleneck when it 
becomes profitable for them to do so.” 
Generally, he said, dealers are not 
supporting the adequate wiring pro 
gram and, “even more startling, is the 
fact that some dealers don’t know a 
program exists.” 

There are six reasons, said Gabbert, 
why dealers don’t promote wiring: 

¢ Training of retail salesman has 
been inadequate—you can’t be enthu- 
siastic about a subject on which you're 
not fully informed. 

¢ Dealers feel that if they encourage 
rewiring too strongly they may lose 
the sale. In these cases, they fre 
quently divert the sale to a gas unit 

e There’s no direct economic r 
turn and dealers aren’t anxious to work 
for somebody else 

¢ Dealers are inclined to be skepti 
cal of the immediate need for re-wiring 
and will remain indifferent until they 
lose enough business to stimulate ac 
tion or an educational program shows 
the advantages of selling adequate 
wiring 

«Many contractors also sell appli 
ances and the retailer is not anxious 
to hand over business to someone else. 
Also, many dealers think wiring jobs 
are too high priced, so some public 
relations is needed to correct this mis- 
conception 

¢ Finally, dealers normally take the 
path of least resistance and avoid the 
complications of rewiring as long as 
possible. As long as there is a substi- 


tute, plans must be made accordingly. 

Gabbert then offered a three point 
plan to stimulate dealers cooperation. 
(1) Do an enthusiastic job of training 
the dealer and his salesmen; get ex- 
cited about the problem; take an idea 
from appliance manufacturers and 
learn what motivates dealer salesmen 
to action prizes, trips, dinner 
meetings. Teach dealers to answer 
simple questions about wiring—circuit 
capacities, wattage demands, etc. 

(2) Create some point-of-purchase 
display material. This will serve first 
for the dealer's use and benefit and 
second for consumer education. Pro 
vide simple charts that can be used on 
the retail sales floor. (3) Do every 
thing possible to get the dealer into 
the act. Gabbert cited as an example 
the efforts in his home city, Minne- 
apolis, to get a new baseball park. 
More than two million dollars in 
bonds were sold to thousands of people 

. with each $500 bond, the pur 
chaser had priority to buy two pre- 
ferred-location season tickets. 

The Why's of It. Speaking for the 
National Electrical Contractors Asso 
ciation, Arthur E. Bertke discussed the 
findings of a recent study made among 
consumers to find why they do or do 
not buy rewiring jobs. Fear—the fear 
of fire hazards—is not a primary mo- 
tive for buying as often thought. 
Rather, fear may be a reason for not 
buying. People put off rewiring, said 
Bertke, until the physical need causes 
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them to call in an electrician. It’s 
much like the failure to consult a den- 
tist or physician—people are afraid of 
what they may find. 

Advertising and promotion of ade- 
quate wiring, he said, must be objec- 
tive and designed to reassure home 
owners. Cost is not necessarily a de- 
terrent. Most people have no idea 
what rewiring costs, but the cost is, to 
them, simply a normal factor involved 
in making any purchase. 

When appliances don’t operate 
properly, most consumers are prone to 
blame the appliance, not the wiring. 
They look on free inspections or 
checks with some suspicion and figure 
it’s just a device to get them to buy 
something they might get along with- 
out. 

The term electrical contractor, 
Bertke said, scares off many a prospec- 
tive buyer. Somehow, anything with 
the word “contract” in it implies a big 
job with, perhaps, a written agreement 
when all that’s needed is a few hours 
work by an “electrician.” The elec 
trician is thought of as the man who 
does the work and the contractor as 
an office executive. 

The term “rewired” sounds like an 
expensive job and people are less apt 
to be scared off if they're told they 
need “added wiring.” Said Bertke, the 
study proves the contractor cannot 
carry on the program alone. He needs 
the help of all associated businesses 
and industries including dealers. 
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Let these 


Presidential Soil 


keep your TV volume up this Spring 
and Summer...cat a profit! ail designed for 


DEALER PROFIT PRESERVATION! 


GREATEST TV SELLING OPPORTUNITY IN 4 YEARS! > 
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© Zeniths brand new 








WITH DEALER “PROFIT 


Promote established 
Values for 
PROFIT PRESERVATION 
_,.not low end, cheapened- 
down special models! 
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A Tremendous TV Velve! 
Proved picture superiority in 
critical fringe areas! Power- 
ful Royal “Y" Chassis 
brings in clear, bright pic 
tures. Famous Cinebeam® 
Picture Tube doubles picture 
power and Cine-Lens® Face 
Plate Picture Glass inten 
sifies contrast, Plus Top 
Tuning, Spotlite Dial, Easy- 
Out Face Plate Glass which 
lifts out for eany cleaning, 21- 
series. 3 colors 

Mahogany (22568), 

Blond Oak (22568), 

Walnut (2256), 


Put your 


on QUALITY 
and VALUE 
and preserve 
your profits! 
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promotion efforts 


rete aa 
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2256 The Sherman 


PROMOTE 
ZENITH 
QUALITY 
PRODUCTS! 





2250 The Glenwood 
Sharp, Bright Pictures even in problem recep 
tion areas, Zenith quality throughout. Ex 
clusive new “miracle” tube— 6BU8— locks 
picture on screen, Cinebeam, Cine-Lens, 
10-inch speaker activated by Alnico-5 for 
finest tone quality. Plus Top Tuning, Spot 
lite Dial, Easy-Out Face Plate Glass. 21 
series. 3 colors: Mahogany (22508), Blond 
Oak (22506), Walnut (2250). 


~~; 
rw rt 
: (ARNG AERA BAS ABRA AEE 
een a abled i” 


« Yo), (0) | as 


ZENITH | 
ESTABLISHED @ 
VALUES! 


2263 The Westbrook 
Sensational Performance. Packed with Zenith 
quality features. Powerful Royal "Y" Chas 
sis for clearer, sharper pictures. Cinebeam, 
Cine-Lens, “Fringe Lock" Circuit, Famous 
Zenith Turret Tuner for accurate one-knob 
tuning, big 10-inch speaker with Alnico-5 
magnet for finest tone quality, Easy-Out 
Face Plate Glass. 21-series. Colors: M ahog 
any (22638), Blond Oak (22636). 








PROMOTE 
ZENITH VALUES FOR 
PROFIT 
PRESERVATION! 


2232 The Beliview 
New, Advanced Styling. And a performance to 
match the beauty of its smart, graceful lines! 
Super-sensitive Cascode Tuner for greater 
signal sensitivity, Cinebeam, Cine-Lens, 
Removable Face Plate Glass. 21-series. Col- 
ors: Mahogany (2232R). Blond Oak (22326). 
Matching swivel base at extra cost. 
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TV Presidential Specia 


PRESERVATION” PROGRAM! 





Your Zenith 
Distributor has big (BAe 
: * | VALUES on market for 
renal tee 
Profit Preservation 
Program for you! 





























ZENITH 
DISTRIBUTOR 
NOw! 





Special “Y" Chassis i 
ops od ix — vith’ ng borato 
- ngs new of njo 
at te televis 8 ‘d 
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Ae _ ff ° ‘ase a sity. Outatanding 
a ar : je mac area rece n. Top 
-_ ' uning, Re 

ra ae Toe va i= 
f J a Cine-Lens. 21-series, 3 

. & j “i. y colors: 


rs 
Mahogany (22478), 
Blond Oak (22476), 
Walnut (2247), 


> The most exciting show of 
> the year is about to start! 
> Don't miss this great sales 
° opportunity! 





Backed by 37 Years’ Experience in Radionics Exclusively 
ALSO MAKERS OF FINE HEARING AIDS 
Zenith Radio Corporation, Chicago 39, Illinois 


THE QUALITY GOES in The Royalty of RADIO, TELEVISION and PHONOGRAPHS 
BEFORE THE NAME GOES ON 4 
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Watch your profits *& breeze in! 












































Arvin super 20” WINDOW FAN WITH POWER-PLUS MOTOR 


Model 7731 is for your customer who wants the absolute utmost in a complete 
20° window fan package. Its premium-quality, three-speed, 6-pole, weather- 
proof Power Plus motor is of the permanent split capacitor type. More 
powerful, more efficient, cooler-running, and reverses 
instantly without strain. Finished in rich charcoal gray 
enamel with brass-plated grille. Matching expandable 

window panels fit double hung sash 27’ to 37’ wide 





2 $69 


Other Arvin 20-inch models $49.95 to $59.95 








Electronics and Appliances Division 


Arvin INDUSTRIES, Inc. Columbus, Indiana 








Arvin 14” PORTABLE FAN WITH SWIVEL STAND 


Model 7614 has 2-speed, 4-pole weatherproof induction motor, with 
nickel-and-chrome grilles front and back. Coppertone enamel finish; 
non-slip rubber feet. With Swivel Stand, air may be directed up, down, 


sells fast when temperature goes up. Make it the founda- 


in or out, at any angle. This fan is the size and price that $3995 


tion of your fan business this year! 
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Model 7414, without swivel stand, $29.95 












Price Beats Gabbert 


Harry Price, Jr. of Norfolk, Va., 
whipped Don Gabbert of Minneapolis 
in their intersectional contest for the 
mythical Magnavox Sales Champion- 
ship. 

During the month-long rivalry, 
Price sold 822 Magnavox units, or 205 
percent of his quota, while Gabbert 
sold 478 units, 159 percent of his 
quota. Price’s top six salesmen will 
receive a weekend at the Waldorf 
Astoria in New York as a prize from 
Magnavox. 

lhe rivalry started in Chicago when 
Gabbert, the new NARDA president, 
challenged ex-NARDA head Price, 
who claimed to be the largest specialty 
Magnavox radio-phonograph-television 
dealer in the country. 

Price, who Gabbert called “The 
Prince of the Southern Peddlers,” 
launched his selling drive with a staff 
meeting in an airplane soaring 3,000 
feet over Norfolk. His point: “The 
sky’s the limit.” 

Gabbert gave a dinner for his em- 
ployees and their families and offered 
cash bonuses to salesmen for outstand 
ing effort. He geared his advertising 
to the catch phrase “Beat Prices.” 

Price conducted a radio advertising 
campaign in which he advised people 
to answer their telephones with the 
word “Magnavox” instead of the con- 
ventional “Hello, you all.” Price then 
had a battery of five operators dial 
local numbers. Those who answered 
with a “Magnavox” were mailed a 
check for $10. 

Now, according to Leonard F. 
Cramer, vice president and general 
manager of the T'V-radio-phonograph 
division of Magnavox, other dealers 
across the country are flinging chal- 
lenges at near or distant rivals in hope 
of developing similar contests of their 
own. 


Ad Gains in ‘Majors’ 


A check by the Advertising Check- 
ing Bureau of key localities in the 
1,393 cities where daily newspapers 
are published disclosed that advertis- 
ing on selected major appliances dur- 
ing 1955 ran substantially ahead of 
that in 1954. 

Total ads on majors in ’55 came to 
229,660, according to ACB, and elec- 
tric ranges, refrigerators, freezers, auto- 
matic washers, and dryers topped last 
year in space run. Only standard wash- 
ing machines showed a slight decline 
in advertising lineage. Electric ranges 
set the pace with a gain in space of 
32 per cent. 

By categories the various major ap- 
pliances checked showed these marked 
ad gains in "55 over '54: 

—Electric ranges (68 cities): Ahead by 
32 per cent, with a total of 535,680 
column inches. 

—Refrigerators (110 cities): Up 28 per 
cent, with a total lineage for the year 
of 2,878,426 column inches. 
~—Freezers (110 cities): Ahead 11 per 
cent, with a total of 442,696 column 
inches. 

Automatic washers, electric and gas 
dryers made gains in 55 over "54, ac- 


cording to ACB. 


1956—ELECTRICAL MERCHANDISING 





AD, Pha. pli<! 


ait 
Ay a 













SPA 1d 


TO LOOK AT... 


4 elie > 


$O | TO HANDLE... 


ee 
Wad | o+.9 


so TO USE... 


4 Ete 


yi /-. J) ie 
/ s “4 on telly Re 


NOW the most accepted, most popular Electric 
Ice Cream Freezer features the rich mellow glow 
of copper for its die-cast aluminum main frame* 
thus assuring a lifetime surface of easy to clean 
beauty. 


THE GAY NEW 


Dolly M 


IN TODAY’S SMARTEST 
DECORATOR COLORS... 


PLUS a truly beautiful finished tub in eye- 
catching Glacier Blue. 



















PLUS famous exclusive “Twist-Lox,’’* the fea- 
ture which eliminates clumsy latches and hinges 
and permits the main frame to be put on or taken 
off as quick as a wink, 





PLUS & cream can with special reinforecment 
to insure perfectly round shape.* 


AND a product proved by over 500,000 families. 


ALL THIS IN THE ELECTRIC ICE CREAM 
FREEZER WHICH HAS BEEN NO. 1I1N SALES 
IN AMERICA FOR 25 YEARS! 


THE “SELLINGEST” ELECTRIC 








SPECIFICATIONS 
ICE CREAM FREEZER IN if Copecity Modelo. | Packing Shipping We? 
2 QUART 420 1 to Cin, 13 Pounds 
ALL THE WOR LD! 4 QUART 440 1 to Cin 17 Pounds 


6 QUART 460 1 to Ctn 20 Pounds 


*P.S. Remember, only Dolly Madison® has thes« 
features. Also, a Dolly Madison® won't rust be- 
cause it can’t rust; it stays new always because 
it's as permanent as it is beautiful 








the 3. E. PORTER corporation - OTTAWA, ILLINOIS 
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a Employee Relations Director 


of every American company 


LET'S FACE IT. . . the threat of war and 
the atom bomb has become a real part 
of our life—and will be with us for 
years. Fires, tornadoes and other dis- 
asters, too, may strike without warning. 
The very lives of your employees 
are at stake. Yours is a grave responsi- 
bility. Consider what may happen. 


When the emergency comes, every- 
body’s going to need help at the same 
time. It may be hours before outside 
aid reaches you. The best chance of 
survival for your workers—and the 
fastest way to get back into production 
—is to know what to do and be ready 
to do it. To be unprepared is to gamble 
with human lives. Disaster may hap- 
pen TOMORROW. Insist that these 
simple precautions are taken TODAY: 


[) Call your local Civil Defense Direc- 
tor. He’ll help you set up a plan for 
your offices and plant—a plan that’s 
safer, because it’s entirely integrated 


with community Civil Defense action. 


| | Check contents and locations of 
first-aid kits. Be sure they’re ade- 
quate and up to date. Here again, your 
CD Director can help—with advice on 
supplies needed for injuries due to 
blast, radiation, etc. 


|_| Encourage personnel to attend Red 
Cross First Aid Training Courses. 


[ | Encourage your stoff and your com- 
munity to have their homes prepared. 
Run ads in your plant paper, in local 
newspapers, over TV and radio, on 
bulletin boards. Your CD Director can 
show you ads that you can sponsor 
locally. Set the standard of prepared- 
ness in your plant city. There’s no 
better way of building prestige and 
good employee relations—and no 
greater way of helping America. 


Act now ... check off these four simple 
points ,.. before it’s too late, 
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Here are five business builders which have paid off for 
their dealer initiators. They're just one example of the 
type of showmanship which costs little, yet pays off in profits 
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EMPTY SPACE in a small segment of your 
store? Why not utilize it as a community 
ticket office as Glenn Flinn of ‘Tyler, Texas, 
did. Located in the rear of store, the ticket 





PRUCK LOAD sale was the mid-January stunt ordering three carloads of six cubic foot 1 


counter is available to churches. schools ot coming, by Appliances, Denver, Colo., used to frigerators — wee, them in the samme 
7 " . 

civic organizations for any recognized local ly : ta ’ mg yo in a seven day period transport van which — it them to store Votal 

drive. Its use brings Flinn plenty of good will, Te ruc ad Sale” consisted simply of cost for van, space rental, advertising only $155 


and, better still, helps build store trafh« 


ae 
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MOVING SERVICE out front impresses 
prospect and customer alike. Duggan’s 9 rvice 
and Appliance Co., of Erie, Pa., did just that 
and located their service department on store 

main selling floor. It's convincing to b« 
able to test such items as radio tubes and 
explain operation to customer, Minor repairs 
to smaller appliances can be quickly made, 
and service facilities can be poimted out 





BUILDING BUSINESS by the yardstick 
Here’s another inexpensive good will builder 
which Glenn Flinn, of Tyler, Texas, uses to 
idvantage. Flinn mails one to each new 


CHANCES are you have an ancient and 
time-worn trade-in gathering dust in a back 
room. Why not put it to work for you as th 
Petrolane Gas Co., of Hammond, La., did in 
the picture above? With a sign showing the 
worthwhile allowance the unit commanded 
on a trade, it has proved a traffic builder for 
the company. It’s one way to put an other 
wise useless unit in operation for you 


customer who purchases an appliance at his 
tore. Cost of the yardstick runs to about 
18 cents, postage 9 cents. Tags used to ad 
dress yardsticks bear the wording, “Thanks 
1 milhon” on the reverse 
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Model 856 

The powerhouse you can hold in your hand! So tiny it slips into 
pocket or purse... yet plays with big-set volume, big-set qual- 
ity! Lifetime transistors; batteries last up to 10 times longer! 
In a variety of colors. 


Sensational 
LOWEST PRICED 
FULL-SIZED ALL-TRAN.- 
SISTOR PORTABLE! 


Model 850 


Ten times more playing time on extra-long-life batteries. 
Full-sized, magnificently designed, perfect tone. The perfect 
price leader to step-up sales! 


Sensational 


LOWEST PRICED 
FULL-SIZED TRAN- 


SISTOR III PORTABLE! 


EMERSON 
NEVER-BREAK 
PORTABLE. (Mode! 833) 
Bounce it,dropit,bang it! 
Cabinet guaranteed un- 


breakable or s 
money back! 36 
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(Medel 642) Plays up to 1500 
hours... two to five years nor- 
mal playing time...without 
changing energizers! Beauti- 


fully tailored $s 
top-grain leather 
Chae tremen 


dous perform 


(b energizers) 
ance. ame 8 


(Model 843) Combines transis- 
tors and tubes for best tone, 
best value! Handsome leather 


case. Batteries 
last up to ten 
times longer! 


(less betteries) 


EMERSON TRANSISTOR 
POCKET RADIO 


(Model 838) The mighty 
midget with Big-set 


1 : 
hear over 300, 44 [ie 


feet away! (with betteries) 


(less batteries) 
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EMERSON MIRACLE VALUES... 


your biggest promotion for ’56! 


This is the time that Emerson lays it on the line...and what a 
line! It’s the answer to every portable radio need...to every 
dollar-conscious portable radio customer. Never before have 
such fantastic values been offered...never before have you been 
offered such natural traffic-builders, such quick profits, such fast 
turnover! Emerson-engineered for superb performance... these 
portables are bound to make this your biggest summer ever! 


Model 848 ’ ° : . 
Streamlined, lightweight portable that plays on AC-DC or bat- Get ‘em while you can! Call, write, or wire 


teries. Advance engineered Emerson features for long-life op- 


eration, superb tone! In a variety of colors. your nearest Emerson distributor today! 


25 yf Wherever you look...it's 


net. Improved super- *Reg. U. 8. Pet. Or 
heterodyne circuit for fi 


po ang ad gg or miracle values in portable radios! 


operation! , , City 2 
less betteries) Emerson Radio and Phonograph Corp., Jersey City 2, N. J 
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Just set the dial to the desired temperature. 
The THERMO-SET Sensing Element holds & 
food temperature constant ... automatically. + 


Pt is 
ws Jt . 



















Show the lady 


THERMO-SET 
..and you're off on a 


Caloric Selling Spree 


It’s CALORIC’S exciting Thermostatically-controlled gas top- 
burner that holds temperature where it’s set... automatically 


Here's Caloric’s most demonstrable feature yet! And you can put this 
great salesmaker into action right before your customer's very eyes. 

Just connect your range to gas, turn the top-burner dial and get set 
for sales! Show her delectable eggs without burning, bacon with no 
smoke or spatter, golden-brown fried foods, not soggy or greasy. With 
Caloric THERMO-SET it's goodbye to guesswork. No more burning, 
scorching, boilovers! No more endless watching. It's modern cooking’s 


most spectacular advance. Just demonstrate it and you'll sell it. 


as advertised on H oO MM E 
« 







Caloric Appliance Corp., Topton, Pa. 
BUILT-INS « 





DRYERS + DISPOSERS 





RANGES + 
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Lots of Innovations 


Mitchell offers its dealers three new room air 
conditioners, a new room unit promotion and a “mer- 
chandising service” for packaged units 


Mitchell Mfg. Co. last month of 
fered its distributors (and through 
them its dealers) a whole package of 
urprise 
includ 
ing a 74 amp 7 hp. air conditioner, a 
‘pancake’ air conditioner and a new 
casement unit 


here were new products 


There were new promotions on 
including a di 
rect mail program in which Mitchell 
will advertise products of other manu 
facturers. 


And there was an extensive mer 


room air conditioner 


chandising program for packaged air 
conditioning 

Che latter is aimed primarily at air 
conditioning contractors, but Mitchell 
officials say that appliance dealers will 
be encouraged to handle the units. 

New Merchandise. Mitchell's 7} 
amp unit will list at $349.95. The 
casement units are available in }? and 
| hp. capacities and list at $349.95 and 
$399.95 respectively. ‘The “pancake” 
unit, which Mitchell calls the “ulti 
mate in compactness and versatility 
will retail for $379.95 in the } hp 
size and $419.95 in the 1 hp. siz 
It measures only 16} inches thick, 15 
inches high and 32 inches wide and 
is, according to Mitchell, “adaptable 
to any type of installation . . . through 
a wall, flush mounted in windows, in 
a transom, entirely in the room, etc.” 

New Promotions. Mitchell's unique 
new direct mail campaign on window 
units is called the “measure up cam 
paign.”” Objective is to get the pros 
pect to measure his room and window 
sizes, fill in these figures on a special 


New Quarters For Dallas Firm 


coupon and return the coupon to the 
dealer’s store. In return, he receives 
a $5.95 cutlery set for 98 cents. Mit- 
chell has prepared a mat book con 
taining ads on about 40 products of 
other appliance manufacturers. ‘The 
dealer may select nine of these prod 
ucts which he sells and Mitchell will 
run three of the ads on cach of the 
three mailing pieces. 

New Campaign. Iwo features dis 
tinguish the Mitchell merchandising 
plans on residential air conditioning 
Howard 
irst, the campaigns are aimed 
it selling the contractor first and thi 
Mitchell product second. In addition 
the plan is different because it | 
automatic and costs th« 
nothing 

he new plan is in effect an “auto 
matic advertising service” for the con 
tractor. It goes into effect as soon as 
he purchases Mitchell units. All work 
is done by Mitchell’s ad agency and 
Mitchell pays all the bills. The con 
tractor need only take his pick of five 
programs sect up by Mitchell. ‘Three 
of these are direct mail. The first con 
sists of three letters from foreign lands, 
cach signed by the contractor. The 
second is a mass-mailing to all pros 
pects in an area. ‘The third is a mass 
mailing to all commercial air condi 
tioning prospects. In still another 
program photos are taken of every 
home in a given area and the photos 
with an accompanying 
mailed to the home owner. 


iwccording to vice-president 


Ilaas 


contractor 


letter are 
Mitchell 
will also prepare, place, and pay for a 


newspaper, radio or T'V campaign 








WE'LL SELL COLOR TV, Lee H. Skillman, left, president of Major Appliances Co 
of Dallas, assures Curtis L. Peterson, advertising manager of Raytheon Mfg. Co 
The occasion was an open house for dealers and friends held recently when the 
firm moved to its new quarters at 1532 Edison St. In addition to Raytheon products, 


Major handles the Gibson and Apex lines 
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Progress Is Our Most /mportant Prod / 


GENERAL G@ ELECTRIC 


New G-E Wall Retrigerator-Freezer 
puts all foods at your eye level 


DULUX* meets the exacting requirements 
of today’s topflight manufacturers 


£6.u.5 wat OFF 


“DULUX” ENAMEL 


Better Things for Better Living . . . through Chemistry 





America’s teading 
home-appliance finish 


Over 53,000,000 major home-appliance units now in 


service are finished with Du Pont DULUX Enamel. 
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LEADING APPLIANCE MANUFACTURERS know that durable 
Du Pont DULUX is a finish of consistent quality. Every ship- 
ment of this fine finish meets the same rigid specifications, And 
that’s just one of the important cost-cutting, sales-winning ad- 
vantages that DULUX offers. 


Constant research by Du Pont chemists has resulted in a 
finish that gives more rugged resistance to chipping, cracking, 
scratching and staining. Application costs are lower, too—with- 
out sacrifice of quality appearance and dependable performance. 

DULUX keeps its flawless appearance after years of con- 
stant use in the home, Its easy cleanability, resistance to wear 
and long-lasting whiteness help build the continued customer 
satisfaction so vital to the success of any appliance line, No 


wonder so many of today’s topflight appliance manufacturers use 


Du Pont DULUX Finishes. 


E |. du Pont de Nemours & Co. (Inc.), Finishes Div., Wilmington 98, Del. 


PAGE 


201 









MAYTAG DEALERS | 


onawheel_  'T| 
FTE” iss 


ee = 








eVUVOIA 





MAYTAG “WHEEL OF FABRICS” FOR CUSTOMERS 


»». @nother original Maytag merchandising help, part of a complete Maytag Merchandising Kit 


It's caught the fancy of prospects and dealers alike! Tells Does both you and your customers a real service. The per- 
the facts on fabrics and how to wash and dry them. Brings fect traffic-builder! If you’re not in on it, get one for your- 
home the benefits of the All-Fabric Automatic by MAYTAG. self. Ask about the complete Maytag Merchandising Kit. 


MORE TO MAKE THE SALE...F ROM MAYTAG. UNEQUALLED COMBINATION OF MERCHANDISE AND 
MERCHANDISING. WRITE, WIRE OR PHONE YOUR MAYTAG REGIONAL MANAGER OR DISTRIBUTOR 


THE SMART MOVE 
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THE PAIR: 


NEW MAYTAG 
All-Fabric: AZTOMATIC 


.-- features with a real function 


Duplicates hand-washing 1-2-3! 
1. Maytag’s “Modern Fabrics” cycle automati 


cally slows new 2-speed motor by ¥% for an 
y thy agitation and spin speed gentle as hand ac 
p to tion. (Regular speed for regular fabrics too.) 


2. Automatic Water Level Control matches 
water to load, saves up to 11% gallons 
3 New cold water wash and rinse feature is 


aaa perfect for heat-sensitive modern fabrics. 
/ 

it kL. 

ie 

— 


(Choice of warm or hot water, of course. ) 


Add to this, Double-Spin Tubs, Suds-Saver 
interchangeable colored lights, Safety Lid. 





a’ 
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eliminates the big dryer drawback 


NEW MAYTAG 
No-VenT orRYER 


The vent pipe is gone! Here's how it works: 

Only the air sealed inside the dryer is used. That air is 
heated to pick up moisture from the clothes 
Maytag’s exclusive water extractor then goes into ac 
tion! It turns the moisture back into water and sends 
it down the drain. The cleaned air returns for re-use 
A super-size lint screen (125 sq. in.) removes lint with 
super efficiency. Thus the fully automatic Maytac No 
Vent Dryer eliminates the vent pipe . 
lint and heat out of the laundry area. Clothes come 
out lint-free, smelling fresh as fresh-air dried. 


Add to this, Double Insulation, Safety Door, Ozone 


Lamp, and 230- or 115-volt operation. 


The Maytag Company, Newton, lowa 


IS TO MAYTAG: 
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keeps moisture, 





TV STAR. Bizarre attire on this young 
lady has attracted the attention of 
millions. She's appearing on Maytag’s 
“navy Loc” on the CBS-TV network, 
and in national magazine and news - 
paper ads to help Maytag Dealers sell 
the new All Fabric Automatic 
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NESCO ELECTRIC 
APPLIANCE LINE 


and 


MANUFACTURING PLANT 


FOR SALE 


A Going Business 
in Full Operation 


An unparalleled opportunity to acquire a line 
of products that are designed to give more 
people more pleasure. 


The NESCO line of “minor” 
electrical appliances 
(many designed by Raymond 
Loewy), is exciting in many 
ways. 


Sone of the units are not 
only “firsts,” but are still 
alone in the field. Others 
have such a skillful interpre- 
tation that consumer accep- 
tance has constantly 
mounted. 


This highly-styled product 
line did almost $5,000,000 
volume in 1955. 


It is being offered in its entirety, including the 
fully equipped NESCO manufacturing plant, 
located in Jacksonville, Illinois, which was built 


This plant has complete stamping facilities, plating, 
polishing, porcelain enameling and tool room divisions. 


FULLY STAFFED — NOW IN OPERATION 


For further information, 
wire, write 


BO 1053 ELECTRICAL MERCHANDISING 
330 West 42 St., New York 36, N. Y. 

















Ohi Gets Rolling 


More than 50 cities across the country have 
launched Operation Home Improvement campaigns; 
drive continues to snowball as other cities join program 


Local-level Operation Home Im 
provement drives have been launched 
in more than 50 cities from coast to 
coast, according to ohi executive di 
rector John R. Doscher. And with 
more than 1,000 letters of inquiry a 
week pouring into ohi headquarters, 
Doscher predicts that most of the 
country’s cities will soon have ohi 
programs under way. 

Among the major cities which hav« 
already started ohi programs are Chi 
cago, Los Angeles, San Francisco, S¢ 
attle, Oakland, Denver, Fort Worth, 
Detroit, Columbus, New Orleans, 
Tucson, New Haven, ‘Topeka, Buffalo 
and Philadelphia. 

In Seattle, one of ohi’s four pilot 
cities, R. V. Blackstock, lumber 
dealer and chairman of the local com 
mittee, announced a tentative budget 
of $100,000 for the city’s campaign, 
to be underwritten by local business 
men, 

In White Plains, N. Y., another 
pilot city, a demonstration project 
will completely modernize two older 
houses in which families are now liv 
ing. In Buffalo, N. Y. the Eric 
County Builders Association and the 
Buffalo Real Estate Board are offe: 
ing $2,000 in prizes to school students 
for ideas on how to improve thei 
homes and neighborhoods. 

Ihe governors of Arizona, Con 
necticut, lowa and Hawaii have issued 
“Home Improvement Year’ procla 
mations, backing up the national proc 
lamation issued Jan. 16 in Washing 


ton by Home Finance Administrator 
Albert M. Cole on behalf of President 
Eisenhower. 

Leading publications are also adding 
their support to ohi. The January and 
Vebruary issues of over 60 popular 
and business magazines devoted edi 
torial space to the campaign. (Sce 
Pg. 131, March, 56, EM.) Three 
magazines, Home Modernizing, Bet 
ter Homes and Gardens and Look ar 
sponsoring year-long home improve 
ment contests with up to $100,000 
in prizes. 

The ohi campaign is being spon 
sored by the Chamber of Commerce 
and over 70 leading trade associations 
and companies in the building, home 
equipment and finance field. The 
year-long drive is aimed at encourag 
ing homeowners to improve their 
homes. It also hopes to make it 
easier for homeowners to obtain fi 
nancing, materials and services 


Norge-Chrysler Tie 


The Norge division of Borg-Warner 
last month launched a promotion tied 
in with the Chrysler Corp. 

Starting March 19, dealers were 
offered a free Dodge truck, Plymouth 
station wagon, or Chrysler New 
Yorker based on the purchase of a 
quota of refrigerators. Officials said 
that by the end of the promotion, on 
May 31, Norge expects to write a 
check for $2,000,000 to Chrysler 





Lewyt’s 68th 





ALEX LEWYT cuts o birthday cake in his office while Walter J. Daily, left, vice 
president, and Mrs. Madge Ferredy, secretary, look on. The cake marks the 68th 
birthday of the firm, which was started on March 11, 1888, by Arthur Lewyt. It 
was then a wire puzzle business doing $4200 worth of business a year. This 
year, the Lewyt corporations may sell $100 million worth of goods 
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FRIGIDAIRE LEADS AGAIN — 
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to be washed and put away! 





campaign ever fo run in 


34 Ads in 34 weeks —power-packed 
4-color spreads and pages — 

It started in February, and now it’s run- 

ning full tide—the largest appliance cam- 

paign ever to appear in LIFE! Week after 

week of “powerhouse” color spreads and 


BE FIRST 
WITH 
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‘ Vanity ca 


netance, that showers down ice cubes at ¢ apd reg 
« tray—and automat - stores them in a « 
than ote ton hey 


t only that the . ire Picture Window 
vara wr! fully ae and shows you your 


And those shelves that roll ALL the way out to you 
as easily when heavily loaded as when empty Shilt 
nothing im front just pich up that item in beck that 
you're chtes decor a host of purely Prigudeie features that mabe 
And that howprtatile door that holds spreadeble butter 


from. Lait wo easily and carry it wherever you 
wish You 1 in that feature when your new supply has 





ise. for 


sch more reason tor wanting the 1956 
hd Pes ntry Refrigerator The lee Ejector 


cheese — leftovers, neatly honed — bottles ~ jars ~ trait 
jome cams you name it 

Maybe the best of all is that your Frigudeire Cold Pantry 

Ketrigerstor means basiwally beticr refrigeratwm No 
y eaperate and dry stagnant eit and odors here “flowing cold circulates 
constantly 

Theres more ~ lots more Styling with true glamor 

snap on color Decorator Panels to fit your kitchen 


«visit to your Frigndeire dealer » thrilling experience 














Week after week after week-—the biggest appliance 


pages—dramatic, arresting—and each 
drives home a wonderful new reason to see 
Frigidaire, buy Frigidaire, at Frigidaire 
dealers’. Yes, to see Frigidaire, and see the 
difference. 

It's another new lift to selling you'd expect 
from Frigidaire! 


FRIGIDAIRE 


Built and Backed 
by General Motors 





1956 


Vegetables 










FRIGIDAIRE §==% 


...the most famous name 
in refrigerators 








Built and Backed by General Motors 





How can you miss 
with backing like this! 


26 MILLION PEOPLE 
read LIFE every week! 


Over 


12 MILLION WOMEN 
read LIFE every week! 











ALSO with backing like this! 
Loom om 


Over CBSTV Network , 

CAH WEEK 
— Frigidaire’s new Ty 
weekly hit show — 
“Do You Trust Your Wife?” — starring Edgor 
Bergen, Charlie McCarthy, Mortimer Snerd. 
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AND IT ALL BELONGS TO 


PHILCO DEALERS 


WHY HOME-OWNERS ARE READY TO BUY 


You'll be hearing a lot about the "Built-in 
LOOK Without The Built-in COST” in 
the months and years to come. It's a com- 
sletely new idea in appliance buying and 
Eiechen planning ...an idea that was ee 
neered by Philco to meet a real need of 
home-owners 


You know as well as we do that the vast 
majority of home-owners shy away from a 
permanent built-in kitchen installation, They 
do so for many reasons—cost of remodeling 

dislike of “tearing up the kitchen” 
the Axed design and lack of flexibility of 
permanent installations the possibility of 
change of location or living arrangements. 


It is exactly for this vast group of home- 
owners that Philco Custom Sectional Appli- 
ances were created. They can be placed in a 
kitchen without remodeling. They can be 
added to switched from one side of the 
kitchen to another, made to accommodate 
changing family ideas. They can even be 
moved out of one house and fitted snugly 
into the kitchen of another. 


Thousands of home-owners who might 
never install built-in equipment of a perma- 
nent type will be highly interested prospects 
for Philco Custom Sectional Appliances . . . 
particularly because of Philco’s heavy adver- 
tising and promotion on this line. 
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Refrigerator-Freezer, Elevator Oven, Surface Cooking Units, Dishwasher-Sink, 





Not only are these appliances built to Philco top 
standards of quality and performance, but they 
are properly proportioned for greatest efficiency and 
flexibility; not over 34%’ high to fit under the 
counter when desired; not over 33'4"' wide to 
prevent the door from becoming unwieldy, and 
of a depth to allow it to be used with standard 
cabinets and counter tops in the kitchen. This is 
a typical example of how carefully Philco has 
planned so you can sell Philco Custom Sectional 


Appliances easier and without qualification, 


NATIONAL MAGAZINE Advertising 


Starting this month, Philco is launching a national 
advertising program in leading magazines to bring 
Philco Custom Sectional Appliances to the attention 
of millions of home-owners right at the time when 
modernization is a subject of high interest. 
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Philco Dishwasher-Sink, Sectional Refrigerator, Surface Cooking Units, Elevator Oven and Freezer, 


How Philco helps its Dealers Sell 





Sales-Getting PROMOTIONAL HELP 


Along with its national advertising, Philco makes avail- 
able point-of-sale materials that can be used effectively 
with both roups and individual home-owners to demon- 
strate the dexibility and versatility of Philco Custom Sec- 
tional Appliances, and the big savings they make possible 


If you would like more detailed information about Philco Custom Sectional Appliances, write to 
Builder's Div., Ext. 473, Philco Corporation, Phila. 34, Pa., or get in touch with the Philco distributor 
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in your locality. Ask about Philco’s floor plan and financial arrangements, too. 
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UNIVERSAL 


‘Reg. U.S. Pat. Of 


SEEKS MORE 
DISTRIBUTORS FOR 
FASTEST SELLING 











SEWING MACHINE 
LINE IN AMERICA 


Universal SUPERTONE 





















This popular straight-stitch model is 
styled in handsome silver and green 
colors. It features a die-cast top, 
built-in light, and a special link motion 
designed for quieter operation 


COTE THEO EH ERR EE HERR E EERE EEE 


Universal STREAMLINER 





THE FABULOUS NEW UNIVERSAL AUTOMATIC 


A sewing machine of the most advanced design 

revolutionary new stitch selector guide makes it 

easy to predetermine any type stitch instantly. 

Smooth cam action does the work automatically 
practically unlimited variety of stitch combina- 

tions. It comes in smart two-tone decorator colors 
to harmonize with any home 


COREE RETR RRR ee eee 





This straight-stitcher comes in a smart 
pastel green finish. The features in- 
clude a built-in light, link motion, top 
bobbin winder, and a double balance 
wheel which insures smoother, quieter 
operation. 


Prrrrrrrrrrr rt etter) 


Lid e Te) 


Beautifully designed console and desk cabinets, : A distributer’s dream come true 

all of Sly veneer, with hand-rubbed finish, brass it 
or carved wood handles. « Priced to meet the toughest competi- 
tion! 

Hard-hitting national advertising and 
publicity campaign is making the Uni- 
versal Line the most talked about, the 
most wanted sewing machine line 
Plants in New York and Chicago with 
unlimited production facilities 


All distributors backed by solid and 








TTTTTT osecece docccccccescococoece effective sales and advertising ammu- 
nition 
Don't miss out . . . get on the ever-in- 


creasing network of prosperous distribu- 
ters and dealers who are already making 
high profits on the new Universal Sewing 
Machine Line! 


Write or phone today for complete infor- 
mation and literature on YOUR deal of a 
lifetime! 


STANDARD SEWING EQUIPMENT CORP. 


New York — 76 9th Ave. Chicago — 1139 S$. Wabash Ave. 
WAtkins 4-6730 WEbster 9-2553 








Order in Oven 


Does the cparate oven call for a 
revamping of standardized kitchen ar 
rangements? 

It does where these arrangement 
exclude desirable oven locations, a 
cording to the Small Homes Council 
of the University of Illinoi The 
Council recently investigated the pra 
ticality of eight different oven loca 
tions in the kitchen and issued its 
findings in a circular titled “Separat 
Ovens 

What specihc oven locations ar¢ 
preferable in the kitchen? ‘The Coun 
cil finds these four bests: 1) opposite 
the mix counter and the sink; 2) at 
the extreme end of the kitchen a1 
rangement next to the serving counter; 

is part of any work center that is 
isolated from the others, and 4) in a 
corner between any two centers. 

Miss Helen FE. McCullough, asso 
ciate professor, and Mrs. Martha S. 
Schoeppel, assistant, who did the r 
earch for the new circular, insist psy 
chological and physical factors are as 
important as step-saving factors in 
oven installations. They point out 
that women object more to the feel 
ing of being crowded in work space 
than to taking extra steps. 

As to the growing popularity of 
separate ovens, the new circular cit 
these advantages as the reasons: | 
offers homemakers a convenient work 
height, eliminating stooping or bend 
ing; 2) allows for more storage space, 
with ovens apart from surface cooking 
units, and 3) frees surface units for 
island, peninsula and other flexible 
arrangements 

\ few installation precautions ar 
listed in the Small Homes Council’ 
circular These include providing 
counter space adjacent to the oven 
keeping the unit at a height where the 
opened door is at elbow height, and 
guarding against escaping moisture 
marring the surface above the oven 

he new circular on ovens is avail 
ible to dealers at a nominal cost of 
ten cents per single copy. Mail r 
quests should be directed to Small 
Homes Council, University of Hlinois 


Urbana, I] 


Growth In Centrals 


Residential central air conditioning 
expanded 68.5 percent last vear, a 
ording to the Air-Conditioning and 
Refrigeration Institut 

The group announced recently that 
it least 130,000 homes were com 
pletely air conditioned with central 


systems during 1955, as compared 
with 77,150 residences in 1954. Georg 
S. Jones, managing director of tlh 
Institute, said the central air condi 


tioners were in addition to the 1,300 
000 room air conditioner units sold 
last year 

Jones predicted that central air con 
ditioner sales in 1956 will break all 
production ot 
the central units has brought about 
a reduction in the cost of home cool 
ing,” he said. “This may mean that 
air conditioning will become standard 
throughout the country for new dwell 


records Lhe mass 
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Pocket Full of Sun 





A NEW—-pocket-size solar radio deve! 
oped by the advanced circuits sub-sec 
tion of G-E’s electronics laboratory 
weighs 10 ounces, will operate contin 
uously in daylight, and will run 500 hour 
in darkness without recharging. Th 
unit has a miniature storage battery cor 
tained in a transparent case, along with 
four transistors, seven solor cells, and 
other components. Programs are heard 
by using a miniature earplug. Solar bat 
teries are too expensive to justify manu 
facture of the radios at present, so the 
company has no production plans 


Color TV Outlook 


General Electric, generally conserva 
tive on color ‘I'V, is now predicting 
that the industry will be selling five 
million color sets annually by 1960 

Dr. W. R. G. Baker, general mana 
ger of G-E’s electronics division, still 
thinks 1956 sales will be “something 
like 150,000 sets,” however. He said 
the $500 price may be reached next 
vear. But he will be “happily su 
prised” if industry sales top 850.000 
for 1957. 

He said the million mark will be 
reached in 1958 and it mav be 1959 
or 1960 before color outproduce 
black and white. By 1964, however: 
the industry will be selling seven 
million color sets alone, he estimated 

Westinghouse, meanwhile, an 
nounced it will begin producing color 
sets sometime in mid-year. E. J. Kelly, 
general manager of the television 
radio division, said, “We have designed 
1 small compact receiver with larg: 
screen, employing a 22-inch rectangu 
lar all-glass color tube 


Outlook for A.C.’s 


The room air conditioner section 
of ARI recently reported that inven 
tories are down from last year and 
ile S Are up 

At a New Orleans mecting, the s« 
tion noted that over 1,300,000 ai 
conditioners were sold last year—a 30 
percent mcrease ove! the previot 
year. Inventories in the hands 
manufacturers and distributors on De 
cember 31, 1955, was 49 percent | 
than a year previous 

In January, shipments were up 35 
percent by manufacturers and 23 per 
cent by distributors while the inven 
tory level at the beginning of Febru 
iry was still below the February level 
of 1955. The group said that scattered 
reports about 1956 indicate that “re 
tail sales were much higher than in 
previous yvcars for the period oe 
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Stuart F. Louchheim Company, Philadelphia wholesale distributor, reports: 


“Calee up almoct 300% over 





any previous dahuary 





thanke to York!" 


"We sold more York Hi-Ef Air Conditioners in January and February 
alone than in the first six months of 1955. York has rocked the 


market! 





"We've always done a big room air conditioner volume, but this year 


sales are hitting an all-time high! 


"The York name carries a lot of prestige with consumers and dealers 
alike. We find it's a very easy name to sell!" 





STUART F. LOUCHHEIM COMPANY 
1229 N. Broad Street 
Philadelphia 22, Pa. 


Ylouk-the quality name in air conditioning -means prestige and prot fov you! 










THERE ARE MORE YORK-BUILT 
ROOM AIR CONDITIONERS IN USE TODAY 
THAN ANY OTHER MAKE! 






ods 


refrigeration 
air conditioning 


the quality name 


1956 





im ar conditioning 


Here are the facts: Deliveries of York Room Air Conditioners 
to dealers from Oct. 1, 1955 to Jan. 25, 1956 are more than 3 
times the figure for the same period last year! 


York—and York alone!—brings you true Hi-Ef Air Con- 
ditioning (more cooling with less current) and the revolutionary 
new Snorkel Air Conditioner! 


York has the products, the promotions, and the Grand 
Slam Profits Plan. Wire or mail coupon today for details. 
York Corporation. 


Pai: ROT aia 


R. E. Cassatt, Manager of Sales 
York Corporation, Commercial Division 
York, Pa. 


I'm interested! Rush me the facts on York's Grand Slam Profits 
Plan. 


Name 





Company 
Address 
City 











Zone State _ 
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STEEL KITCHEN cobinet manufacturers chat during the recent quarterly meeting 
of SKCMA in New York. From left to right are F. E. O’Connor, Geneva Steel 
Kitchens; H. S. Lawrence, Capitol Kitchens, president of SKCMA; George Shenk, 
AO | 
- 





U. S. Steel Corp.; and M. L. Ondo, Youngstown Kitchens 













Here's how the exclusive new 


... Plans for September 


Good Housekeeping- guaranteed CE yw 
semi-automatic valve on the new Good Howsekeeplag 
Myers Softener stacks up with five £2 6 sovsarnse et | 
competing semi-automatic valves! | 


/ > . ? 
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Semi-automatic valves of five well-known 







“2 








competitors MYERS| ALB CIDIE | 





Bypass during 
regeneration 





Automatic rinse 





Protected against salt : 
entering service lines ' a 


+ r sb . = . ¥. \ ’ 
All brass construction | oa) —om a 
MEMBERS discussed and approved plans for Steel Kitchen Cabinet Month in 
Hermetically sealed J September. Talking about the plans at lunch are Harvey G. Knuth, Lyon Metal 
contro!-device clock Products, inc.; C. K. Reynolds, Jr., Republic Steel Kitchens; and Marvin J. Berz, 
Marvel Metal Products Co. 

















Rinse-flow control 








Backwash-flow control 











Automatic backwash ; 








Automatic bypass 
ee : 


Find out today about this great new ‘Myers Softener and the 














brand-new promotion that goes with itt 
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LUNCHEON SPEAKER Laurence Wray, editor of ELECTRICAL MERCHANDISING, 
is seated between R. A. MacNeille, left, president of St. Charlies Mfg. Co. and 


WATER SOFTENERS H. S. Lawrence sales manager ‘of Capitol Kitchens. Wray spoke on ‘The Dealer 
THE F. E. MYERS & BRO. CO. + 4604 ORANGE ST., ASHLAND, OHIO in the Kitchen Business.” 


Myers 
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NO OTHER FAN LIKE THIS! 














A PRODUCT 





OF KING-SEELEY CORPORATION 








PRE-SEASON SALES UP 300% ...HERE’S WHY— 


Signal’s exclusive Free-Flow Grille 
design with the famous "Stout-Heart” 
electrically-reversible motor made this 
fan the sellout success of 1955. This 
kind of success is destined to be 
copied! 


* 


Again Signal gives you more! More 
CFM, more versatile cooling with both 
diffused and direct air-flow from the 
same powerful, yet whisper-quiet unit. 


Signal fans are automatic with ther- 
mostatic control, They're the versatile 
fans that can be adapted three ways 
with Signal Accessories. 





No other fan line moved so fast. Over 
250,000 delighted users Signal-cooled 
across the nation. It's the fan line 


they called for by name. 
— 











No other fan can carry Signal's famous 
sales-building 5-Year Guarantee be- 
cause no other fan has the Signal- 
built "Stout-Heart’ motor . . . inter- 
nationally respected for 65 years. 





Nationally advertised in LIFE and 
POST. A sellout success in ‘55 and 
sales already up 300% for '56. Get 
the Signal! 








WORLD’S PIONEER MANUFACTURER OF 
ELECTRICALLY-REVERSIBLE WINDOW FANS 
SIGNAL ELECTRIC DIVISION - KING-SEELEY CORPORATION + Menominee, Michigan 
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Cash in on these 
ELECTRIC TEA KETTLE 


sales features! 


@ SPEED — 2 PINTS OF BOILING WATER IN LESS THAN 6 MINUTES 
@ CONVENIENCE — USE IT ANYWHERE — FREES 1 RANGE UNIT 
@ NEW STYLING — STAINLESS STEEL WITH SOLID COPPER BOTTOM 




































HEATS 2 WAYS 


@ As an electric appliance 
@ On surface unit of range (without plug-in) 
































HOT WATER FOR 
EVERY KITCHEN NEED 


FOR MAKING INSTANT 
OR DRIP COFFEE, TEA, COCOA 


ELECTRIC 


Popularity growing by leaps and bounds! West Bend's 
Speedmaster is proving to homemakers all the convenience an electric 
One utility moved 1,000 Speedmasters 
in one week, Adds new sales spark to your assortment 


TEA KETTLE 


tea kettle can give 


of premiums designed for electric power load building. 
Frees one range unit for extra cooking utensil and has additional 
uses as steamer or vaporizer, Stainless steel with solid copper 


bottom. Order now for immediate delivery 


WEST BEND ALUMINUM 
DEPT. 184 WEST BEND, WISCONSIN 


a & @ 4 
T rn FLAVO-MATIC _— ee MIXER 





8-in-1 appliance 
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They're In The Clouds 





MOTOROLA'S soles manager J. B. ’Kip’’ Anger shows the company’s new line of 


transistor portable radios to some 50 Southern California appliance dealers high 


above Los Angeles 


clouds and we're asking you to join us.” 





Promotion Briefs 





¢ Admiral Corp. is offering dealers a 
special spring phonograph promotion 
package to attract consumers to a 
$20.20 saving. Valued at $100.15 and 
consisting of a 4-speed table radio 
phonograph, a 45 rpm spindle and a 
matching record storage table, the 
package will be offered for $79.95, ac 
cording to Edmond I. Eger, vice presi 
dent-advertising. The firm also has in 
the works an extensive spring ad pro 
gram on radios, built around its new 
3-way portable with “Rotoscope”’ an 
tenna 


e G-E’s housewares and radio recei\ 

division is making available to dis 
tributors and dealers a full-color fish 
ing film, titled “Fishing Season” and 
featuring Ted Williams. ‘The film is 
in institutional promotion designed 
to emphasize the male influence in the 
purchasing of housewares and radio 


¢ Amana Refrigeration’s new 76-page 
ook book, “Meal Magic,” is being 
offered free in the firm’s TV and 
magazine advertising. The gift offer is 
designed to build trafhe for 
lie-in 
ivailable to dealers 


dealers 


promotion materials are also 


@john Oster Mfg. Co.'s extensive 
advertising campaign on its new elec 
tric meat grinder, scheduled through 
the first half of 1956, includes copy in 
13 consumer and cight trade maga 
zines, radio commercials, I'V jingles 
and film strips, and metropolitan and 


local newspaper coverag« 


@ Kasy Washing Machine Division is 
launched on an advertising program in 
some 400 newspapers in 300 markets 
to introduce its new washer-dryer. The 
budget for the program in the next 
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The dealers attended the two-hour, 
sentation after receiving a Motorola telegram which said 


12,000-foot-high pre 
“We're up in the 


six months is reported double any 
previous record investment. 


® Manitowoc is forwarding all of its 
distributors a miniature Cadillac as 
part of its promotion of the sales con 
test now in progress. In commenting 
on the progress of the push on the 
“2-Zone’ and uprights, ‘Tom Hannon, 
gencral sales manager, said he expected 
every Manitowoc distributor to own a 
Cadillac, ‘for a job well done.” 


@ Eureka has hiked its national adver 
tising appropriation by 13 percent this 
year to support the inaugural cam 
paign on its “910” canister vacuum 
cleaner. A year-round campaign 1s 
scheduled in consumer and trade mag 
zines, and newspapers in all major 
markets will be used on a co-op basi 

© Roto-Broil Corp. of America ha 


inaugurated 1 prom tion Canlipaign 


built around a package consisting of a 


Fiesta” unit, a mobile table and a 
}2-piece sect of silverware, all priced at 
$59.95. The program is costing $10, 
000 a dav and the 60-day run winds 


up on Mother's Day 


e U.S. Steel Homes, Inc., subsidiar 
of U.S. Steel allocated 
$300,000 for its ad campaign promot 
ing the Bride’s House of 1956. Deal 
ers of the firm are duplicating the 
house and furnishings and the public's 
exposure throughout the country will 
give wide prominence to the Tappan 
built-in Youngstown-Tappan 
range, and Youngstown dishwasher 
and cabine 


Corp., has 


oven, 


© Schick Inc.'s current merchandising 
campaign which pushes the theme 


“Wanted, 1,000,000 Old Blade Ra 


zors,”’ authorizes dealers to allow $7.50 
for “anything that shaves or was ever 
meant to shave’’ towards the purchase 
of a new Schick “25.” 
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NEW / 
FULLY AUTOMATIC 


MONITOR 


Tet 99” 


DRYER 








There’s more ina 





. | NATIONALLY 
PROMOTED! 


Dynamic Advertising, Solid Merchandising 
Complete Dealer Helps: mats, literature 


window streamers, et 


Here are the sales-sizzling features: 

® DRYING ACTION—exclusive patented Volume-Air jet “floating” 
action, doesn’t tumble or wear clothes, NO LINT TRAP. 

@ AUTOMATIC—thermostatic control. 

@e NO INSTALLATION—just plug in. No venting! 

© PORTABLE—fits anywhere, 16” x 16” x 32”, rolls on wheels. 

@ EASY LOADING—through top, no bending. 

* 

* 





STREAMLINED—gleaming white cabinet, utility top. 
DRIES—4 to 8 lbs. of clothes. 
SIMPLE CONSTRUCTION—no service problems. 














ELECTRICAL MERCHANDISING—APRIL, 1956 








MONITOR sale! 





only 


$9Q95 


the only 110V dryer 
with high speed 
evaporation 
action 


* PRICE SLIGHTLY HICHER 
IN SOME AREAS, 


Handsome 
Twin Units Too! 


veshers, rom $5 Q95 


A few valuable Monitor caclusive 
distributerships available 


te ee ete tee 


MONITOR EQUIPMENT CORP 
Riverdale-on-Hudson, New York 71, N 
Telephone: Kingsbridge 3-5400 


f 
t 


%~¢ 
Y 






] Please send me full information on new MONITOR Jet 99 Dryer 
C) ft mow sell MONITOR Aerator Washers 


Name 


Address 


City State 


MONITOR EQ UIPMENT CORP. World's Largest Manufacturers of Portable Washers and Dryers 
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balance? 


Model P91, 4 K.P, 
Single Cylinder 





sell the many advantages 


‘os 


ty. Werld's leader in com- 
pressors for the original 
equipment field 


When your sale appears to hang in a balance and the customer 
needs further convincing, satisfy this desire for the best by sell- 
ing the features that have made Tecumseh Welded Hermetics 
the most widely accepted compressor in the air conditioning and 
refrigeration field. 

Here are some facts about Tecumseh that you can use as sales 
tools: 

LOW INITIAL COST — Large production, based on constant de- 
mand, keeps cost low, and the savings are passed on in original 
equipment, or more “extras” at the same price. 

SMOOTHER QUIETER OPERATION—Compressor is hermetically 
sealed in oil to give longer trouble-free performance .. . internal 
spring mounting, available only in true hermetic compressors, 
eliminates vibration and assures quieter operation. 

COMPACT DESIGN — Resulting from public demand for in- 
creased food storage space without increasing the size of the re- 
frigerator and smaller overall dimensions for room conditioners. 
FREEDOM FROM SERVICE—Designed specifically for a particu- 
lar application, efficient overall operation has resulted in less 
than 1% field returns under warranty for complete systems. 
Make your selling job easier .. . make sure your air conditioning 
or refrigeration appliances come equipped with Tecumseh Her- 
metic Compressors. 


21,000,000 TECUMSEH COMPRESSORS IN USE TODAY! 


TECUMSEH PpgDUCTS 


TECUMSEH MICH. 
P. O. Box 2280, 24530 Michigan Ave., W. Dearborn, Mich. 
PAGE 


WELDED 
HERMETICS 

























World's Largest 
Producer of 
Compressors for the 
Refrigeration Industry 








EXPORT DEPT.: 
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Contest Briefs 





* Frigidaire division’s merchandising 
manager, W. F. Switzer, has an- 
nounced the winners in the firm’s re- 
cent $100,000 “Free-For-All” contest, 
designed to stimulate interest in 
kitchen modernization. First prize 
went to Mrs. George W. Sowell, 
Philadelphia, Miss. She chose a 
$2,000 kitchen-laundry package, and 
salesman Lamar Oliphant, Oliphant 
Furniture Co., who furnished Mrs. 
Sowell her entry blank, received a 
cash award of $500. Second prize of 
a Fridigaire kitchen plus a $1,500 re- 
modeling allowance went to Mrs. 
red W. Allan, San Francisco, Calif., 
while a third-prize Chevrolet station 
wagon was captured by Mrs. Catherine 
Wright, Clifton Forge, Va. <A. H. 
Dener, Hale’s, San Francisco, and 
I’. H. May, Western Auto Associate 
Store, Clifton Forge, were the Frigid- 
aire salesmen who won $300 and $150 
respectively for accounting for win- 
ners. An additional 150 prizes of 
Frigidaire’s '56 appliances were also 
awarded to contest winners 


¢ Silex-Handyhot $20,000 Sweepstakes 
winners ran to 707 when the promo 
tion to introduce the firm’s pastel- 
colored Blendette recently concluded. 
Mrs. Elinore Schleif, Downers Grove, 
[ll., ran off with first prize, a 1956 
Dodge Coronet, while second and 
third place winners received Admiral 
15-inch TV consoles and Sub Zero 
22-cubic-foot home freezers, respec- 
tively. Silex automatic percolator sets, 
electric ice cream freezers, portable 
fan-heaters, electric knife and scissors 
sharpeners, food choppers, coffee- 
makers and carafe sets were included 
in the awards to 700 other winners. 


¢G-E’s automatic fan and blanket 
department awarded its 1956 Ford 
Chunderbird grand prize in the re- 
cent “six-shot” heating pad sales cam- 
paign to Robert J. Runk, of Downey, 
Calif. Runk is a member of the 
Gough Industries sales force and a 
10-year veteran with the firm. Along 
with James Gordon, who won a two- 
week Caribbean cruise during the con- 
test, he made the second Gough em 
ployee to hit in the winning column. 


¢ Crosley & Bendix Home Appliances 
Divisions awarded Mrs. Mary L. Car- 
penter a $10,000 check for winning 
first prize in its national contest to 
name the washing action of the Ben- 
dix Power Surge automatic washer. 
Washers went to 360 second prize 
winners in the $100,000 contest. Mrs. 
Carpenter's prize-winning name has 
not been disclosed, but use of the 
name in forthcoming promotions is 
planned 


¢ Lewyt Corp. has launched a spring 
vacuum cleaner contest for sales man- 
agers called “Win Your Weight in 
Silver,” in which individual weight 
will play an important part. Ending 
April 20, the contest offers $5,000 in 


prizes to winning sales managers 
'hree groups of sales managers, 
based on the buying power index 
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will compete. Top man of all three 
will win $1,000 or more, depending 
on his weight, while the leading men 
in the other two groups will win 
$800 or more, depending on their 
weight. Tied in with the promotion 
is the offering at retail of the model 
“88” vacuum cleaner and Arden chest 
for from $59.95 to $79.95. Retail 
value of the combination is set at 


$104.90. 
* Kansas City Power & Light Co. has 


won first award in the poster cam- 
paign division of the Fourth Annual 
Local Outdoor Advertising Contest. 


¢ Motorola dealers and dealer salesmen 
are registering for the retail phase of 
the firm’s “Power Drive” sales offen- 
sive in record numbers. Over 10,000 
will participate in the contest for 


$300,000 worth of merchandise 
awards. The contest runs through 
May 30. 


¢ Raytheon’s television and radio op- 
erations sales contest for eae the 
salesmen, “$10,000 Year End Prize 
Bonanza,” has yielded four first and 
four second prize winners, plus 65 
other salesmen winners in the third 
and fourth prize categories 


Universal Promotes 


What William J. Cashman, adver- 
tising director, Landers, Frary & Clark, 
calls “by far the biggest amounts ever 
spent in previous years” is being 
budgeted for the promotion of the 
new Universal ‘““Coffeematic”’. T'wenty- 
six consumer magazines will carry a 
total of 94 ads; newspapers in 35 key 
cities will run 11] ads; 270 ads will ap 
pear in trade magazines and papers, 
and displays and brochures will be sup 
plied distributors and dealers. Also 
available to distributors and dealers is 
an Elmer Wheeler sales training film, 
“Sizzle Your Way to Sales.” 


New EM Editor 





JOHN A. RICHARDS hos joined the stoff 
of ELECTRICAL MERCHANDISING as 
associate editor working out of the New 
York office. He has been associated with 
the TV-appliance industry for the past 
eight years and was formerly managing 
editor of another publication in the field 


MERCHANDISING 












This Chico Cooler 
isn’t heavy... 


e 
: : ’ 
/ 
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. 
The 1956 Chico Coronado is easy to carry, fast 
to move. High styled, a truly portable evapora- 
tive air cooler with oceans of cooling power. 
Here’s summer comfort within the means of 
everyone ... a fast seller when hot weather 
strikes. Summer is coming soon... wire today 


for complete information and the name of your 
nearest distributor. 


CHICO AIR COOLERS 
525 Market Street « San Francisco 5, California 
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Motor Repair Shop 
Highly Recommends KLIXON 


Motor Protectors 


ROME, N. Y.; Freeman Electrical Motor Corp., has much expe- 
rience in motor rebuilding, and knows the part that Klixon Protec- 
tors play in preventing motor burnouts, Here's what Mr. W. 


Saladin says about Klixon protection: 


“Our motor repair experience has been such that we rarely see a 
Klixon Protected Motor in for a major repair. With this proof that 
Klixon Protectors prevent motor burnouts, we highly recommend 


their use in motors.’ 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer, In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with KLIXON 
Protectors. 





WRITE FOR THE NEW FREE INFORMATIVE BOOKLET, 
“THE STORY OF THE SPENCER DISC.” 
METALS & CONTROLS CORPORATION 


SPENCER THERMOSTAT DIVISION 
2504 FOREST STREET, ATTLEBORO, MASS. 
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RADIO-TV 





TV: It Sells You 





Appliance dealers can expect to see more 
closed circuit television, more “electronic merchandis- 
ing,” as the business world learns how to use TV 


Vor a decade, appliance dealers have 
been Now tele- 
vision is beginning to sell appliance 
dealers—and retailers and distributors 
in all business. An era of “electronic 
merchandising” has dawned 

Many dealers have already 
exposed to one type of 
merchandising” 


selling television. 


been 
“electronic 
the closed circuit 
telecast. A good example is the Live 
Better Electrically show which was 
seen recently by several hundred ap 
pliance retailers in almost 80 cities 
across the nation 

lheatre Network Television, the or 
ganization that distributed the Live 
Better Electrically show, is just one 
of the firms that provides closed cit 
cuit television for private industry 
(TNT also televises the fights, opera, 
and similar programs to theaters for 
the paying public.) 

A look at TNT’s financial books 
gives a clue to the expanding field of 
closed circuit TV. Last year, accord 
ing to T'N'T executive producer Mar 
tin H. Poll, the organization did $1 
million worth of closed circuit TV for 
private business. (This does not in 
clude the fights, etc.) This year, how 
ever, I'NT already has orders for $4 
million worth of closed circuit busi- 
ness television. 

TNT has done several telecasts for 
appliance firms, including a 32-city 
hookup last summer for Necchi-Elna 
Recently, TNT was used by General 
Electric for the Sahloff announcement 
that small appliance prices would be 
cut. In that telecast, 16 cities wer 
linked up. After Sahloff’s 45-minute 
speech, distributors in each city were 
given an opportunity to ask questions 
of the speaker via a two-way sound 
connection, 

NBC’s Contribution. Among th« 
networks, NBC is a leader in “elec 
tronic merchandising.” While TNT 
will do closed-circuit telecasts for 
mvyone, NBC offers this 
INT uses rented hotel ball 
rooms or theatres; NBC uses the 
facilities of affiliated stations. 

Ihe closed circuit telecast is only 
one prong of the NBC merchandis 
ing program, however. Heading up 
the NBC merchandising department 
is affable Murray Heilweil, a veteran 
merchandising expert Under Heil 
weil are 12 supervisors who cover the 
market 


service to 
sponsors 


50 major areas across the 
nation 

(hese supervisors help NBC spon 
sors merchandise their advertising 
they sell the distribution chain on 
the importance and the effectiveness 
of the national ad campaign. These 
supervisors will visit distributors, key 
retail outlets and department stores 
and tell the right people how to capi 
talize on the TV ad efforts of the 
manutacturer 
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Often these NBC representatives 
carry a portable rear-screen projector 
With this electronic tool they can 
show the retailer or the distributor the 
actual commercial that will be used 
a message from the star who will be 
promoting the product, or possibly 
a filmed message from the president 
of the company. 

According to Heilweil, big retailer 
often have the NBC man give his 
pitch to floor sales personnel to in 
doctrinate them about forthcoming 
campaigns. 

Ihe supervisors also coordinated 
the ad campaign at the local level, 
with mailings, on-the-air promotions 
and bulletins from the local affiliate 
NBC also sells point-of-purchase dis 
plays to the sponsor for use at the 
local level. (NBC turned out over 
10 million pieces of this material last 
year.) Finallv, the supervisors get the 
word to local distributors and retailers 
about using local “break-ins” on shows 
like “today”, “HOME” and “to 
night” which offer the dealer a chance 
to tie-up with the nationally adver 
tised products. 

The NBC merchandising depart 
ment is just four years old, but it has 
been growing steadily. In 1954, the 
department worked on the problems 
of 107 sponsors. Last year, the de 
partment tackled over 130 sponsor 1 
quests for help. 

Probably one of the most interest 
ing by-products of NBC’s program is 
of special interest to appliance deal 
ers. Heilweil points out that many 


of the closed-circuit shows are done 
in color. He thinks many potential 
color buyers see their first color TV 


in a closed-circuit show 


Magnavox Buys Two 


Magnavox bought its second com 
pany of the year last month with th 
purchase of Sentinel Radio Corp. of 
Evanston, Ill. Earlier, Magnavox a 


quired “certain assets” of Spartan 
television 
The new move was announced b\ 


Magnavox president Frank Freimann 
and Sentinel executives Milton D 
Block and Richard S. Lawton. The 
proposed sale was submitted to Sen 
tinel stockholders March 26 

Lawton, the present secretary 
treasurer, will continue in an executive 
capacity and the Sentinel operation 
will be under the direction of Leonard 
IF. Cramer, vice president and general 
manager of Magnavox. Freimann 
commented that the purchase “will 
facilitate the planned long-range ex 
pansion program of Magnavox.” 

Meanwhile, last month Magnavox 
shipped its first “Spartan” set to 
former Spartan dealers. 
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AND THESE EXCITING 
NEW THREE-WAY 


SYLVANIA 
PORTABLES! 


“‘PROSPECTOR” MODEL 3401 
‘ AC-DC BATTERY RADIO WITH 


“Gage Garde sun Dial-Compass 
s , ‘ 2 i . 
: Re ‘ > . 





‘ \ 
4 ‘ 





e 
“ 





$6495" 


Newest idea in portables! A built 


in sensitive Geiger Counter to 
detect radioactivity with both neon 
indicator and sound. Features ac 

curate Sun Dial and Compass for 
more fun outdoors! ‘lop-grain genu- 
ine cowhide cabinet with carrying 
strap. AC-DC or Battery operated. 
B 


uit-in antenna 


“HOLIDAY” PORTABLE MODEL 3302 


$3925 


Portable with 
metal case for extra strength. Cov 
ered with non-scuff simulated 


Rugged Sylvania 


ostrich-skin. AC-DC or Battery 
Built-in antenna 
“SPORTSMAN” 
LOW-COST PORTABLE MODEL 3201 


————— 


Priced from 


29% 


Sturdy Polystyrene case in choice 
of colors. Built-in antenna. CD fre 
quencies marked on large tuning 
dial. 

*alightly higher in far West and South 
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The SYLVANIA 
“Phone-Radio’ 


$3925 


Ask your SYLVANIA Distributor 
about this Special demonstration display 











ae, 


radio— : 
It’s a Se intercom——~~ 
On a baby sitter 





For the first time here is a new approach for you to 
sell fine table radios. The new Sylvania “‘Phone-Radio” 
System consists of a control unit and auxiliary unit, 
each with matched microphone-speaker. The control 
unit has AM Radio plus Intercom. The auxiliary unit 
is a receiver-transmitter for any room of home or 
office. Ideally priced, your customers will immediately 
recognize the advantage of such an addition to their 
home. Call your Sylvania distributor for full infor- 


mation now! 
BACKED BY 
BIG LOCAL PROMOTIONS 
TO BRING YOU 
BUSINESS IN YOUR AREA 





This handsome display can be used any place 
in your showroom, Designed to be used as a 
unit or separated for sound demonatration, 
its flexibility file in any counter area 


Big ads in local papers and special sections — 

“PARADE”’— APRIL 8th. . .“THIS WEEK”— APRIL 15th 

Plus “BEAT THE CLOCK”— America’s Family Fun TV Program 
Keep your eye on 


WY SYLVANIA 


«+» fastest growing name in sight 


Radio & Television Division 
Buffalo 7, New York 





Prices shown are manufacturers suggested list pricea, 
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ASSOCIATIONS 





Make Haste Slowly 


Not all gains come from pell-mell activity, key- 
noters tell West Coast winter confab; roles of appli- 
ance production, color TV outlined by spokesmen 


Manufacturers must learn to oper 
ate with a steadily increasing or level 
volume rather than with the full out- 
- of their production lines, Stanley 

Wolkenheim, director of market- 
ing, A. O. Smith Corp., told nearly 
500 members and guests of the Bureau 
of Home Appliances at San Diego 
during its recent annual sales confer- 
ence, Logically, production facilities 
have been built to handle production 
for years to come; he said it is only 
illogical when a manufacturer expects 
to sell immediately the full produc 
tion of these long range facilities 

In a long range, steadily increasing 
appliance business, Mr. Wolkenheim 
said that two factors musv be consid- 
ered now: (1) Each manufacturer 
must establish a clear cut policy of 
distribution—and stick to that policy; 
(2) The industry must work together 
to re-establish specialty selling, par- 
ticularly through upgrading the sp« 
cialty salesman to a position of equal 
status with the engineer 

No immediate drop in the prices of 
color television receivers was seen by 


RETMA president H. Leslie Hoft- 





Association Briefs 





*The Los Angeles Electric League 
recently held its 10th annual meeting, 
at which Ray King, of Ray Kings 
Appliance Center, Van Nuys, Calif., 
was installed as president. King, a 
veteran of 25 years in the electrical 
appliance business, heads an organi- 
zation now grown to 411 members. 


*The Vacuum Cleaner Manufac- 
turers’ Association has named these 
men to association committees: Joseph 
S$. Hoover, vice president, The Hoover 
Co., as chairman of the publicity and 
advertising committee, and Herbert 
Wyatt, traffic manager, Landers, Frary 
& Clark, as chairman of the traffic 
committee, 


¢ Nashville Electric Service in coopera- 
tion with the Nashville Electrical 
Dealers Association is sponsoring the 
annual electric show, April 16-20. All 
dealers, distributors and manufacturers 
of electrical appliances are invited to 
wer in this “Out of This 
orld” promotion as _ exhibitors. 
Grand prizes are one $1,000 U. S. 
Savings Bond and one $500 bond. 


¢The Electronic Parts Distributors 
Show opens its four-day meeting this 

r on May 21, and Kenneth C. 
+ ah show general manager, reports 
that 800 distributor companies have 


already registered nearly 3,000 indi- 
viduals for the event. 
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man, the other featured speaker on 
the San Diego program. He stated 
that even at today’s prices, manufac 
turers are losing money on every set 
and it will be a long time before they 
make back their investment. His com 
pany, Hoffman Electronics Corp., 
which he said is the second-largest 
manufacturer of color receivers, is cur 
rently losing $15 a set, but hopes to 
be able to break even by om he 
stated, 

The women of the country will be 
the influencing factor in the hom 
toward rapid acceptance of color tek 
vision, Hoffman predicted. He said 
that while children had influenced 
most original sales of black and white 
sets, it will be the woman with her 
much greater appreciation of 
that will draw attention toward color 
TV. 

New opportunities for the dealers in 
the Far West to sell color will come 
this fall when a 90-minute color kine 
scope process is ready for use to delay 
network programs for evening viewing, 
Hoffman told the group attending the 
conference 


color 


¢ The 1956 National Farm Electrifica- 
tion Conference, formerly scheduled 
for May 1 and 2, at the LaSalle Hotel, 
Chicago, Ill., has been postponed. No 
alternate date has been set, but the 
annual meeting of the NFEC Steer- 
ing Committee is to be held in Wash 
ington, D. C, this fall 


* Radio & Television Technicians As- 
sociation of Genesee County, Mich 
igan, has elected Douglas N. McFad- 
den, owner of TV Lounge, Flint, 
Mich., as president. Other officers 
elected include: vice president, Joseph 
A. Korz, Pierson TV; secretary, Wil 
liam Palmer, Personal TV, and treas 
urer, Hollis Dexter, Dexter's TV 


¢ The National Association of Domes- 
tic and Farm Pump Manufacturers is 
urging its dealers to make maximum 
use of promotional material it is mak- 
ing available for the eighth National 
Water Systems Month in May. Post- 
ers, ad kit, and educational booklet, 
available through distributors, accord- 
ing to John Hosford, executive secre- 
tary, will help merchants sell the 
250,000 farms lacking running water, 
the 100,000 non-farm rural homes still 
without a water system, and the 200,- 
000 new non-farm rural homes ex- 
pected to be built this year 


«The 25th National Housewares 
Manufacturing Exhibit, July 9-13 in 
Atlantic City, will have 575 exhibitors 
on the three levels of the Atlantic City 
Auditorium, according to Dolph Zap- 
fel, secretary. An estimated 10,000 
buyers are expected to attend. 











NO DROP IN COLOR TV PRICES, says RETMA president Les Hoffman, as he 
speaks to members of San Diego Bureau on program with Stanley E. Wolker 


A. O. Smith Corp., center. Right 


neim, 


E. W. Meise, S. D. Gas & Electric Co 


Ooh, Those French 


Their appliance business isn’t exactly wacky, 


but it certainly is different; 


is the average pay check 


In France, appliance stores are “art 
menagistes.’ An American appliance 
dealer might even feel a little at home 
in an “art menagiste’’ surrounded by 
familiar names like Frigidaire, West- 
inghouse, Philco, Crosley-Bendix, Ad- 
miral, Norge or Kelvinator, to men- 
tion a few. 

But he probably wouldn't feel much 
at home fem business in the French 
market. It’s different. 

First of all, saturation is low. A 
few examples: refrigerators, 16 per- 
cent; vacuum cleaners, 12 percent; 
washers, six percent; electric ranges, 
five percent. In this country, on 
those same items, saturation is 94.1 
percent for refrigerators, 64.3 percent 
for vacuum cleaners, 84.1 percent for 


May Fan Fare 


NEMA’s electric fan section has 
come up again with its early season 
fan selling promotion, using the theme 
“May Days Are Fan Days!’’ and using 
its traditional Electric Fan Window 
Display Contest as the springboard 
for urging dealers on to more sales 
Forty-four contestants have won 
$8,000 in U.S. Savings Bond prizes 
during the past three years. Another 
$3,000 in bonds is offered for 1956. 

NEMA’s contest runs from May 1 
to June 1. Competing dealers are re- 
quired to use the special promotional 
streamer and to have fan windows en- 
tries into NEMA’s electric fan sec- 
tion, 155 East 44th St., N. Y. 17, 
N. Y. by June 15, 1956. Special pro- 
motional material and ideas are avail 
able to participating dealers. 
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saturation is small, but so 


washers, and 28.2 percent for electric 
ranges. 

Those are among the findings com- 
piled recently by Lucienne M. Pique- 
mal, a research analyst at the U. S. 
Embassy in Paris. 

These figures are beginning to 
change in France, because of a change 
in the pattern of spending. Tradi- 
tionally, the largest share of the 
'rench income, particularly in mod- 
erate-earning families, has gone for 
food and clothing. In the United 
States and Canada, 26 percent of the 
working family’s budget goes for 
household expenses. In Great Britain, 
it’s 23 percent, and in New Zealand, 
it’s 28 percent. But in France, it’s 
only 10 percent. 

This pattern is changing now, partly 
because it’s becoming increasingly dif- 
ficult to get domestic servants. Also, 
more women are keeping their job 
when they marry and they want me- 
chanical assistance in housekeeping. 

There are two brakes on the expan- 
sion of the appliance market, however. 
The first is the limited pur — 
power of many potential buyers an 
the second is the shortage of housing. 

The government is now spurring 
new housing construction and it is 
also encouraging installment buying. 
These two actions should improve the 
market. 

Cash And Carry. Until recently, 
very few Frenchmen bought on in- 
stallment. Even now, this concept 
is not fully accepted. While buying 
on credit increased 70 percent between 
1953 and 1954, the French are still 
not putting as much on their collec- 
tive cuffs as American consumers. 

As an example of installment sales, 
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$]}Q0Q00000 
Send-off For 


Billion Dollar 
SERVEL =: 


\ advanced new 1957 refrigerator that’s a year ahead of time! 
: Ae Baer” 


/ sncieo 21 BY $1,000,000 y LL Servel Dealers who've seen 


ADVERTISING CAMPAIGN A the 1957 model hail it as the 
os ' is / most advanced refrigerator 
NEW: ever made. They should know 
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~they’ve sold over a billion 
dollars worth of Servels!/ 

But, to make sure this is the fastest-moving line in 
its history, Servel is busting out with a $1,000,000 
advertising program! Full-color full-page magazine 
ads! 24-sheet outdoor boards across the nation! 
Big-space newspaper ads! Publicity in magazines, 
newspapers! Coast-to-coast radio-TV spots! 

And, backing it up is everything you need! 
Trade-in specials like the “Free $39.95 Ice Magic 
Service Set!” Traffic-building promotions! Shopper- 
stopper displays! Get in on the big things happen- 
ing at Servel—cal! your Distributor now/ 
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so HANDY! 


CUBES 
NEVER HAD ICH SPACE! 


Ive MORE $ STORAGE 
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The name to watch for great advances in 


REFRIGERATION AND AIR CONDITIONING 


Servel Inc., Evansville 20, Ind 
In Canada, Servel (Canada) Ltd., 548 King St. W., Toronto, Ont. 
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Only TALK-A-PHONE 


& STATION SELECTIVE 









































Wireless 
INTERCOM 


Plus Selective 
Paging with Reply 


























NO 
JUST PLUG 


INSTALLATION 
IN AND TALK 
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Featuring TALK-A-PHONE’S exclusive “SONIC. 
GATE” circuit, which effectively suppresses line noises 
and hum while system is in actual operation, as well as 
when in Stand-By position. 

This new versatile Wireless Intercom System will provide depend 
able, trouble-free intercommunication for office, factory, institution, 
home or anywhere. Using six master stations, 3 separate 2-way 
conversations can be held simultaneously, Any Master Station can 
page as many as ten wireless staff Stations simultaneously, in addi- 
tion to all regular intercommunication features 







































































For assured Customer Satisfaction—Greater Sales and Greater 
Profits for Jobber and Dealer — it's TALK-A-PHONE, the 
intercom that has consistently produced a higher dollar volume 
with the least selling effort. 



























































it's TALK-A-PHONE ... 
For complete literature . . 


From 2 tw 100 Stations 


. write to 


TALK-A-PHONE CO. 
Dept. EM-3 1512 S. Pulaski Road, Chicago 23, Iilinois 








Model 750 
Gravity Feed 
Electric Slicing Machine 


GENERAL SLICERS 


from $12.95 to $99.50! 


Only General's Mode! 
750 hes all ten features 
which make it the leader 

in the field. Mark ut Sell-Sational FIRST for the General 


Slicing Machine Company FIRST IN THE INDUSTRY to 


another 


1. Compact present a line of fine slicers to suit every customers 
2. Stainless Stee! budget and purpose. Efficient, expertly-crafted Genuine 
Knife General hand-operated slicing machines priced from 
3. Gravity Feed $12.95 to $35.00, AND THE REVOLUTIONARY MODEL 
4. Slice Thickness 750 ELECTRIC SLICER FOR THE HOME! Only recently 
Indicator introduced, the demand for General's Model 750 proves 
5. Sharpener it a must electrical appliance for the kitchen of today’s 
6. Tray Space—A busy homes, farms, and ranches. This gravity feed slicer 
Brand New Feature is not merely a hand slicer with motor attached, but is 
7, UL A oved engineered and built as an electric slicer 
8. Stur y Construction A real wonder at the amazing price of $99.50! 


9. Safety Features 
10. Sanitary Features 


Only General offers a complete line of slicing machines 
lor every home, every purse! 
Write tor details — Dept. 581 


SLICING MACHINE CO., INC. 
wacoen QD vew vorx 
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one large department store reports 
that 55 percent of its washing ma- 
chines and refrigerators are sold on 
credit, 36 percent of the electric ranges 
ire on installment, and 18 percent of 
the vacuum cleaners are sold on time 

This shift in installment buying 


may mean more appliances for the 


iverage Frenchman. Before the war, 
for imstance, refrigerators were con 
idered a luxury item for the wealthy 


class only. But in 1954, 20 percent 
of the refrigerators sold went to work 
ers. Government employees purchased 
39 percent and businessmen, factory 
owners and professional men bought 
<5 percent, 

Advertising is an important sales 
timulant, but it does not play the 
ime role it does in the United States 
The manufacturers spend between 
two and five percent of their total 
volume on advertising—rarely as much 
is eight percent 

Prices Are High. Prices are gener 
illy higher than in America, Britain 
or Germany. Compared on a cubic 
foot basis, French refrigerators, for 
instance, are 50 percent higher than 
U.S. models, 20 percent higher than 
British units, and 30 percent higher 
than German products On other 
products, the price ranges 100 percent 
higher than a comparable U. S. item. 

Costs have been dropping, however, 
ind refrigerators are now about 18 
percent less than in 1953. Prices prob 
ably will drop another 10 percent as 
the larger companies amortize thei: 
manufacturing equipment 

The size of the 
factor in the high costs. About 42 
companies, with about 6,500 em 
ployees, turn out the 250,000 refriget 
itors produced each year. (The Amer 
market, 12 times as large, is 
hared by fewer producers.) 

Refrigerators are made by refrigera 
tor companies, full-line firms, metal 
processors who turn out refrigerators 
is a side ling 


companic S$ is on 


ical 


and electricians who as 
emble parts under their own trad 
marks 

Of the 42 firms, six or seven pro 
duce about 60 to 70 percent of the 
total output 

I'rance’s appliance production is 
marketed by several types of outlets 
Besides the “arts menagistes’” appli 
stores exclusive sales 
igencies of large producers, depart 
ment store 


Ince there are 
electricians and hardware 
tores 

The large producers have exclusive 
wencies which may also sell other 
types of appliances manufactured by 
other companies 

Che “arts menagistes” are modern 
hops, located generally in the center 
of large cities There are probabl; 
10,000 to 12,000 of them 

Electricians will sell water heaters 
radiators, and refrigerators—plus am 
other appliance that take in 
tallation 

Typical Distribution. An exampk 
of the distribution system used is this 
network of one manufacturer 
maintains a warehouse 
in each of about ten main cities. Ap 
proximately 40 sales agents regularly 
visit retailers in their areas. Five in 
spectors supervise these agents. 

Chere are also 15 home demonstra 
tors who visit potential buyers in their 
homes and who conduct exhibits in 


might 


large 
Che company 
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and at fairs and exhibitions 
In addition, the firm operates a mo 
bile unit in rural areas and small 
towns [his unit is a combination 
repair and maintenance outfit as well 
is an advertising exhibition 

his manufacturer, like most others, 
30 percent discount 


stores, 


gives retailers a 





Amasa B. Windham, 51 


Amasa B. Windham, Southern 
Editor of Knecrricat, MerRCHANDIS 
ING, passed away March 7 at his honx 


in Selma, Alabama, of a heart attack 
Windy.” as he was known to his 
friends, joined Etrcrricar Mer 


CHANDISING in 1946 and spent the 
covering the appliance 


Southeastern 


past ten years 
scene in the section of 
the country 

Born in Gordo, Ala. in 1905, he at 
tended Franklin Academy in Colum 
bus, Miss. and later moved to Birming 
ham where he went to Phillips High 
School. In 1928 he began his news 
paper career as an artist. Later, on the 
Birmingham News, he covered all re 
porting assignments from the police 
beat to the copy desk. It was here that 
he wrote the first story ever printed 
on the Scottsboro 
worked for 


famous case, 

During his career, he 
Pictorial Review in New York, the 
Los Angeles Times, the Atlanta 
Georgian and the Birmingham Age 


Herald Between 


lance writing, 


times he did free 
radio scripts and cat 
toons 

len days after Japan attacked Pear! 


Harbor, “Windy” entered the U.S 
Navy as a licutenant (j.g.) serving in 


the public relations office of the Kighth 
Naval District, New Orleans, until 
July, 1944. He went from there into 
Military Government, serving in the 
Philippines. He then took part in the 
of Okinawa. He was 


invasion military 


governor of Chatan, Atanniva and 
loyama on that island 

He was discharged from the Nav 
on Dec. 24, 1945 with letter of com 
mendation, American heater ribbon 


Asiatic-Pacific theater ribbon, Philip 
liberation ribbon with two battk 
stars, and the Victor He held 
the rank of lieutenant commande 
when discharged 


pine 
ribbon 


He 1S survived by his 
ine, and their 
1 bov 


wife, Kathe 


hildren, two girls and 
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CALL YOUR RCA VICTOR DISTRIBUTOR NOW! 


Still time to cash in on the 
most successful TV promotion in history— 


RCA VICTOR 
“SPRING SPECIAL” 
TRADE-IN DEALS! 


All “Spring Special” TV sets have a full 261 sq. in. of viewable picture! 
YOUR “SPRING SPECIAL” #1: Towne Special 21—(ltra- YOUR “SPRING SPECIAL" #2: Compton 21—Amazing new 
smart table model with new RCA “Silverama”’ alumi- 4-Plus” picture quality. Spot-illuminated tuning dial, 
nized picture tube. Balanced Fidelity Sound. ‘Hidden phono-jack so you can plug in a record player, Mahog- 
Panel” tuning. Mahogany grained finish (MODEL any grained finish (MODEL 2116115). Also in tawny 
2186055), or limed oak grained finish (MODEL gold finish (MODEL 2176114) and limed oak grained 
2186057). Regularly $199.95. finish (MODEL 2176117). Regularly $229.95, 


YOUR “SPRING SPECIAL" #3: Allison 21 Doluxe— aster 
piece console with Deluxe chassis, Twin speakers, 
“Front Window” VHF channel indicator, “3-point 
Personalized” tone control, “High-Side” tuning, Ma 
hogany grained finish (MODEL 210645), Regularly 
$329.95. Limed oak grained finish, regularly $539.95, 


Now you can give big allowances on 3 great new RCA Victor TV sets 


GON’ ” ! a : cirees 
7 weeks of action-packed advertising ahead—to help you sell right down to bare walls! THE BAND WA . ROUSIS —# ton now! It's the biggest 
Spring splash ever: TV—Radio— Magazines— Newspaper 
They're all telling your customers the big “Spring Special 
news over and over again! 
FIN sell America’s fastest selling ‘TV 
= — eenatne Cenesine pus TV; IND wl HOw Aes + - . vg : ; i . . ling | 
we , , even faster—as r dis utlor lor details, Ca 
ts RCA Vic roR ome mcay ni May 25 — Milton Berle Show. .Apr. 3, May 15 + jas ao YOUT CISIFDULOL fOr Celtel A 





TIE-IN SALES PROMOTION THE ADVERTISING SCHEDULE’ 


ive 
7a, Bweters Tse.. Martha Raye Show April 17 but do it now! 


Magazine Pages: 

> I) 9 ore nce Vic v0 rv Seman Srecaer Tana we 08 Life Apriig PLUS Radio: Ase) < | Sea a Fp, 

| te | hom. VY ah =) Farm Journal April Spots on Dragnet, Monitor, Truth n “gyn 7 , a : “he ams" : Wy s 

oe) T 1) 7 i | il Progressive Farmer April or Consequences, People are co tp rn Be. y hig wo W " b) 
—— 1 oe 2 hg) We >] Extension April, May Funny Apr., May , 4 een 

= _<~ Y fe 7 - ; *Schedule subject to change 
—" be =: Ebony May 
a at <=") 


bh 5 “ wit 
PLUS: A 
Big 24-piece package —ask for details! the added impact of your own tie ins in local 


Tres ® RADIO CORPORATION OF AMERICA 
newspapers, radio and TV spots, and sales 


promotion in your store! EVERY YEAR MORE PEOPLE 
BUY RCA VICTOR THAN ANY OTHER TELEVISION 


Sunset April 
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Here's how to end 
special size AIR FILTER problems / 


ts *#NOW! 
Optional Odor Removal 


LE 
BUM 


For filter sales or filter service, E Z Kleen aluminum washable 
air filters for air conditioners fit your profit picture perfectly. They 
permit a reduced inventory ...result in fewer call-backs...require 
leas storage space. With home service by customers, you profit 
from sale of R P Handi-Koter adhesive or R P Super Handi-Koter* 
fast-selling, replacement items. Or... you can establish a profitable 
service business. Whatever your type operation, E Z Kleens are 
the answer! In 44", 1’, or 2” thicknesses. 


+++ PRODUCTS OF RESEARCH | 





RESEARCH PRODUCTS CORP. 


DEPT. 22, MADISON 10, WISCONSIN 





The PROMOTION 
that MOVES 
the GOODS 


MOVED CARLOADS OF 
MERCHANDISE FOR 


Want the facts on a fabulous success 
story? Want to know how DINNERWARE 
by STETSON is moving “big-ticket” mer- 
chandise at the dealer, distributor and 
manutacturers levels for Whirlpool? 


You'll be amazed! And you con put the 
facts to work for youl 


GET THE FACTS TODAY--ABOUT THE 
MOST SUCCESSFUL T/E-IN PROMOTION 
EVER USED BY WHIRLPOOL! 


WRITE DIRECT TO—George Seibert, 
Seles Promotion Manager 


tetson China (0., uncou. u 


Ame so 1 lar ged ond beat thonder Owner «ce Mammd on hao 
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ideal for meving: 

* ranges * refrigerators, etc. 
YEATS patented strap ratchet grips ap- 
pllances visetight without marring in 
30 seconds or less! This on-in-a-flash 
loading plus on-c-dime wheel pivoting 
and light weight, aluminum alley con- 
struction save costly labor time on every 
appliance delivery. You'll find a YEATS 
dolly more than pays for itsell. 


veats "Suerlael” covers & Pans 





SEND postcard for full information 
complete 


on our line TODAY! 


New Positions 








CLOUD WAMPLER 


Carrier Corp.—Cloud Wampler has 
been elected chairman of the board 
of directors and in that capacity will 
continue as chief executive officer of 





W. J, DICKINSON 


Amana Refrigeration, Inc.-W. J. 
Dickinson has been named director of 
the company’s newly formed food 
plan sales department. 


Coleman Co., Inc.—J. Robert Mont- 
gomery has been appointed manager 
of the company’s San Francisco office. 





FRED W. REXFORD 


Globe American Corp.—Fred W. Rex- 
ford has been elected vice president 
in charge of sales. Prior to joining 
Globe American, Rexford headed the 


special products division, ‘Tappan 
Stove Co. 
Bell and Howell—John T. Caviezel 


has been named assistant sales man- 
ager for the company’s line of high 
fidelity instruments 


CBS-Columbia—W illiam McCluney 


has been named regional sales manager 
in the southwest with offices in Hous- 
ton, Tex. 
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WILLIAM BYNUM 


the company. William Bynum who 
has been executive vice president since 
1951, was elected president to suc- 
ceed Wampler. 





GEORGE T. STEWART 


Sylvania Electric Products, Inc.— 
George T. Stewart has been named to 
the newly created post of distribution 
manager for the radio-TV division. 
Kenneth W. Connor has been named 
eastern regional sales manager, and 
Joséph A. Stockhausen, district sales 
manager in the Buffalo territory. 





JOHN |. BRICKER 


Whirlpool-Seeger Corp. — John L. 
Bricker has been appointed to the new 
position of director of marketing. 
Bricker comes to the company from 
Colgate-Palmolive Co., where he held 
a similar post and title. 


Capehart-Farnsworth—Otto C. Boh- 
lander has been named regional metr- 
chandiser in the Boston, Mass., area, 
and John T. Bluerock to a like position 
in the Cincinnati-Dayton area. 


Ben-Hur Mfg. Co.—V. H. Linneman 
has been appointed eastern regional 
sales manager. 
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CHARLES J. GIBSON, Jr. 





Gibson Refrigerator Co.—Charles J. 
Gibson, Jr., has been elected president 
and Albert M. Gibson, executive vice 
president and secretary. The elections 
followed the retirement of Charles J 
Gibson from the organization. 


ALLEN LEIGHTON 





Peerless Corp.—Allen Leighton has 
been named vice president in charge 
of sales 


Magnavox Co.—Sylvan P. Gessaman 
} has been named regional manager in 
4 the Columbus, Ohio area, and Wil- 
liam D. Wiley to a like position in 
Washington, D. C 





MILTON NATHANSON 


Roto Broil Corp. of America—Milton 
Nathanson has been appointed vice 
president in charge of sales. 


Admiral Corp.—Raymond H. Zipf has 
been named regional manager-appli- 
ances and will cover distributors in 
St. Louis and Springfield, Mo.; Kan- 
sas City, Wichita and Denver. Ralph 
M. Lane is the new regional manager- 
electronics in the area comprising 
Baltimore, Washington, Norfolk, 
Richmond and Charlotte 
















Perfection Industries—Harold Kiefer 
has been named western sales repre- 
sentative and Marion Miller, mid-west 
regional manager 
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JAMES E. HERBERT 


Hoffman Electronics Corp.—James E. 
Herbert has been appointed vice presi- 
dent in charge of sales. Herbert was 
formerly general sales manager for 
Motorola, Inc. 


Crosley-Bendix Div, AVCO Mfg. 
Corp.—James M. Farrell has been 
named merchandising manager for 
Crosley radio and television. Farrell 
succeeds H. J. Allen who has been 
named to the newly created post of 
field sales manager. 





RUSSELL W. JOHNSON 


Westinghouse Electric Corp.—Russell 
W. Johnson has been appointed ad- 
vertising and sales promotion manager 
for the television-radio division. 


General Electric Co.—Charles R. Prit- 
chard has been elected a vice president 
of the company. Pritchard had been 
president and general manager of the 
General Electric Supply Co., which 
was merged with the parent company 
as a division in January. Regional ap 
pointees include Douglas P. Beggs, 
named district sales representative for 
the television receiver division in 
Colorado and seven surrounding states, 
and Robert J. Devereaux to a like 
position in Minnesota and six adjacent 
states. D. S. Beldon, Jr., has been 
named manager-national accounts for 
the housewares and radio receiver di 
vision. 


Ben-Hur—Bert WHenrichs has been 
named regional sales manager for the 
West Coast and Mountain States 
Larry Incandella and B. H. Linneman 
have been appointed to like posts for 
the Midwest and Eastern Seaboard re 
gion rspectively 


Viking Air Products—Nathaniel Wat- 
tles has been named district sales repre- 
sentative for Viking in the Michigan 
Indiana western Ohio territory 

















DRY-R-X 


is the only patented, 


= 
— 















Protect your customers from dangerous freeze-ups 
as well as excess moisture, heat and lint! 


Assure yourself of satisfied clothes dryer customers 
by venting with Dry-R-X as part of every inetal- 
lation. Dry-R-X is the top quality, completely 
weatherproof system that leads all others in sales. 
Install with your choice of “Button-Lock” alumi- 
num pipe or inexpensive fireproof flexible tubing. 
Priced for your best profit. 


ASK YOUR CLOTHES DRYER DISTRIBUTOR or write 


direct specifying make of dryer for information on 
displays, free literature and price sheets. 









DRY-R-X COMPANY 


5521 CODE AVENUE + MINNEAPOLIS 10, MINNESOTA 





LH MMMM MAL 
valuable = 
kitchen = 

| franchise> 

available > 


To kitchen dealers who can 
qualify... or to established deal- 
ers interested in getting into 
the profitable kitchen business 
wf valuable Kitchen Maid 
kitchen franchise is currently 
available in a few areas. 


* 

“Spotless dishwashing” 

appeals to husbands and 

wives together —andTIME 

is read by husbands and 
wives together. 


-»- with these outstanding 
advantages! 


A high-quality line of wood kitchens in 
natural wood, several colors of white 


Intelligent men and women like 
to share their interests—and 
_ their TIME. So in the kind of 
| homes you like to sell to, you'll 
find TIME being read and dis- 
cussed by husband and wife 
together. They rely on TIME 
for news that helps them decide 
where to travel, what plays to 
see, what books to read—and 
what new products to buy for 
"better living. 

Major appliance purchases 
are a husband-and-wife affair 

and so is TIME. 


New Shadow-Line styling that's way 
ahead of the field and that's making 
many new friends daily 


The best known name in wood kitchens 
built and sustained by national maga 
zine advertising and active promotion 


Cabinets to aceommodate all popular 
makes of buill in apphances, 


A complete sales and product training 
b wtes program for you and your salesmen. 
wae Promotional help on the local level. 
Friendly factory cooperation and mer 
chandising assistance, 


Your Territory May Be Open 


Cdderderecedederdrerededddedddddeddededddcdedcdiedddd? 


¢ 


Write on your letterhead tor facts! 
"SEE PAGES 52,63 | “wo 


Pee 
KITCHEN MAID ~ CORPORATION 


~~ 764 Snowden &. 
~ Andrews, Indiana 
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NATIONAL 'Slice-Craftep™ 


WORLD'S BEST AND MOST COMPACT LOW-PRICED 
ELECTRIC FOOD SLICER FOR HOME, FARM AND COMMERCIAL USE 
Heavy Duty Motor — 110V/60C AC-DC 

ar tin tie 
$75.00 Vx 
Model! No. 


950-ST 
Deluxe 



























with the 6'/," stainless steel 
specially serrated blade that never 


Gta) ‘“ e needs sharpening — for lifetime use! 
ot omen ~— an Ld 
For Home, Farm and Commercial Use (Diners, Luncheonettes, 
Cafeterias, Schools, Hospitals, Restaurants) 


GRAVITY FEED + ROLL-A-WAY DIP 


FOR COMPLETE DETAILS, CONTACT YOUR DISTRIBUTOR OR 
WRITE DEPT EM-4 








NATIONAL FOOD SLICING MACHINE 


47 MARTINE AVENUE WHITE PLAINS 

























A copy of this quick-reading, 8-page booklet is 
yours for the asking. It contains many facts on the 
benefits derived from your business paper and 
tips on how to read more profitably. Write for the 
“WHY and HOW booklet.” 


McGraw-Hill Publishing Company, Room 2710, 330 Wes? 
42nd St., New York 36, N. Y. 
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New Positions 








JAMES F. SKINNER, Jr 


Phileo Corp.—James H. Carmine ha 
imnounced his retirement and the ip 


pomtment of James M. Skinner, Jr., 


as president of the corporation 
Skinner had previously served as vic« 
president and general manager of thi 
television division. 





DONALD E. PARKS 


American Kitchens Div., AVCO Mfg 
Corp.—Donald E. Parks has been 
named product manager, in which 
post he will be in charge of sales of 
the company’s line of ranges, cabinets, 
disposers and ventilators 


Fogel Resigns 


Harry Fogel, vice president of the 
Jordan Refrigerator Division of U.S 
\ir Conditioning Co. resigned 1 
cently to establish an office in Phila 
delphia as a manufacturers’ repre 
sentative. With his brother Frank, he 
founded Jordan 14 years ago. ‘The 
brothers recently sold their stock out 
right to U.S. Air Conditioning 


Redden Shifts 


Ellis L. Redden, former director 
of advertising, sales promotion and 
training for Motorola, recently joined 
lop Value Enterprises, Inc. as man 
ager of advertising and sales promo 
tion, Before joiming the trading stamp 
company, Redden also worked for 
Magnavox, Crosley Division of Avco 
Corp., Norge and National-U.S. Ra 
ciator Corp 


Housewares Spot 


Michael M. Masterpool, advertising 
manager of the portable appliance de 
partment of G-E, has been named 
chairman of the sales promotion com 
mittee of the Electric i 
tion of NEMA. 


lousewar¢ 5 $cc 
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A. D. CURRAN 


Apex Electrical Mfg. Co.—A. D. Cur- 
ran has been named national advertis- 
ing and sales promotion manager for 
the Apex Home Appliances Division 
Curran was most recently Detroit 
divisional manager for the company 


QO. A. Sutton Corp.-E.mil Rasa has 
been named district sales manager in 
the Cleveland area, George Emerson 
takes over a like post for the states of 
Georgia, Florida and eastern ‘Tennes 
see, and George Emerson in the Chi 
cago area. 


Hotpoint Co.—W. Sten Peterson has 
been named manager of market re 
earch, and Miss Frances M. Micheal, 
manager of the Hotpoint Home Eco 
nomics Institute 


Prescolite Mfg. Corp.—Stan Heywood 
has been appointed eastern sales man 
ager. Heywood will make his head 
quarters in the Neshaminy, Pa plant 
of the firm 





KIMBALL |. JACK has been named 
vice president in charge of sales, pro 
motion and public information for the 
Washington Water Power Co. of 
Spokane, Wash. Jack joined the util 
ity in 1939 after working for the Utah 
Power and Light Co. Since 1953, he 
has been manager of general sales, pro 
motion department, of Washington 
Water Power 








Television City Showing 








GROUPED around one of new models during recent CBS-Columbia of Southern 


California’s distributing branch 
to r.) Norman C 


les manager; CBS Tv star 


Distributor News 





CBS-COLUMBIA OF 
SOUTHERN CALIFORNIA 


More 


we'¢ 


than 556 registered dealers 
included in the total of 1900 
persons attending the CBS-Columbia 
of Southern California branch kickoff 
held recently. Planning for the event 
started early in January when initial 
arrangements were concluded for th 
use of studio 43 in CBS’s Los An 
geles ‘Television City’. Use of the 
studio was a necessity for the 
showing of the new CBS-columbia ra 
dio, television and phonograph line 
which the company had planned. By 
mid-February dealers in the area were 
receiving the first of a series of eight 
mailings, the first three being teasers, 
and the balance giving full details 
of the showing. Following this the 
company initiated a personal tele 
phone follow-up, aimed at bringing 
out the greatest number of dealers 
Actual show exhibits were arranged 
in three sections, the first, a 
and phonograph section; a hall of en 
gineering, and lastly a section devoted 
to the CBS-Columbia line of televi 
sion. Personal appearances of Colum 
bia Record personalities, and CBS 


Columbia television stat 


huge 


radio 


enlivened the 
showing, which, according to company 
sopkesmen, set a record for attendance 


on the west coast 


ADLETA CO. 


he Adleta Co., of Dallas, Tex., ha 
announced the initiation of a training 
program on color T'\ Ihe 
consists of 


cours 
i nine lesson series of cor 
written by 


respondence type text 
RCA engineers 
review period it the end of every thre« 


held in key 


with an “in-person 
lesson he latter are 


ELECTRICAL 


showing 
Owen, vice-president, sales, CBS-Columbia; Dale Kelly 
Bob Crosby 


MERCHANDISING—APRIL, 


in Los Angeles’ Television City are 


regional 


and Dove Platt, of F. C. Nash Co 
locations im Dallas, Fort Worth, 
Waco, and Wichita Valls, Tex. A 


unique feature of the course is the 
fact that it has been offered to all 
television servicemen in the area 
whether affiliated with Adleta or not, 
the only requisite being a qualifying 
test. An additional feature of the 
program was the special purchase 
plan offered to servicemen whereby 
they might purchase color sets and 
test equipment at considerably less 
than key dealer price, and could fi 
nance material over a 24 month period 


COMMERCIAL ELECTRIC CO. 


Purchase of new facilities consisting 
of a 2-story brick and steel frame build 
ing containing 77,500 square feet of 
space has been announced by ‘Toledo, 
Ohio, distributor, Commercial Electric 
Co. The firm expects to occupy th 
new quarters by April 21, the 35th 
inniversary of the company 


PHILADELPHIA LIGHT SUPPLY CO. 


Che Philadelphia distributing firm 
has announced plans for an intensive 
advertising campaign to promote th 
Berns line of “Air King” window ven 
tilators. ‘The program, starting in May 
and continuing through July, will fea 
ture billboard displays at more than 
60 strategic areas throughout the 
greater Philadelphia area 


PERSONNEL APPOINTMENTS 
Adleta Co., Dallas, ‘Tex., 


general sales manager) 
Florida, Inc., Charles H 
(president). 


Jim Booth 
Du Mont 


Coombi 
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FLEXO-SPACE Self-Service Islands 
is your opportunity to follow the trend of 
thousands of aggressive merchants and mod 
ernize your store with PFLEXO-SPACE at 
a savings of 50% over competitive Islands 
FLEXO-SPACE 
Mass 
Space than one flat-type counter. Yes, in 
only 124 Sq. Ft. of floor area you get 50 
Sq. Ft. of 
the shelves every 2” within 15 adjustments 
FLEXO-SPACE is a complete Island! Your 
customers shop on 4 sides from 5 large 
Self-Service 
been “Tested and Proved” by thousands of 
retail merchants 
on FLEXO-SPACE at almost 50% less than 
you expect to pay 
alog on FLEXO-SPACE and other Self- 


Service fixtures 


802 York St 





Sell aud luctall... 


THE ORIGINAL 


LAUND-R-VENT 


BEST BY 


Increase 
Profits 
This 
Simple 
Way! 


You can always sell a LAUND-R-VENT when you 
sell a dryer because LAUND-R-VENT completes 
the installation; automatically carries lint and 
moisture to the outside, helps keep laundry room 
dry and clean. One minute's sales talk, a hand- 
some extra profit ... it's as simple as that! 


Complete Kits Ready to Install 


The all-aluminum LAUND-R- VENT is weather-proof, 
rust-proof, freeze-proof. Automatic damper pre- 
vents down draft. Individually packed, or com- 
plete kits in 3” and 4” diameters which include 
one LAUND-R-VENT, piping, fittings and instal- 
lation instructions. Choice of flexible ducting or 
Snap Lock aluminum pipe and ells 


ASK YOUR JOBBER: Most jobbers carry LAUND- 
R-VENT kits. If your jobber can't supply you, write 
giving his name. We'll send you prices and literature 
of once, 


COLE-SEWELL 


RS IN PRINCIPAL CITIES 






Tees 








Snap Lock aluminum pipe requires 
no riveting or cinching, Snap it to 
together, it locks itself and is ready 
for work 





Attractive, silver finish Fiberglas 
flexible ducting is fire- proof, vermin 
proof, washable, durable. Won't 
rust or crrode. Bends to |" radive 











ee ee ‘o 
2268 UNIVERSITY AVENUE 





NOW! NEW LOW PRICE on 
FLEXO-SPACE Self-Service Island 


ANNOUNCING our new low prices on 


Here 


gives you Self-Service, 
Display and 300% more Selling 


selling space. Raise or lower 


shelves. FLEXO-SPACE has 
New amazingly low prices 
Write for FREE cat 
Do it now 


Today' 


Migs 


ADD SALES CO. 


Write for special extra low prices 


Manitowoc, Wis 





ST. PAUL 14, MINNESOTA 


to be 
TRADED IN 


are ready 





The BLUE BOOK OF AIR CON- 
DITIONING gives you infor- 
mation on TRADE-INS + 
1, It lists all popular makes and 
models 
2. It gives Trade-In values on used 
models 
3. What to look for in an Air Con- 
ditioner 
4. How to sell Al 
(New & Used) 
You Also Get The Facts On 
Cooling capacity ® Filtering 
Heating © Installation 
© Operation 
Reg. Price $e. 
Spec. Introd. Offer $3.50 ea 
Make sure each salesman has 


a BLUE BOOK OF AIR CON- 
DITIONING. 


Conditioners 


NATIONAL APPLIANCE 


7 


4 
A 
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2nd Cover 
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National Food Slicing Machine 
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National Housewares Mfrs. Assoc. 47 
National Presto Industries, Inc. 94 
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Servel, Inc. 187, 219 
Signal Electric Div., 
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Smith Corp., A. O. Permaglas Div. 178 
Spencer Thermostat Div. 
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Standard Sewing Equipment Corp. 208 
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Studebaker-Packard Corp 
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Sylvania Electric Products Inc 
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Webb Manufacturing Co 42 
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Western Tool & Stamping Co 
180, 181 
Westinghouse Electric Corp 
Appliance Div. 2, 3, 119-122 
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York Corp., Commercial Div. 209 
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CLASSIFIED ADVERTISING 
F. J. Eberle, Business Mgr. 


BUSINESS OPPORTUNITIES .. 227 


EQUIPMENT 
MERCHANDISE 

(Used or Surplus New) 

For Sale .scccccscccsseverccces b6 
Wanted 

Equipment coco aad 
This index is pa as a service 
Every care is taken to make if accurate 


but ELECTRICAL MERCHANDISING 
assumes no responsibility for errors of 
omissions, 
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tion. Contract 


nm one column. There are 4 








MERCHANDISING 


SUPPLEMENT 
Products, Services — For More Sales, For More Profits 
ADVERTISING RATE: 


ate on request 


columns 48 inches to a page 


An advertising inch is measured vertically 








RATES: 

UNDISPLAYED 
$2.10 o line, minimum 3 lines. To figure advance 
payment, count 5 average words as a line. 
DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions 
POSITION WANTED undisplayed advertising 
rate is one-half of above rate, payable in advance 
BOX NUMBERS—Count as | line, 











SEARCHLIGHT SECTION 





OPPORTUNITIES 


DISPLAYED INDIVIDUAL SPACE with border 
rules for prominent display of advertisements The 
advertising rate is $14.85 per inch for all adver 
tlaing of yn & Business Opportunities ap 
pearing on other than a contract basis. Contract 
rates quoted on request 

EMPLOYMENT OPPORTUNITIBS $2075 per 
inch subject to agency commission 

AN ADVERTISING INCH is measured 4” ver 
tieally on a column—4 columns—48 inches 











For Safe and Easy Hand- 
ling of Ranges, Refrigera- 
tors, Home Freeze and 

Alr Conditioning Units, 
Radio, Television 

and Window Cooling Vall 


SELF-LIFTING PIANO TRUCK co. 
426 North Moin Street Findley, Ob 


“YOU Can Deliver & Install a 


Air Conditioners 
Without a Helper! 








Ny 


a 








K E ne 

UPSTAIRS— 
You Don’t Drag it! 

ml 908 W. Lycoming * Phila. 40, Pa. 


Distributors Appointed 


Airtemp Div., Chrysler Corp.—Union 
Hardware & Metal Co., Los Angeles, 
Cal.; Banks-Miller Supply Co., Hunt- 
ington, W. Va. 

Apex Electrical Mfg. Co. 
Arkansas Co., Little Rock, Ark.; M. L. 
Foster Co., Oklahoma City, Okla. 
Arvin Industries, Inc.—H. Schultz & 
Sons, Newark, N. J.; Big Boys Auto 
Parts Co., Sunbury, Pa.; Cerullo Elec 
tric Supply Co., Hazleton, Pa; La 
fayette Electric Co., New York City; 





Orgill Bros. 


Acme Electronics, Brooklyn, N. Y.; 
Wm. S. Archer Co., Staten Island, 
N. Y.; Gem Electronics, Hicksville, 
L. I.; Beam Electronics, Forest Hills, 
L. I.; Cross Island Electronics, Bel- 
lerose, e Y.; B. Davis Co., Mt. Ver 
non, N. Y.; Davis Radio Distributing 


Co., Mt. Veron, N. Y 
ye Portable Sewing Machine Corp. 
;e0. H. Wahn Co., Boston, Mass.: 
pee an Industries, Arlington, Va. 
CBS-Columbia—City Electric Co., 
Syracuse, N. Y.; Inland Empire 
Wholesalers, Spokane, Wash., An- 
derson-Young Co., Lubbock, Tex. 
Domestic Sewing Machine Co., Inc. 
General Electric Supply Co., New Or 
leans, La. 
Du Mont Labs, Inc., Allen B.—Schue- 
ler & Dollar, Ft. Wayne, Ind.; Ameri- 
can Motors Sales Corp., Kelvinator 
Div., Minneapolis, Minn.; Peninsula 
Distributing, Detroit, Mich. 
Gibson Refrigerator Co.—Fred M. Dy- 
gert Sales, Grand Rapids, Mich.; N 
tional Mill Supply, Inc., Ft. Wayne, 
Ind.; Modern Distributors, Inc., Chat- 
tanooga, Tenn.; United Distributors, 
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Roto:sh 


TURNTABLES 


The action display way 
to boost your sales! 


$995 


Model $M-10. ROTO-SHO JR. Costs only 14o¢ a 
day to run! Revolves 3 times a minute. Holds 
build-up display fixture permitting full use of dis- 
play space. Carries 10 Ibs. A.C. onl 
ivery out of stock in 24 hours! 
Get FREE illustrated literature showing , 
build-up fixtures, prices. Write today! 








KASSON DIE & MOTOR CORP. 
Formerly General Die & Stamping Co 
32-14 Northern Bivd., Long Island City 1, N.Y. 
Integrity Since 1919 
Makers of fractional horsepower motors; 
skeleton and ceiling turntables for display industry use 
Quantity discounts available 








New Advertisements 
received by April 13th will appear in May 
issue, subject to space limitations. 
Address copy to the 
Classified Advertising Division 
Electrical Merchandisin 
330 West 42nd St., New York %, N.Y 











Inc., New Orleans, La.; 
tioning Supply Corp., 
Ohio; Roberts & Knapp, Spokane, 
Wash.; W. H. Kiefaber Co.; Inc., 
Dayton, Ohio; Hart Distributing Co., 
Louisville, Ky.; Dean Distributing, 
Inc., Rochester, N. Y 
Granco Products, Inc.—David Kauff- 
mann’s Sons, Baltimore, Md., Stand- 
ard Radio Supply, Inc., Austin, Tex.; 
Chauncey’s, Inc., Chicago, II. 
Hamilton Mfg. Co.—Tryman Distribu- 
tors, Inc., Milwaukee, Wis. 
Hoffman Radio Div., Hoffman Elec- 
tronics Corp.—World Radio & Appli 
ance Co., ‘Toledo, Ohio 
Lewyt Corp.—Di Clemente-Voike, 
Inc., Rochester, N. Y 
Mitchell Mfg. Co. 
Buffalo, N. Y. 
Motorola, Inc.—Rex Distributors, Inc., 
Savannah, Ga.; Neil Distributors, Inc., 
Miami, Fla. 
Norge Div., Borge-Warner Corp.— 
Sampson Distributing Co., Inc., Rich- 
mond, Va. 
Republic Steel Corp.—Central Electric 
Supply Co., Denver, Colo.; Buffalo 
Electric Co., Inc., Buffalo, N. Y. 
Revco, Inc.—Hollander & Co., St. 
Louis, Mo.; Joseph B. Smith Co., To- 
ledo, Ohio; General Appliance Corp., 
Salt Lake City, Utah 
RCA-Whirlpool—Morley Bros., 
sing, Mich. 
Toastmaster Products Div., 
Electric Co.—Edward K 
Philadelphia, Pa. 
V-M Corp.—Miller Radio & Supply, 
Oakland, Cal.; Dunlap Wholesale Ra- 
7 sorry ® Cal.; Buffalo Electric 
, Buffalo, N. Y. 


Air Condi 
Cleveland, 


CBS Columbia, 


Lan- 


McGraw 
I'ryon Co., 
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NEW 


WANTED 


TO 


ELECTRICAL PRODUCT 
MANUFACTURE AND MARKET 





fact mechanical devions 


y well established, size, ind of electro 
"ies aqmene Siekribation through (pry eden electrical distributors, Searnent 
stores, mall order houses. Interested in new product 
Basis outright sale or royalty. 
ELECTRICAL MERCHANDISING 


te make and m 


330 W. 42 St., New York 34, N. Y 








WANTED ASST. SALES 
AND REGIONAL MGRS. 


Men must have proven sales rec 
ords in the kitchen or appliance 
fields with contacts at distributor 
and dealer level. 


Both positions offer great opportuni 
ties with America’s fastest growing 
steel kitchen cabinet manufacturer. 
Make your letter complete including 
past experience and earnings. Sal 
ae in keeping with responsibili 
ties. 


Replies treated with complete con. 
fidence. 


Charles Beckwith Gen. Sales Mgr. 
Beauty Queen Div. 


TOLEDO DESK & FIXTURE CO. 
MAUMEE, OHIO 








SALES REPRESENTATIVE 


Looking for Electronic Lines 
Radios, 1.V., Components, Parts, Test Equip- 
ment etc. Strong Contacts with Electronic 
Parts Distributor. Territory: Eastern U.S. 
over 10 years experience in this industry. 








BA-1024, Electrical Merchandising 
330 W. 42 8t., New York 36, N, Y 


FREEZER SALESMEN 


WANTED NOW! 
SUB-ZERO FREEZER Co., Inc. 


Madison 
Needs regional salesmen for large 
productive territories in Mid-West 


SALARY PLUS COMMISSION. CAR 
FURNISHED. ALL EXPENSES PAID 


Experience preferred but not necessary 


Wisconsin 


Sub-Zero has shown tremendous growth 
in the refrigeration industry. 


Join now with a Compony that has 
MORE MODELS MORE FEATURES 


SOUND ORGANIZATION, COMPETI. 
TIVE PRICES. 


Write L. C. Bakke. 








DIME METER BANKS 


144 for $76 


Aut 








REPL 1EB | (Bow No.): Address to opie ve nearest you 
NEW YORK: 830 W. 42nd Bt, (46 
CHICAGO: 520 N. Michigan jrid (it) 
BAN FRANCISCO: 68 Post Bt, (4) 


POSITION WANTED 


Executive, early thirties, college trained, 
available in 30 days, Willing to relocate, 
travel. Experienced in sales in the United 
States and Canada, PW-9501, Electrical 
Merchandising. 





tioaly registers day and amount contained 
Closes when first dime is inserted. Opens auto- 
matically when $5 is registered. Customer putes 
dimes in meter bank each day to help pay for her 
appliance, These dimes add up to menthly pay 
ment. Dime meter has no affect on operation of 
appliance, but merely acts as savings device, Helps 
make selling easier h customer pays her appliance 
by the day , & simply ge ta | imes, Meter bank 
suctions on to washers, dryer V or retrigerator 
in one second. Sent postpaid. 


A. AXELROD 


446 Atlantic Ave. Brooklyn 17, N. Y. 








144 RAZORS $400 


72 Women “Hairemover” ne 8 72 = Tay- 
lor Made A.C. Dry Electric Razor ostpala. 
“National Directory of 2500 aed Dealers” 
66 pages free with purchase. 
MAX SALTZMAN 
0 i i heeees 7635 Lg ve 








DISTRIBUTORS OF 
VACUUM CLEANER 
REPAIR PARTS 
FOR ALL MAKES 
Wepe 6 for 6 free hay —~ wy 
Reorietiing’. Pn se - Fi 


VIKING SUPPLY COMPANY 
76-18 Jamaica Ave., Weodh: 








WE BUY 
LIQUIDATIONS 


DISTRESS MERCHANDISE 
BANKRUPT STOCKS 
COMPLETE INVENTORIES 


Inquiries from 
Representatives Invited 


LONGACRE INDUSTRIES, INC. 


Longacre Building Phone--—CH 4.6548 
147 W. 42nd Street, HM. Y. C 











Seees0005 
ee eee, 
eee, eee 
***eeees 


javen 21, N.Y. 
BUSINESS PERSONNEL SELLING 
EQUIPMENT FINANCIAL 


eneer 
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OPPORTUNITIES 
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May Be we From, or Offered To, the Readers 


ication Through Its Classified Section 
The Searchlight Section 


ier 
tte 
ide 





PAGE 227 











EDITORIAL 





PAGE 


LAURENCE WRAY 
Editor 


228 








Mushrooming Market 


$ an industry, we take pardonable pride in the fact 
A that we sold more appliance-radio-T'v products 
last year than ever before in our history. In fact, 
most of the post-war years have seen new sales records 
et. Yet, surprisingly, the market for our goods is ex 
panding faster than our ability to sell it 
Perhaps this was an observation that should have 
been self-evident from a cursory glance at the figures 
for sales, saturation and wired homes. But, sometimes, 
ome of the simplest conclusions elude us. In the 
present instance, | am indebted to Charles A. Williams, 
ice-president of the United Illuminating Co. of New 
Haven, Conn., who made a talk recently on the occa 
ion of a “Live Better Electrically” program. Mr. 
Williams confined his observations to the Connecticut 
market, but his conclusions apply on a national scale 
Briefly, Mr. Williams took the saturation statistics for 
Connecticut, as published in Execrrica, Mrercnan 
pisinc, and showed that on a number of major appli 
ances four years of sales in the area had not been 
sufficient to keep up with the growth in new customers 
added to the lines 
We are not just standing still, Mr. Williams said, 
we are not even holding our own 


\ Tris, all we need is a gentle nudge so we looked 
up the figures for the ten-year post-war penod 

from January |, 1946 through January 1, 1956. As of 
1946, there were roughly 29,350,000 wired homes in 
the country; as of 1956, there were 46,000,000 wired 
homes. ‘Those figures represent the basic market. All 
that remained to be seen was the ownership of a given 
device as of 1946, the rate of sale in the intervening 
ten years, the ownership, or saturation, of the device 
and the size of the market remaining. Here’s what 
the figures revealed on a number of the major appliances 

Room Air Conditioners. As of 1946, none in use and 
29,350,000 wired homes or prospects. ‘Ten year sales 
of 4,620,000 units; 2,585,000 in use as of 1956, or a 
market of 43,415,000 wired homes. Note that: a gain 
of over 14,000,000 prospects since 1946 

Dishwashers. As of 1946, none in use to speak of 
and 29,350,000 wired homes. ‘Ten year sales of 1,860, 
000 units; 1,838,000 in use as of 1956, or a market of 
44,160,000 prospects—a gain of nearly 15,000,000 pros 
pects in the ten year period 

Dryers (gas and electric). As of 1946 none in use 
and 29,350,000 wired homes. ‘Ten year sales of 4,829, 
000 units; 4,213,000 in use as of 1956, or a market of 
41,787,000 prospects—a gain of over 12,000,000. 

Freezers. As of 1946, practically none in use and 
29,350,000 wired homes. ‘Ten year sales of a little over 
§ 250,000 units; 7,715,000 in use as of 1956, or a market 


of 38,285,000 prospects—a gain of nearly 9,000,000 
prospects. 

Electric Ranges. As of 1946, 3,540,000 in use, of 
25,810,000 prospects. Ten year sales of 12,932,000 
ranges; 12,965,000 in use as of 1956, or a market 
remaining of 33,035,000 prospects—a gain of 7,225,000 
prospects in the ten-year period 

Vacuum Cleaners. As of 1946, 13,700,000 in use, or 
a market of 15,650,000 prospects unsold. ‘Ten year 
sales of 30,206,000 units; 29,586,000 in use as of 1956, 
or a market of 16,414,000 still unsold—a gain of 762,500 
prospects in the ten-year period 

Water Heaters. As of 1946, 1,080,000 in use, or 
28,270,000 prospects. ‘Ten year sales of 8,358,000 units; 
7,500,000 in use as of 1956, or an unsold market of 
38,500,000 homes—a gain of 10,228,000 prospects. 

All right, you may say, but what about the big three 
washers, refrigerators and television? Well, it’s obvious 
that they don’t follow the same pattern; they have 
exhausted most of their original market and are selling 
primarily in a replacement market. Here’s the record 

Washers. As of 1946, there were 17,217,000 in use, 
leaving a market of 12,135,000 prospects as yet unsold. 
In ten years 35,479,000 units were sold and there were 
38,700,000 in use as of 1956, or an unsold market of 
7,300,000 prospects—a loss in this case of 4,835,000 
prospects in the ten year period. 

Refrigerators. As of 1946, there were 19,720,000 in 
use and a total of 10,081,000 prospects to sell. In the 
ten-year period, 39,836,000 refrigerators were sold. And 


as of 1956, 43,300,000 were in use, leaving an unsold 


market of only 2,700,000 prospects—a loss of 7,382,000 
prospects. 

Television. As of 1946 there were no ‘I'V sets in 
use and there were 29,350,000 prospects. In the ensuing 
ten years, 45,572,000 sets were sold and as of 1956, 
35,000,000 were in use, leaving a basic market of about 
11,000,000 wired homes. In other words, television lost 
18,351,000 prospects in the ten year period. 


B’ did washers and refrigerators and television lose 
all those prospects they sold in the past ten years? 
Obviously not, or they would not be selling in the 
millions annually. “Saturation” is merely a term used 
as an index of present ownership of a given device. It 
is a yardstick of public acceptance and, as such, has 
its uses. Obsolescence, breakdowns, multiple owner 
ship, all have a definite bearing on the rate of sale 
annually, just as they do in the automotive business. 
However, it is interesting to note that, in many 
devices, the rate of sale is not even keeping up with 
the constant expansion of the market. 
We are not just standing still; we are not even hold 
ing Our Own... 


APRIL, 1956—ELECTRICAL MERCHANDISING 





—make your wringer washer 
sales easier and faster 


ATURE blessed us with natural responses to danger. Put your 
hand on a hot stove, and you pull your hand away... 
INSTINCTIVELY. Without stopping to think. 

LOVELL INSTINCTIVE wringers have built-in safety features 
which protect users by taking advantage of their own instinc- 
tive reactions to danger. An instinctive tug on the clothes stops 
the rolls on model “77”, releases roll pressure on model “62”. 
And this biggest safety advance ever in wringer washers helps 
keep wringer washers selling, fast. 

Demonstrate the Lovell INSTINCTIVE “77” simply and dra- 
matically by running a towel or blanket through and stopping 
the rolls by pulling back. Then show how a feather touch on 
the release bar releases roll pressure. On the Lovell “62” — show 
your prospect how roll pressure releases instantly when you give 
the clothes a tug. 

And while you’re demonstrating, move even closer to a sale 
by talking about the superior cleansing power of a Lovell wringer. 
Women who have hard-to-clean clothes really perk up when you 
show them how Lovell’s balanced pressure and thorough cleans- 
ing action squeeze out the dirt normally remaining. 

Another feature you can demonstrate is the Automatic Index- 
ing. When the rolls are not operating, the wringer is free to be 
moved to any desired operating position without fumbling for 
a release lock. When you again start the rolls, your wringer is 
automatically locked in position. Give a Lovell wringer a push 
to demonstrate how it automatically swings. 

And while you’re taking the order, remind your customer that 
she can get her laundry done quickest with a wringer washer 
and an automatic dryer. She'll be amazed at how little the 
combination costs. 


LOVELL “62” 


pull and the roll pressure 
releases. Makes auto 
matic safety available 
on more wringer washer 
models. Make your 
wringer washer sales 
easier and faster by 
learning the features of 
both the Lovell “77” 
INSTINCTIVE and the‘‘62” 


INSTINCTIVE wringers 














Today’s LOVELL wringers give housewives 


SAFETY WITHOUT 
~ STOPPING TO THINK 












PRESSURE CLEANSING 


LOVELL MANUFACTURING CO. «+ ERIE, PA. 


Also makers of gas and electric Drying Units 
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LOVELL"77’ pull and the rolls stop. This exclusive 


Lovell Safety Wringer is found on top models of America’s 
leading wringer washers, It’s safety without stopping to think! 


WRINGERS 


Dealer after dealer reports— 


“HOTTEST PROMOTION EVER HELD IN OUR STORE”! 


KELVINATOR-LAND 


--% My TODAY'S 

A 

“aa ; --% PRICES! MOST 
EXCITING 
COLORS! 


GROSS UP! NET UP! Dealers Beseet Record Breaking Volume on 
NEW 1956 SPECIAL PROMOTIONAL MODELS 


SPECIAL VALUE! 


SPECIAL VALUE! SPECIAL VALUE: 


12% cu. ft. Automatic Defrosting Kelvinator Kelvinator Automatic Electric Range 


Kelvinator matching Automatic Washer 


at a price that will make history 


Here is a big-family size Kelvinator that 
gives the customer more for her money 
than she has seen in years, and it’s priced 
way down for big volume and fast turn-over. 


at an unheard-of low price! 


A terrific buy for your customers—a 
tremendous drawing card for your 
store. A deluxe Kelvinator with ex- 
clusive disposable oven linings at a 
price that just can’t be beaten. 


IT'S A PROMOTION THAT PUTS THE FULL 
FORCE OF AMERICA’S GREATEST 


SELLING MEDIUM... 


and Dryer priced under competition 


Here’s the pair that really puts you in the 
Griver’s seat in the home laundry busi- 
ness. You can offer both of them to your 
customers at a package price that will 
ring bells on your cash register. 


Kelvinator 18 cu. ft. Upright Freezer 


No other freezer gives so much storage 
space in such compact cabinet space. It’s 
a bargain to begin with—and Kelvinator 
gives you a terrific competitive advantage 
in a special Kelvinator-Land buy! 


a 


it's the promotion 
that means more 
business and more 
dollars —that will 
boost your sales of 
the whole Kelvinator 
line. Get on the 
bandwagon. Head for 
Profitiand, with , 
Kelvinator-Land— 290 
and start now! ne 








eis 
KELVINATOR—THE MOST VALUABLE 
FRANCHISE IN THE INDUSTRY TODAY! 


Keltnatonr% 


on of American Mo Detroit 32, Mich 





